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ATKINS No. 51 CROSS CUT SAW ATKINS No. 540 CKOSS CUT SAW 
Recommended for use in cutting fir, west- This saw is very, popular for cutting ouk 
ern pine and similar woods. and other hurd woods, 


THE ONLY 
“SEGMENT GROUND” 














SILVER STEEL i” 
CROSS CUT SAWS BAL GL Wl net 









In any timber section, on the farm or ' 
ATKINS No. 4 PERFECTION 


ne ee ae 


(INS No. SpWOOD KING ; : 
Xx pra seta tee ote linge etree Te wherever timber hed : the Atkins Cross * Designed for uttin yellow if hard 
é ry 5 ’ ’ . ° esigned o cu 4 yetlo pine, NM - 
almost exclusively in cutting redwood and Cut Saw is the only saw that will do the woods, and resinous, knotty timber. Nuar- 
woods of similar character. work better, quicker and easier. It is rew blade for medium sized timber. 


‘Segment Ground,’ which means that it 
prevents binding. Made of Silver Steel 
to hold its edge better and give longer 
service than any other make of saw. 





ORDER ATKINS CROSS CUTS 


No saw is a genuine Atkins Silver Steel 
Saw unless the name E. C. Atkins & Com- 
pany and the trade mark of AAA are 
plainly etched thereon. 














ATKINS No. 6% EUREKA ATKINS No, 12 PERFEC- 
FALLING TION FALLING 


Narrow blade for falling and . Perfection pattern tooth. Nar- 
cutting small timber. Used AT KINS REPUTATION row blade used principalls 
for cutting redwood, pine, fir for falling or in cutting small 
and other woods, Every user of Cross Cut Saws knows the timber. 





name Atkins and has full confidence in 
any saw bearing the Atkins trade mark. 
Place your order now for winter sales. 


E. C. ATKINS & CO. 


Est. 1857 Silver Steel Saw People 
Indianapolis, U. S. A. 

















ATKINS NO. 4 CROSS 
CUT HANDLE 


> » Oo ATKINS No. 22 CROSS 
A Pacific Coast pattern. L 


CUT HANDLE 
A very popular number. 
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ATKINS No. 5 PERFECTION =} 
This saw is well known wherever cross cut saws are largely used. Perfection pattern tooth. 
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1847 ROGERS BROS. 


SILVERPLATE 
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Popular Child’s Sets 


in Beautiful Display Boxes 
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UST group the boxes in your window 

—the work of a moment—and you 
have as attractive a display as you will 
see in many a long day—a display that 
will sell 1847 Rogers Bros. Baby 
Spoons, Baby Sets and Child’s Sets 
for you. 


Such sales are of real value to your 
store. Ever stop to realize how im- 
portant is the sentimental regard in 
which your store is held—the store 
where Billy’s or Betty's it spoon or 
Mildred’s Child’s Set was purchased ? 





An Added Help For You 


Merchandising Silverware 


The prices are the same as when the silver- 
ware was packed in other boxes, ranging from 
the popular dollar price of the baby spoon up 
to the three-piece child’s set with hollow 
handle knife retailing at $3.50. The sets are 
packed six sets in a box and the baby spoons 
twelve in a box, the contents of each container 
being equally assorted in pattern—Ancestral, 
Anniversary and Ambassador 


The colorful display has an irresistible appeal 
for the parent or the gift-seeking relative— 
and the display is the work of a moment! 





For particulars write Sales Promotion Department, 
International Silver Co., Meriden, Conn. 
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There are two tools of particular 
merit that should be in every car- 
penter’s tool chest — V. & B. 
Vanadium Hammers and V. & B. 
Unbreakable Planes! 


V.& B. Vanadium Hammers are 
made from V. & B. formula 
vanadium steel and handled with 
the finest hickory. ‘They are 
octagon necked and round faced, 
with a firm gripping, special non- 
slip claw. 


V.& B. Unbreakable Planes won’t 
snap when dropped. They are 
drop forged—not cast—from a 
solid bar of V. & B. Supersteel, fur- 
nished with all vanadium steel 
blades, which can be sharpened 
all the way to the slot. 


Here are two tools that every car- 
penter wants. They are profit 
makers in the quality class. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 





“akers of Fine Toots 





2114 Carroll Ave.~ ~~ Chicago, il USA. 4 
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If you enjoy 
selling Fine Tools- 


and what “regular” hardware man doesn’t, the Maydole Hammer 
means more to you than just an item in your stock. 





Over eighty years of carefully accumulated manufacturing skill and 
experiencegis back of the Maydole Hammer. It represents the genius 
of David *Maydole, father of the hammer industry, plus modern 
scientific methods and machinery. There is no finer hammer. 


Isn’t there real satisfaction in selling this wonderful hammer to men How Maydoles 

who appreciate fine tools? And there’s real profit, too. The man Differ from 

who buys a Maydole at your store has a constant reminder of the Ordi 

quality of your goods. roumary 
Hammers 


Is your stock of Maydole Hammers complete? If not, get in touch 
The head of every Maydole 


with your jobber. Hammer is press-forged, of 
a, — steel, ve 

' 66g 99 drop-forged. t is tempere 
Write us for catalog and pocket handbook 23 “C. alae at aes ae 
handles are of clear, second- 

growth hickory, air-dried 

for years, and with no stain 


* 
ee 
The David Maydole Hammer Co. Scie linus tt same 
: =T Fx 
or ° 
Norwich _ - New York . ~ 











Maydole Hammer. 
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CARBORUNDUM BRAND | 


—A Letter 
flint 
Paper 


THERE is a difference in 
Flint Papers. 

A Flint grain that is harder, 
sharper and purer makes a 
difference— 

So does a better quality of 
rope paper backing— 

So does an improved 
method of crushing, clean- 
ing andcoating grain onthe 
backing. | 
Carborundum Brand Flint 
Paper is different, because 
itis sharper, cuts faster, lasts 
longer—gives a better finish. 
Your trade will quickly ap- 


preciate such qualities. 
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Made in all standard grits 9 x11 and 834x | 
10 4 inch sheets. 
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GLAD TO SEND SAMPLES xy, 





CAP ti Gas ie of oe A 
Sell it for Househoid Use 


USE THE COUPON Carborundum 
Company 
Order from Niagara Falls, N.Y. 
s 
Your “fobber 
Gentlemen : 


or Durect Send me samples Carborun- 


dum Brand Flint Paper. Also 
quote prices and discounts. 
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THE CARBORUNDUM COMPANY ees 


NIAGARA FALLS, N. Y. 
New York Chicago Boston’ Philadelphia Cleveland Detroit Cincinnati Street 


cS P Pittsburgh Milwaukee Grand Rapids City State 
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Applying the experience gained in making to order special forgings of many kinds of Alloy 
Steels, we have produced a new line of wrenches that is the last word in these tools—the 
“SUPERRENCH.” 

After exhaustive tests Chrome-Molybdenum Steel was selected as providing the strongest, 


toughest and most desirable material for the purpose ever produced. Wrenches made from 
it, though of lighter weight, thinner section, greater length and with narrower jaws than 


carbon steel wrenches, are far stronger than the latter. 


The “Superrench” will strip the thread of any standard nut, or break the bolt before 
spreading the jaws. It is guaranteed against breakage. Furnished in Nickel-finish with heads 


buffed bright. Ask for literature. 


J. H. WILLIAMS & CO. 


“The Wrench People’’ 
New York BUFFALO Chicago 









You are cordially invited to visit our Booth, Nos. 234-5, 
at the A. E. A. Exhibit, the Coliseum, Chicago, Nov. 9 to 14. 
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Handy tor Toolmakers 
—Just Ask One! 


The blades of this No. 554 Adjustable Square may be adjusted 
to any length and can be used in places where it would be impossi- 
ble to use a square with a fixed blade. They are so held in the beam 
as to insure accuracy between the blade and the body. This square 
is particularly useful to toolmakers on small work. 


The blade with the beveled ends can be used to advantage in 
checking angles, establishing 60 and 45 degree angles, and checking 
thread tools. It finds a large variety of uses around the shop. The 
narrow blade is graduated on one side in 32nds of an inch and can 
be used in small holes where an ordinary try square could not be 


used. 


Send for Small Tool Catalog No. 29 


Brown & Sharpe Mfg. Co. 
Providence, R. I., U. S. A. 


There’s a genuine satisfaction in selling 
BROWN & SHARPE TOOLS 
—You are associated with the best! 


ROWN ¢3 QGHARPE 


**Standard of the Mechanical World’’ 
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“Nhe Never-failing Pipe Wrench 
Recognized 


as a superior— 
eS correctly balanced 








Maximum _ strength 
built right into it— 
drop forged construc- 
tion, oil hardened 
teeth, a finely finished, 
long lasting wrench 
with an _ unfailing 


OTIp. 


The 
MORCO 


wins approval 
and insures cus- 
tomer _ satisfac- 
tion. 





MOORE DROP FORGING COMPANY, Springfield, Mass., U. S. A. 


Paris Office Brussels Office 


New York Office Chicago Office London Office 
c. 18 Rue Corbeau 30-31 Rue Locquenghein 


74-76 Murray St. 34 N. Clinton St. 27-28 Anning St., E. 
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It is 


GRAY-WICK 
may cost 
but— 
worth it. 


a little more, 
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is Woven Into the Product 


Service 


12 Mesh, No. 33 gauge each way 


gauge warp 


14 Mesh, No. 33 gauge each way 
No. 34 
18 Mesh, No. 34 gauge each way 


16 Mesh, No. 33 gauge filler 


Open 


is 
Hearth Steel produced in our own fur- 


naces. 


BROTHERS 


WICK WIRE 
is made from 


No screen cloth is better than its ma- 


Screen Cloth 


terial. 


Our other Brands Screen Cloth 
Cortland Black Enameled 


18 


gauge wire 
swise. 


is under our expert 


Only full 


process 


The wire is drawn in our own mills. 
supervision. 


Every 
used, both lengthwise and cros 


White Metal Finish 


Te 


Wickwire Premier 
Wickwire Bronze 


lasting 
to the product. 


ent and the name WICKWIRE 


BROTHERS guarantees that 


service is woven In 


Each brand meets every standard re- 
quirem 


te your Jobber for Full Information and Prices 
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“She Never-failing Pipe Wrench 
Recognized 


as a superior— 
correctly balanced 
tool 




















Maximum _ strength 
built right into it— 
drop forged construc- 
tion, oil hardened 
teeth, a finely finished, 
long lasting wrench 
with an _ unfailing 


grip. 


The 
MORCO 


wins approval 
and insures cus- 
tomer _ satisfac- 
tion. 


MOORE DROP FORGING COMPANY, Springfield, Mass., U. S. A. 


New York Office Chicago Office London Office Paris Office Brussels Office 
74-76 Murray St. 34 N. Clinton St. 27-28 Anning St., E. C. 18 Rue Corbeau 30-31 Rue Locquenghein 
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GRAY-WICK 
may cost 
but— 

It is 
worth it. 


a little more, 
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12 Mesh, No. 33 gauge each way 
14 Mesh, No. 33 gauge each way 
16 Mesh, No. 33 gauge filler 


Open 


No. 34 gauge warp 


18 Mesh, No. 34 gauge each way 


The wire is drawn in our own mills. 


naces. 


Our other Brands Screen Cloth 
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Only full gauge wire is 


Every process is under our expert 
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Cortland Black Enameled 


used, both lengthw 


guarantees that lasting 
service is woven into t 


ent and the name WICKWIRE 


BROTHERS 


Each brand meets every standard re- 
quirem 


Information and Prices 


he product. 
Write your Jobber for Full 
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GUARANTEED Z/2¢/nsulated 


American, Royal, Anthony, ational 
and U.S. Fences 


The test of time in service on the farm is the only 
true test by which good fence can be measured. 
Knowing the extra long lasting qualities of American 
Royal Anthony National and U. S. Fences, we give this 


Guarantee of Service 


—that the fence will give the equal of or longer service than any 
other fence made of equal size wires and used under the same 
conditions. Any buyer who shows that it fails to do so will, upon 
presentation of the written guarantee, be supplied with an equal 


amount of new fence free. 
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Our fences have always been the We control every process from se- 
highest quality fences that the most lection of ore to the finished product. 
progressive methods of manufacture We know what our fences are and ( 
could produce. Improvements con- stand back of them with this un- LAG 
stantly are added as discovered, to qualified guarantee, based upon our 
make it last longer and give better past record of more than 25 years for 
service. producing QUALITY PRODUCTS. ‘6 
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Banner-tormeriy named Arrow 
R. R. Rail SECTION Posts 


STEEL 


Are not ordinary T-steel posts. They are| 
built like a railroad rail—the strongest forme 
of fence post construction known. 


DEALERS: Write for our special selling A 


plan and literature. pasion. 


AMERICAN STEEL & WIRE COMPANY | 


Chicago, New York, Boston, Dallas, Birmingham, Denver, Salt Lake City 
U. S. Steel Products Co., San Francisco, Los Angeles, Portland, Seattle 
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” he CONTRACTORS 


Cold Blast Lanterns 








“Sj, . ) DIETZ ‘Little Wizard’ 





ONSTANTLY increasing motor traffic on all highways makes it im- 
perative, not only to post red globe lanterns on embankments as 
| danger signals, but to use lanterns of sufficient power to more clearly 
| illuminate the obstruction and the way around it. 
That is one reason why you should sell your contractor customers Dietz 
“Little Wizard” Cold Blast Lanterns, which shed 50% more light than most 
“hot blast” lanterns and require no more oil. Another reason is that great- 
ly increased demand and _ production has reduced prices on “Little 
Wizards” to a point where they compare favorably with prices on lanterns 
of lesser lighting power. 
The contractor is a big buyer of lanterns and his business is worth cultivat- 
ing. Sell him BETTER Lanterns—‘LITTLE WIZARDS.” 


R. E. Dietz Company, NEw YorK 


Largest Makers of Lanterns in the World—Founded 1840 
Output Distributed Exclusively Through the Jobbing Trade 





DIETZ. 


LANTERNS / 
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Customers are quick to grasp and appreciate the remarkable advantages of U. S. Poul- 


try Fence once these are called to their attention. 


These outstanding sales fea- 


tures will aid you in selling U. S. Poultry Fence with the minimum of effort. 


Superiorities of U.S. 
Simplify Selling 


It’s Allin 
the Weave 


No Top Rail 
No Baseboard 


Rolls Out 
Flat on Floor 


Costs Less 


“Put Up” 


A Fence to 
be Proud of 


U. S. Poultry Fence is built like a Farm Fence. Line 
wires run parallel the full length of the roll. The in- 
tertwisted, reinforced joints lock the line wires so firmly 
together that they cannot slip or spread. This superior 
construction is found only in U. S. Poultry Fence. 


U. S. Poultry Fence requires no top rail, no baseboard. 
It stretches like Farm Fence, without buckling, bagging 
or sagging. The tighter you stretch it the better it 
looks and the better it stays. 


U. S. Poultry Fence rolls out flat like carpet. It cuts 
without waste. The neat, compact rolls occupy one- 
third less space than old style netting. 


With all its superiorities, U. S. Poultry Fence costs no 
more. Really it costs less “put up” for it requires no 
wood frame and fewer posts to erect it. 


The neat, symmetrical appearance of U. S. Poultry 
Fence appeals instantly to all buyers. It is easy for a 
customer to picture just how well a fence made of U. S. 
will look upon his own place and when he weighs all 
of these features, there can be no doubt in his mind 
which fence he will buy. 


There are few items in your store which will sell as readily, 
as profitably and as satisfactorily as U. S. Poultry Fence. 





Indiana Steel & Wire Company 


Muncie, - - Indiana 
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CARPENTERS’ CHISELS 
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No. 725 





| No. 10 , 
4%” Long 2Y.”" Long 
Socket Cabinet No. 110 Socket Butt 


GY” Longe 
Socket Firmer 





TRADE MARK 





| LOOK FOR THE 


There Are No Finer Chisels Made 











Tubular Hockey 


BE SURE YOU CAN TAKE CARE OF THE 
DEMAND THAT COMES WITH A 
COLD WINTER 


* 
HARDWARE COMPANY 


Reg. U. S. Pat. Off, 












































TORRINGTON, CONN., U. S. A. 


New York Office: 151 Chambers Street 


ESTABLISHED 1854 INCORPORATED 1864 
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Does Your Delivery Service 
Cost Too Much? 













“We bought Ford equipment not only because of 
its low first cost but also because we believed 
it would be easy to operate, inexpensive to main- 
tain, and reliable under all conditions. We are 
glad to say that we have not been disappointed.” 


This is the hearty endorsement of P. W. Root, 
Garage Superintendent for W. P. Fuller & Co., 
Los Angeles, Cal., wholesale and retail dealers in 
paint, varnish and glass. The Fuller fleet 
consists of seventrucks, four coupes and four 
runabouts, each of which covers an average daily 
run of 35 miles. 





Merchants, manufacturers and jobbers may have 
access to detailed reports of Ford Trucks in 
operation through Authorized Ford Dealers. 


Ford fotor'G Mich. 2 








Ford One Ton Truck 
With Stake Body and 


Closed Cab.... $515 
f. o. 6. Detroit 
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Starting Equipment 
$65 extra 
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A Sales Sensation 


DOMES ¢ SILENCE 


Both Jobbers 
and Retailers 
ordering them 


like Hot Cakes 





BACK VIEW 
Showing arrangement of merchandise 


FRONT VIEW 
As the customers see it 


Reg. U. S. Pat Of. 
No. 995758 which will 
be strictly enforced 


The New 
Metal Display Cabinet 


Takes Domes of Silence out from behind the 


Ornamental counter and places them before customers in a 
In good taste on any convincing fashion. This speeds up sales on an 
counter. item that has every home in town for its market 


and repeat business as long as these homes last. 
Replaces the old familiar cardboard display that was so 
easily soiled, torn and dog-eared, making it unfit for position 
on counter. 


Keeps sizes in orderly arrangement. Displays full face of 
packages and prevents their being stolen. 


Catches the eye 


Its attractive design— 
refined color scheme 
and high enamel fin- 
ish stop the passerby. 


Sells 


It tells the story of 
Domes of Silence and 
makes the sale. 


Prevents 
Pilferage 


: Substantially 
The Cabinet Substantially 
of 26 gauge sheet metal— beautifully 
lithographed in five colors with a 
hard baked permanent finish. 
Compact in size )Vit>? 
less than 11 inches long and only 
5 inches wide it requires very little 
counter space. 


C : Contains one gross 
| apacity sets assorted sizes 


made up of 1 dozen each of 3" and 


114” sizes and 2% dozen each of the 

fast selling sizes, 14”, 54",34” and 4". 

Shipped Shipped loaded. 

Packed in 200 pound 

test shipping case to prevent denting 
or damage. ' 

Refills Packed 4 gross sets of 

straight sizes or assort- 

ment of 1 dozen each of 14”, °%”’ 
34"’", and 4” sizes. 

Order both cabinet and refills 

from your nearest jobber 


DOMES of SILENCE Division P-2127 


Henry W. Peabody & Co, 


47 State Street. 


New York Cary 
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“What's that?” 


That question opens the way for you to show a DAZEY Sharpit 
to ycur customers. 


Your customers are attracted by this panel and Sharpit mounted 
back of your Cutlery Counter. 


Dealers everywhere say it is sure selling Sharpits for them. 





Why ?—Because the time to talk “sharpeners” is when your cus- 
tomers are buying tools which must be sharpened. 

With a Sharpit mounted on this panel back of your counter, you 
can conveniently make a quick demonstration that closes the sale. 
Be sure to get the panel strip out of the package of six Sharpits, 
and mount it behind your Cutlery Counter, because it is speeding 
up sales for dealers everywhere and will help you. Extra panels 
by mail, upon request. 


SHARPIT MAKES AN IDEAL HOLIDAY GIFT. 





DAZEY CHURN 2 MFG. COMPANY 4301 Warne Ave., St. Louis, Mo. 
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[1] Big blue handle. Easy 
to hold it firmly. 


Big, easy-running 
gears won’t stick. 


The turning knob 


is blue porcelain. 


Approved by Good House- 
keeping Institute and 
Priscilla Proving Plant. 


BLUE 
EGG 











Bl 
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4] Two extra blades 
0 He faster beat- 
ing. 


Blades of spe- 


cial metal stay 
bright and new. 


Flat, sturdy bot- 
tom. No wiggle 
wobble. 















Packed in a 


trim blue box. 


— 


mM) 





At your deal- 
er’s, $1.00; by 
mail, $1.15. 


WHIRL 


BEATER 






a 
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Blue Whirl has been tested 
and approved by Good 


Housekeeping Institute 
and Priscilla Proving 
Plant. 





) 


December Good Housekeeping 
features Blue Whirl Egg Beater 
with the new handle 


\ THE TURNER & SEYMOUR MFG. COMPANY, TORRINGTON, CONN. 





THE TURNER & SEYMOUR MFG. COMPANY, TORRINGTON, CONN. 
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Allith-Prouty 

































SLIDE AND FOLD 


HEN we designed 
Eleven-Eighty we 
had two things in mind: 
All ’round satisfaction to 
the contractor, dealer and 
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ROUND THE CORNER 


recommended for use 
where doors must slide 
around the corner. 


ALLITH 





user and a low factory 
production cost. With 
these two things accom- 
plished, you benefit by 
the lowest purchasing cost possible for 
this high grade hanger. 


Eleven-Eighty has a steel frame, swivel 
type. A machined cast wheel with steel 
axle, the hanger housing is provided with 
oil holes permitting lubrication when 
necessary. Noise and friction are prac- 
tically eliminated due to the small point 
of contact of wheel on track. Derail- 
ment is impossible with this hanger— 
always on the track. The track and 
hangers are within the garage—out of the 
weather, thereby adding to the life of the 
equipment. 


i leven-Eighty-nine is identical to hanger 
outfit Number Eleven-Eighty and _ is 


ELEVEN-EIGHTY and 
ELEVEN-EIGHTY NINE 


ROUND TRACK 
The Allith round track 


idea was conceived and built by us over 
twenty years ago—and today it 1s as popu- 
lar as ever. 


Our extensive and efficient facilities for 
making this 14 gauge high carbon steel 
track is responsible for its low first cost. 
The ease of installation and its long, use- 
ful life make it the leader in economy of 
all tracks. Costs but a trifle more than 
flat track. 

Dealers 
The excellent cardboard cartons and 
boxes, in which A-P products are ship- 
ped to you, permit the saving of shelf 
space. No lost parts. Easily packed for 
reshipment to customers. 


See our ads in Sweet Directory. 


ALLITH-PROUTY COMPANY 


Danville, Illinois 


Manufacturers of 


Door Hangers 
Garage Door Hardware 








Fire Door Hardware 
Overhead Carriers 





Rolling Ladders 
Spring Hinges 
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Mr. Dealer, What Do You 


Owe Your Salesmen? 


Owe? Why, I don’t owe my salesmen anything. I pay 
them their salaries each week and in return they owe 
me their loyalty and their best effort.” 


Is that the way vou look at it, Mr. Dealer? If so, you 
have ample company, but many progressive dealers are 
commencing to understand that with competitive salaries 
as high as they are, the dealer must assume a further 
obligation to the salesman—that of training him in the 
art of hardware salesmanship. 


As one very able and successful dealer puts it: “I pay 
my salesmen in salaries and training. A hardware 
dealer cannot afford to pay salaries that alone will hold 
the kind of salesmen he needs hence he must supplement 
salaries with the best training in hardware selling he 
can give them. I have no place for the man who is 
satisfied with his salary alone—who does not want and 
does not realize upon the value of the training I| offer 
him. If he is ambitious and does his best to better his 
abilities I owe him the training in addition to the salary 
I pay him.” 

With this dealer as with a rapidly increasing number of 
progressive dealers the store meeting is indispensable 
as a training school for the selling force. If you have 
not yet adopted the store meeting idea call your men 
together some evening and “talk things over.” Hold 
up to them the ideals of the store. Point out the goal 
of efficient selling that is to be worked for. Give them 
a yardstick by which to measure the success of their 
daily efforts. 

Discuss with them live selling ideas. You can suggest 
some; they will bring up others. Both you and they 
can glean many helpful suggestions from your copy of 
HARDWARE AGE. For instance, note the following ideas 


contained in this issue: : 
Helps for Selling Child’s Silver Sets....Page 2 
Satisfaction in Selling Fine Tools...... Page 4 

7 


A Handy Item for Toolmakers........Page 
Some Strong Sales Points for Fencing and 


eee eT See eT err eee ee Page 10 
Get the Contractor’s Business......... Page Il 
A New Metal Display Cabinet.......... Page 15 
What Is the Best Time to Sell Sharp- 

eners? ......... ye re Page 16 
Some Egg Beater Details ee ee Page 17 
Round Out Your Kitchen Line......... Page 51 
A Hand Book on Small Tools.......... Page 955 
Are You Profiting from the Ash Can Sea- 

OS 646846 NG 6d SoS OOK EN SS Page 94 


Plan to Gain Both Profit and Good Will.Page 95 
“Bobbed Hair” Profits for Hardware 


PE inched enh een eS Page 98 
Profits in Liquid _— and Soap Dis- 

| ee ee eee were ee TT Page 100 
The Sales Power of Well-Lettered Show 

GD cs eccccs , Saati aii naa Ae Page 101 


Are You the Vergiintion Sagem of Your 
NE iid Waka dni ghniis ap de < wien 4 Page 108 
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What Readers Say 
of HarpWaRE AGE 


“We like your magazine. Could not be without it, 
for it has been a big help to us.” 
(Signed) Geo. R. Bailes, 
Albany, Ohio 








“We are enclosing our check for a year’s subscription 
to HARDWARE AGE, and would like to say that we 
always look forward to receiving your publication which 
is read here with much interest.” 

(Signed) L. J. Hudleman & Co., 
32 Queen Victoria St., London EC 4 

“Your magazine is certainly O K and I enjoy read- 
ing it.” 

(Signed) A. W. Pottle, 
Portland, Me. 
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pes the only metal of 
decorative value in a home is 
the hardware. Starting from that 
point of view, it should aid in mak- 
ing prospects buy hinges with more 
than utility to recommend them. 


McKINNEY MANUFACTURING CO. 
Pittsburgh Penna. 


MCKINNEY 
HINGES 
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Trade Winds 


The Human Element 


High-Priced Stock from 
Low-Priced Items 


Work and Waste 
A Prophecy Come True 
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MAN who later became promi- 
A nent in the hardware business was 

living in Detroit when the first 
horseless carriages were turned loose 
on the highways. They interested him, 
and he saw in them great possibilities. 
He talked the matter over with a 
friend, and eventually they agreed to 
put fifty thousand dollars into the 
automobile manufacturing business. 

In Detroit at that time was a me- 
chanic—a hard worker who conducted 
a little repair shop on a side street. 
His industry and seeming ability made 
such an impression on the two would- 
be car manufacturers, that they took 
him into the fold, and started him on 
the job of designing and building an 
automobile. At the end of a year or 
so the fifty thousand had dwindled 
away and no car had materialized. 
There was a series of conferences and 
an additional twenty thousand dollars 
was invested. 

When seventy thousand had been 
spent, the mechanic had produced a 
car. It wasn’t much to brag about, 
however. It looked like a cross be- 
tween a threshing machine and a two 
horse wagon, and it couldn’t be de- 
pended upon to start, go or stop. 

Another consultation followed and 
the investors decided to go out of the 
automobile business. They agreed that 


as a manufacturer of cars, their me- 
chanic was a joke. That mechanic was 
Henry Ford. A little more time and a 
little more additional investment would 
have made them all millionaires. 

A good story to have in mind when 
you begin to think your investment in 
the human element of your business is 
a losing one. 


Even the stock market has its little 
story to tell on great growths from 
small beginnings. 

For example: the highest price stock 
on the New York Exchange recently 
was that of the Kresge Company. It 
sold at $800 per share. And yet the 
business back of that $800 stock was 
built on a foundation of 10-15-25 and 
50c. items. 

I looked into a Kresge store recently, 
and found that it operated a hardware 
department; that it was a profitable 
department, patronized by thousands 
of hardware customers. In three hard- 
ware stores in the same neighborhood 
I failed to find a single department de- 
voted to the sale of 10-15-25 and 50c. 
items. 

There were items of those prices in 
stock—plenty of them—but they were 
hiding coyly on shelves and under the 
counters. They weren’t stepping out 
into the $800 class. Somehow it seems 
to me that modesty in hardware mer- 
chandising is a trifle overdone, and 
that hiding behind counters isn’t likely 
to put large sized dollar signs on small 
sized articles. 

Look at the Woolworth Building— 
But that’s another story. 


* * * 


The famous editorial writer, Arthur 
Brisbane, makes the following terse 
comment in the New York American: 

“The Government will take a census 
of ‘illiterates,’ Americans that can’t 
read or write. 

“A long list, it will include extremely 
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useful citizens. If you could get a list 
of human beings, that can read and 
write, but can’t THINK, and of those 
that can read and write and think, 
BUT DON’T WANT TO WORK, you 
would have a list of the easily spared.” 

I wonder what Mr. Brisbane would 
say of the hardware merchant, who 
can read; write and think, but who 
neglects to read his business papers, 
loses his incentive to progressive think- 
ing, and then works his head off try- 
ing to meet new conditions with moth- 
eaten methods? 

Work is a wonderful thing, but work 
unplanned and undirected is only 


WASTE. 
* 8 8 


Way back in 1899 E. C. Simmons, in 
a general letter to his salesmen, said: 

“Let me remind you that golf is 
abroad in the land. It has come to 
stay. It is a ‘craze,’ but it is not a 
‘fad.’ A ‘craze’ may be permanent; a 
‘fad’ means what the letters indicate, 
f-a-d, ‘for-a-day.’ But this game is 
not for a day. I believe it is for all 
time*to come in the United States. 

“It will grow slowly, but it 
spread widely. Every small town will 
have a golf club and, mark my word 
for it, it is to your best interest, de- 
cidedly as well as ours, that you should 
lay the foundatior for selling this class 
of goods right now.” 

Mr. Simmons was right. Golf courses 
in even the small towns are as common 
as they were uncommon in 1899. Golf 
equipment sales run annually into mil- 
lions of dollars. 

The peculiarity of it all is not in 
the fact that the great merchandiser 
saw in golf a wonderful opportunity 
for business, but rather in the com- 
paratively few hardware merchants 
who grasped that opportunity when 
presented. 

“Cow Pasture Pool” is here to stay. 
Also the opportunity it presents is 
still with us. How about YOUR stock 
of golf goods? 


will 
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Trophies of the Hunt 
Help ‘Turn Sporting 


Goods Stock 4 


Times a Year 





SUNS ee GOODS cuTLER 


Every year Mr. Little gives a 

bonus for the first trophies of 

the hunt, and displays the car- 
cass in front of his store 
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man in the Far West in very much the same 

way that it was practised by his father 
and grandfather in those remote days that pre- 
ceded the construction of the first trans-con- 
tinental railroad. There are exceptions, of course, 
but for the most part, the genuine Westerner still 
relies on his own instincts and experience to stalk 
his game, he still prefers to make his own camp, 
build his own camp fire, cook his own “grub,” and 
take care of himself generally when on a hunting 
trip in the mountains. Visitors and the KEast- 
erners employ the guides. 

This applies particularly in the Pacific North- 
west, and specifically to the country adjacent to 
Spokane, Wash. In this city there is a hardware 
store that is famous in all parts of the Northwest, 
a store that is famous and popular as a sports- 
mens’ rendezvous, not because it is a hardware 
store that sells sporting goods, but because of the 


Pi manint is still practised by the average 


gee of the man who owns it—John T. 
Attle. 

In his store John T. Little carries a_ stock 
of sporting goods, valued at about $15,000. This 
includes other merchandise besides hunting and 
fishing equipment, but the bulk of it is made up of 
these two lines. His stock turn on this investment 
is four times a year. As Little says, “this is one 
of the most profitable lines that a hardware man 
can carry.” 

Every year Little gives a $5 bonus to the hunter 
who brings in the first deer of the season, and 
besides that he mounts the antlers free of charge 
providing the hunter allows the carcass to hang 
in front of the Little store for a short time, that 
is, long enough for the newspaper photographers 
to get some photos of the first buck of the season. 
Similar arrangements are made with hunters who 
bag the first bear, cougar, coon, brace of duck, etc. 

In connection with this Little does consistent 
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newspaper advertising, and also direct mail, and 
circular advertising, in which he not only stresses 
the point that the best specimens of game re- 
cently caught may be seen in front of his store, 
but he also makes regular special seasonal offer- 
ings. During the hunting season he holds what 
may be termed special hunters’ sale, at which he 
offers for sale a wide variety of items of interest 
and use to hunters. Special prices are made some- 
times as inducements to possible buyers, but most 
of the merchandise that is sold to hunters is prac- 
tical equipment etc., such as Little himself uses. 

Incidentally, Little has been a hunter and 
fisherman ever since he was a boy. His judge- 
ment and opinion about hunting and fishing con- 
ditions and practices are regarded by the sports- 
men in Washington as a scientist would regard 
the judgment of a Pasteur or a Huxley. 

The accompanying illustrations give some idea 
of the way Little displays the trophies of the 
mountain forests. The picture of the hunter 
standing beside the carcass of a mountain cougar 
is a striking example of the type of hunting that 
may still be enjoyed in the Pacific Northwest. 
The cougar in this picture weighed 150-lb., and 
the one in the photograph with the three men 
weighed about 100-lb. In the third photograph 
a string of 50 ducks are displayed together with 
the 150-lb. cougar and a silver trout of singular 
proportions. 

Another thing about the Little store is that 
anybody may go there and get expert advice about 
hunting and fishing, besides all of the necessary 
equipment and paraphernalia. Little himself is an 
officer in the local sportmen’s organization, and 
has been active in all movements for the better- 
ment of game and fish laws, conservation of 
natural resources, etc. . 

There is a continual window display of sport- 
ing goods at the Little store. Seasonal goods are 
always on display, new goods and novelties are 
given special attention so that all may see them, 
as soon as possible after they have been placed 
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on the market. This, coupled with the regular 
advertising in newspapers, and also by direct 
mail, plus the reputation of the store as a sporting 
goods headquarters, and of Little himself as a 
sportsman and capable merchant, have made it 
possible for the Little store to do a business in 
this line that is significant of its possibilities when 
handled with enthusiasm and foresight. 








“Turn About Is Fair Play’’ 


The newspapers told the story 
the other morning about the sale 
of the first Ford airplane, which 
is expected to be the forerunner 
of coming flocks of flivvers in the 
air, to the John Wanamaker store 
in New York. 

One of the interesting things 
about the sale was that this air- 
plane was flown for delivery from 
Michigan to New York with an unassembled Ford 
truck on board. When it arrived at Curtiss Field, 
New York, expert mechanics quickly assembled the 
truck, ready for instant use; and the plane, which had 
transported the truck on the first leg of the journey, 
was quickly knocked down, stowed into the Ford, in 





turn, and, in that condition, quickly transported, on 
the second leg, to the Wanamaker establishment. 

Aside from the enterprise of this transaction, as a 
merchandising feature and advertising attraction, this 
incident is of big interest as being an ideal example 
of cooperation. There comes a time when each of us 
must carry the load. “Turnabout is fair play”; it 
applies either in the clouds or behind the retail sales 
counter. An airplane can carry a motor truck and 
the motor truck turnabout to carry the airplane; but 
employees seem seldom to sense the possibilities of 
similar cooperation in carrying each other along in 
rotation. One hears it behind every counter: “Why 
should I do his work for him?” each forgetting that 
the time comes when “he” will surely be called on to 
carry the complainer along. 
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Sells $3,000 Yearly in Toys 


ED LYFORD holds his own annual toy show 

during November and December and gives 

it the most. prominent space available in the 
store of the Lyford Hardware and Sporting 
Goods Co., Torrington, Conn. Ted’s father, George 
D. Lyford, is the sole owner of the business, is 
president of the American Hardware Stores, in 
Bridgeport, Conn., and a veteran jobber’s sales- 
man. 

But getting back to toys, which are handled all 
twelve months of the year at this store, let us 
remember that this firm has the same problem of 
limited space that you yourself may complain of. 
Lyford’s new store, of course, gives much more 
room and permits much better stock arrangement 
and few additional lines not available in the for- 
mer store across the public square. 

Ted’s toy fair starts the second week in Novem- 
ber and continues until two weeks after Christ- 
mas. Why two weeks after Christmas? Just be- 
cause the majority of children who receive money 
gifts for Christmas and New Years will look for 
toys and can easily be attracted by a good display 
and perhaps an attractive price. This does not 
mean price cutting; it means $1 items for 98c. or 
some other slight decline to appeal to the young- 
sters. 

Lyford’s average toy stock is valued at approx- 
imately $400. During the Christmas rush sales 
are above $2,000. For the remainder of the year 


sales amount to about $600. Gross sales for the 
year probably total $3,000. The regular location 
of the toy stock is on the second floor. The photo 
gives you an idea of the variety and the method 
of displaying on the wall shelves. 

Mr. Lyford tells us that toy autos, toy kitchen 
outfits, construction outfits, dolls, books, and 
stuffed monkeys are among the leading active 
items. The girls like the dolls, doll carriages, toy 
kitchen sets and other items which resemble in 
miniature the equipment used by the grown-ups. 
The same with the boys who take to toy autos, con- 
struction sets, small steam engines and other edu- 
cational playthings. As they grow a little older 
they have a desire for the juvenile books and 
so books are an important part of the section. 

An adequate price range is an important factor 
for the hardware man’s toy department, Mr. Ly- 
ford says. He also urges the merchant to consider 
the varying ages of children who use toys and to 
purchase their stocks accordingly. 

Ted Lyford is very emphatic when he says, 
“Sixty per cent of the hardware men think toys 
are only holiday items, but I have never met a 
merchant who has been unable to sell toys all year 
round after he tries it once. If space is available 
the hardware merchant should handle toys. They 
are profitable, interesting, and increase your sales 
volume with their own sales and help swell the 
gross volume of all departments. 








It’s a Fact 


‘YOMEBODY has remarked that there are two times for the salesman to remain quiet. 
One is when he has nothing to say and the other is when the customer has some- 


thing to Say. 


Keeping quiet is one thing some salesmen do everything else but. 


They seem to 


have the idea that salesmanship is 100 per cent talk, forgetting that if such were the 
case, a phonograph would be the greatest salesman in the world. 
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With MacMillan in the Arctic 


Went a Vast Amount of Hardware, Tools and Other Equipment. 
In This Article We Teli You Where He Bought Some of It 


REKKING across the Arctic 
wastes the explorer travels 
light. His equipment must 
be light, but it must be ade- 
quate. When the MacMillan 
Arctic Expedition came to 
buy its portable electric drill. 
heavy duty axes, tools and 
other essentials, F’. P. Rob- 
inson, a member of the party, went to the 
hardware and mill supply store of Chandler 
& Farquhar Co., 250 Devonshire Street, 
Boston, Mass. The sales to the expedition 
were made by Samuel V. C. Holt, acting 
superintendent, and you can readily imagine 
that the firm’s president, F. Alexander 
Chandler, is justly proud of Mr. Holt’s sale 








to this notable exploration party. Naturally 
there was considerable local publicity attached 
to the starting of the expedition and to the 
fact that some of the equipment was bought 
at Chandler & Farquhar Co.’s big store. Some 
of the manufacturers whose lines were pur- 
chased have used large advertisements in 
national magazines heralding the fact. 

While there is not an <Arctic expedition 
starting off every day or from every town, it 
is interesting to again note the important part 
that hardware plays in the march of progress 
and in the search for new lands and new 

scientific data. 
Jf For practically the first time in 
the history of Arctic exploration, 
MacMillan was in almost constant 
communication with the civilized 
world via the radio. Amateurs in 
all parts of the country heard his 
messages and helped relay mes- 
sages to his party. Radio being 
standard hardware today adds an- 
other point of interest for the 
hardware merchant to have in 
this interesting polar expedition. 
Chandler & Farquhar Co. have a 
very large and _ successful radio 
department, as readers of HaArp- 
WARE AGE know. 

This little story again brings it 
to our attention that the hardware 
business is today as full of romance 
as any line. The next time vou 
»sell an axe or a portable electric 
drill, think of the MacMillan expe- 
dition in the frozen north. Picture 
these intrepid explorers hacking 
away at the ice which impedes the 
progress of their boat and vou can- 
not fail to have a better apprecia- 
tion and a deeper respect for the modern and 
for other basic hardware items. A little in- 
vestigation in your community would un- 
doubtedly bring to light many interesting 
human interest stories in which hardware has 
played a stellar role, helping someone out of 
emergency or perhaps helping in the develop- 
ment of some great project which has meant 
much to the progress of your community. 
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Meet the Wite—Betore 
Thanksgiving 


By Charles P. Catlin 


OW is none too early for you to introduce 
Mrs. Housewife to your complete line of 
baking equipment. 

The fall and winter social season is now begin- 
ning to reach its height. It is now time to start 
thinking of the Thanksgiving dinner. Naturally 
the housewives in your locality are interested 
keenly in the serving of delicacies, home-made 
pastries, pies, waffles, bread and cakes for lunch- 
eons, afternoon teas and dinner parties. 

Each young housewife is ambitious of sur- 
passing “the pie that mother used to make.” Each 
queen wants to have her pastries “fit for a king.” 
Each mother knows that giving a good time and 
a square deal to the stomachs of her family means 
a great deal to domestic harmony and happiness. 
Each woman wants to “say it with flour.” 

Right now—this week—is a good time to put 
in an attractive window display covering the 
items you have in stock that are used in the home 
for baking—everything from a steel range to 
cookie cutters. A window display of this char- 


acter will attract the women folk. It will bring 
them into your store to purchase the merchandise 
displayed that is so essential in the preparation 
of the Thanksgiving dinner. At the same time it 
will give you an opportunity to “meet the wife” 
of each of your fellow townsmen. 

If you want to husband your good-will and 
make it grow, cultivate the acquaintance of the 
wives. It will pay you. Women are harder to 
please than men, as a rule; but, once pleased, they 
are loyal. Moreover, they are good boosters. Just 
about the best advertising you can get is favor- 
able mention of your store from one woman to 
another, whether it be over the back fence or the 
dining room table. For women buy at least 50 per 
cent of the merchandise sold by hardware dealers. 

Here is a suggestion for a window display that 
is sure to produce sales on baking equipment. The 
housewife kneads the dough—the merchant needs 
it, too. 

Place a steel range in the center of your win- 
dow, a cook stove in either the left or right hand 
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baek corner, a kitchen cabinet in the corner op- 
posite the cook stove—If you do not have a 
kitchen cabinet in stock, I suggest that you en- 
deavor to borrow one from your furniture dealer 
—it will lend the correct atmosphere to your 
display. 

Then place the following items around the base 
(floor) of your window: 


Pie Plates Flour Bins 
Pudding Pans Flour Sifters 
Cake Pans Flour Sieves 
Cake Molds Family Scoops 


Cake Mixers Family Scales 


Jelly Cake Pans Mixing Bowls 
Jelly Molds Basting Spoons 
Cake Boxes Spatulas 


Mixing Spoons 
Measuring Spoons 
Lemon Squeezers 
Bread Boards 
Can-Openers 


Cake Knives 
Bread Pans 
Bread Mixers 
Bread Raisers 
Bread Boxes 


Rolling Pins Corkscrews 
Bread Knives Kitchen Knives 
Biscuit Cutters Cook Forks 


Apple Corers 
Apple Parers 
Funnels 


Doughnut Cutters 
Cookie Cutters 
Pattie Pans 


Muffin Pans Graduated Measures 
Muffin Rings Egg Beaters 
Salt Boxes Graters 


Nutmeg Graters 


Pepper Boxes 
Fruit Presses 


Dredge Boxes 


Strainers Milk Pans 
Measuring (tin) Cups Tea Kettles 
Colanders Food Choppers 
Dippers Bread Stick Pans 


Milk Skimmers 


The use of a variety of pieces of tinware, 
aluminumware, enamelware, suitable for baking 
will enable you to impress your potential cus- 
tomers with the fact that your store is head- 
quarters for a complete line of household mer- 
chandise. 

Merchants will have something to be thankful 
for Thanksgiving Day if they strike outside com- 
petition a real sales blow. The hardest blow you 
can strike outside competition is to send a letter 
to each of the housewives in your locality, in- 
viting them to visit your store and see the new 
and complete line of merchandise covering every- 
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thing for baking tasty pastry, pies, cakes, bread 
and biscuits for Thanksgiving. 

Use the post to post the women folk on your 
stock of baking equipment. Dispatch letters to 
them and you will move your stock with dispatch. 
Postage is one of the chief secrets of merchandis- 
ing success in this POST AGE. 

A few placards (signs) placed in the window 
will prove helpful as attention-getters. Here are 


a few suggestions: 





Place a few 8 and 9 inch 
deep pie pans around a 
pumpkin. Place this sign 
on the pumpkin! 


PUMPKIN PIE 
PANS 

















ca | Place this sign on a 
| sauce pan or Berlin 


CRANBERRY SAUCE 


PANS 
(They’re the berries! ) 


kettle filled with 
cranberries. 











You Won’t “PAN” Our Pumpkin Pie | 
and Cranberry Sauce PANS. They | 
“PAN OUT” 











Everything for Baking 
Tasty Pastry 
Pies Cakes 
Bread and Biscuits 
for 
Thanksgiving 














There is a big advantage in showing this class 
of merchandise early—it effects not only im- 
mediate sales but also sales right on through the 
winter season. 





Novel Advertising Stunt 


OW many of the former presidents of the 
United States can you name? 
Do you know what Article IV of the Con- 
stitution of the United States is about? 

Odd questions to ask any adult on the street. 

3ut surprising questions to find in big type in the 
window of a hardware store. And yet that is 
exactly the kind of a window display that the 
Fresno Hardware Co., Fresno, Cal., arranged a 
few months ago. 

Why? 

As a novelty stunt advertisement. It had a 
large picture in its window of the signing of the 
Constitution and portraits of the presidents of 
the United States, below and in front of which 
were displayed the signs bearing the questions 
asked above. The floor of the window was cov- 
ever with booklets, which the company had 


printed, containing the Constitution, the Decla- 
ration of Independence, the names and brief bi- 
ographies of the presidents and other information 
of a similar nature. And a large sign in the 
front of the window invited all who read to enter 
the store and get one of the booklets which were 
given away free to all who requested them. 

This idea and display was peculiarly effective. 
It attracted unusual attention and comment. Hun- 
dreds of the booklets were given away. The news- 
papers editorialized about it, and the principals 
of the local high schools requested additional 
copies to be distributed among the high school 
pupils. 

As an advertisement for the Fresno Hardware 
Co. it was more effective than any form of special 
sale. Its name was broadcast over all the country- 


side. 
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Are ‘‘Inefficient’’ Hardware 
Clerks Your Greatest 
Problem 2 


FEW weeks ago we sent out a 
letter to a list of hardware mer- 


chants in various parts of the 
country asking them what they con- 
sidered their greatest problem. We 
promised those who answered our let- 
ter that we would place their prob- 
lems before our readers and ask for 
solutions. 

‘Out of the hundreds of replies re- 
ceived to our inquiry, “What Is Your 
Greatest Problem?” a great many 
dealt with the difficulty in securing 
intelligent retail salesmen. 

Some of these replies are reproduced 
on these pages. In order not to add to 
the difficulties of merchants writing 
us, we are withholding their names, 
substituting initials instead. 

The problem of securing efficient 
clerks is a serious one and we want our 
readers to help in its solution. 

What is your system of dealing with 
the problem? 

We will pay for all solutions pub- 
lished. 











Getting Salesmen Interest in Business 


Y principal problem consists in getting my 
salesmen to take an interest in my busi- 
ness, despite the fact that I pay them good 


salaries. 
(Signed) W. B. H. 


Wanted: Clerks That Think for Themselves 


RYING to develop our business to the point 
where we will be able to employ high grade 
assistants who can carry out details effi- 
ciently in order that I may have more time to 
devote to constructive efforts, is one of my most 


difficult problems. 
(Signed) J. W. J. 


Keeping Clerks Interested in Their Work 


DUCATING help to do their own thinking 
is one of my most difficult problems. It is 
very difficult to keep clerks interested in 


their work. 
(Signed) G. C. B. 
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My Clerks Are Willing—That’s ALL 


NE of my greatest problems is getting young 
store salesmen interested in their work. 
Some of them are good fellows and willing 

to do what you tell them to do, and they do it 
cheerfully and willingly, but what we need is 
more brain work. In order for them to develop 
and become valuable men they should work with 
their brains. Some of them seem to be dead. 


This is one of my greatest problems. 
(Signed) A. C. F. 





Making Salesmen Pay Their Way 


HE training and keeping of good salesmen 
until they pay constitutes our greatest prob- 
lem. (Signed) J. F. 


Marked Shortage in Horse Sense 


UR greatest problem is help, sales, deliveries 
and stock. Also contending with a marked 
shortage in horse sense, pep, interest and 


initiative. 
(Signed) W. A. 


Average Clerks Clock Watchers 


E are glad to tell you our special grievance 

as human nature makes us all alike in that 

we all let off steam when the opportunity 
presents itself. 

Our only trouble is to get well posted, real 
honest-to-God hardware men, high salary does 
not make a difference, the more money they say 
that they are worth the more time they will kill 
and watch the clock. We have tried old men, 
young men, middle age men and we find them all 
the same. 

Does any hardware store today have well in- 
formed, honest, upright, alert, stock-keeping 
salesman? Or do they all have the time-killers, 
cigarette-smokers, and clock watchers? 

The word efficiency has been left out of the 
vital make up of the majority of all that I have 
been able to have in the last six years. 

Best of luck you can have in your question 


box is the main wish from 
(Signed) W. S. R. 


Development of Adequate Sales Force 


N my opinion one of the most persistently 
difficult problems in present day merchan- 
dising consists in the development of an ade- 
quate sales force. I have always made it a point 
to adequately compensate my clerks, but have 
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“Inefficient”? Hardware Clerks 
Your Greatest Problem ? 


found that the opportunities that exist for more 
remunerative returns in other fields result in the 
higher calibre men seeking other occupations. In 
other words, the wheat gravitates to the more 
lucrative trades, while I am left with the chaff. 
(Signed) W. J. D. 


Better Compensation for Clerks Needed 


N reply to your request as to what constitutes 

our greatest problem, we agree thoroughly 

with the viewpoint expressed by W. J. Mar- 
shall of Everett, Wash., when he says “that the 
hardware store has to hire as a rule a better class 
of clerks that take years to train, and who must 
be in a position to furnish technical and detailed 
information at a moment’s notice.” As I see the 
problem, the only way in which we can ever hope 
to secure salesmen of the type necessary to make 
our business as successful as it should be, is to 
adequately compensate the men who make our 
profit possible. As Mr. Marshall points out, 
hardware clerks receive hardly more compensa- 
tion, and in some cases less, than common 
laborers. 

The basic soundness of adequate compensation 
has been demonstrated in the case of Hamp 
Williams, whose profit sharing plan has made 
his clerks work with, rather than for him. 

(Signed) S. E. B. 


Average Clerk Wants Something for Nothing 


WHE attitude of mind, which is becoming in- 
creasingly prevalent in present day help, and 
which manifests itself in the desire to get 

something for nothing, is unquestionably a seri- 
ous problem. I will venture to say that a very 
small percentage of hardware clerks benefit by 
the store meetings and other efforts made by em- 
ployers to more fully equip them for their daily 
tasks. In individual cases they unquestionably 
do, and in my opinion the good hardware sales- 
man is worth a great deal more than the majority 


of them are getting today. 
(Signed) C. B. M. 


Hardware Clerks Getting All They’re Worth 


N my opinion the average hardware clerk is 
getting all he merits. I have heard it said 
that better remuneration would bring higher 

grade men into our retail stores. I feel, however, 
that when the clerk demonstrates that he is worth 
more he’ll have no trouble getting it. 

(Signed) T. N. G. 


Average Clerk Knows More About Charleston 
Than Hardware 


F the average hardware clerk knew as much 
about hardware as he does about the Charles- 
ton, I wouldn’t be writing this letter. Un- 

fortunately, I am somewhat in the position of 
Diogenes, who you will remember went around 
with a lantern looking for an honest man—only 
in my case, intelligence is the quality I am seek- 
ing. I find the average clerk honest enough, but 
that virtue alone isn’t putting any money in the 


cash register. 
(Signed) B. S. T. 


Conscientious Clerks Hard to Get 


UR greatest problem is securing intelligent 
store help,—that is the type of men that 
can be trusted to conscientiously look after 


our interests. The average employee wants all 
and gives nothing. 
(Signed) O. B. J. 


Intelligent, Worth-While Clerks Needed 


T is a toss-up as to which is really our most 
difficult problem—collections or the difficulty 
in securing intelligent, worth-while store help. 

(Signed) C. J. B. 





What Is Your Greatest 
Problem? 


N the conduct of your business, 
you have undoubtedly con- 
fronted some problem that is 

particularly difficult of solution— 
and that may have caused you 
more concern than all the others 
put together. 

HARDWARE AGE wants to know 
about it! 

Others have undoubtedly been 
confronted with the same problem, 
and their experience may prove 
the solution of your difficulty. 

Let us hear from you! 
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Half a Century of Progress 


IFTY years ago an ambitious boy of fifteen 
named Robert J. Masback opened a hard- 
ware store in New York City, at 1080 Third 

Avenue, which is near Sixty-fourth Street. The 
store measured 11 ft. x 45 ft. Having a natural 
fondness for tools, the hardware business made 
the strongest appeal to this young man, and in 
that little Third Avenue shop the foundation of a 
great wholesale hardware house was laid. 

Long hours, hard work, a push cart for deliv- 
eries, and finally a helper enabled the young hard- 








ware man to bring his daily sales average up to 
the ten dollar mark in a few years. The first stock 
included hardware, stoves and kitchenware. There 
was no local competition; in fact there was not a 
single hardware store from Sixtieth Street to Sev- 
enty-second Street. 

In 1879 the business moved to 1029 Third Ave- 
nue at Sixty-first Street, where six assistants were 
employed. Five years later in 1884 R. J. Masback 
bought the business of Mowrie Bros., located at 
80 Vesey Street. This purchase enabled Mr. Mas- 








R. J. Masback 
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H. E. Masback 
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back to satisfy his urge to be known as a “down- 
town business man.” 

At this location the business was both retail and 
wholesale, but in 1897 R. J. Masback moved to 
117 Chambers Street, and there opened a strictly 
wholesale hardware business. 

Further expansion required another move in 
1905, this time to 84 Warren Street. Later ad- 
joining buildings were bought and upper floors 
leased in five neighboring buildings. Today the 
Masback Hardware Co., Inc., occupies 78-80-82 
and 84 Warren Street. 

Today the former boy hardware merchant of 
Third Avenue is celebrating the fiftieth anniver- 
sary of the business he founded. 

For several years Robert J. Masback has re- 
linquished active management of the business. 


His son, Edwin R. Masback, formerly vice-presi- 


HARDWARE AGE 31 


dent and managing director, has been chosen as 
president. Harold E. Masback is now vice-presi- 
dent in charge of sales. Miss F. Ratner is assis- 
tant to the president, A. Deichelmann secretary, 
Sidney L. Jones assistant sales manager, and 
Charles Oakman superintendent. 

The inside organization of the Masback staff 
numbers 150. The outside sales force of 55 men 
covers a radius of approximately 25 miles around 
New York City. Instead of the push cart of 1875 
the company now operates 16 motor trucks and a 
private garage on Leonard Street. Instead of a 
small store the business now occupies 75,000 sq. 


The Masback Hardware Co., Inc., also owns 
and operates a good sized print shop, the chief 
duty of which is to compile the Masback Price 
Service. It is in charge of Benjamin Kantor. 





On De-Bunking the Special Sale 


Mr. Luew S. Sours, Editor, 
HARDWARE AGE. 
CANNOT refrain from answering the 
| article appearing in HArpWARE AGE 
for Oct. 8, in which Arthur Perkins, 
manager of the Barrett-Hicks Co., of 
Fresno, Cal., recommends that the special 
sale be De-Bunked. 

You say that this store is very successful 
and, as the saying goes, we must always 
take off our hat to success. None the less, 
success is not always reached by one plan 
only. I have often, during my fifteen years 
service as a hardware traveling salesman, 
marveled at the success of one man who 
runs his store in a haphazard way and the 
failure of another who seems to apply good 
business practice. 

Mr. Perkins says the majority of bar- 
gain sales are not really bargains and that 
if every merchant did business on the bar- 
gain sales basis very long, there wouldn’t be 
any merchants left after a few years. Now 
I agree with Mr. Perkins. 

If a man is going to make a bargain of 
every item in his store, he should do so with 
the one thought in mind and that is he was 
going to quit business. He then could 
fake the bargain entirely and fool the pub- 
lic and get all he could under the disguise 
of a bargain. 

But as the subject under discussion is, 
“The Special Sale,” I claim there is a vast 
difference and that special sales honestly 
prepared and carried out are great for any 
up-to-date successful merchants. Now no 
merchant or set of merchants could possibly 
hurt themselves and go broke through sell- 


ing some good catchy item at or near cost— 
regardless of overhead. I know quite a few 
merchants in my territory at present who 
have used the special sale as a means of 
drawing people to their stores located on 
side streets and in doing so made customers 
of them for their future wants. To put on 
a special sale, a merchant must bear two 
things in mind: First, that the public is not 
fooled and that he must give a good value 
at a very good price—cost or nearly so. 
Second, the article selected must catch the 
eye of buyer of bargains. Now, years ago, 
the hardware store was primarily a man’s 
store—so was the barber shop, but today 
the women buy a great part of the useful 
hardware sold. In the old days when wom- 
en hardly ever enteretl the hardware store, 
it was dirty and not at all attractive, but 
today we find some of the most attractive 
places in our towns and cities are hardware 
stores and we find a great many women 
customers in them. ‘To get women into 
these stores it is necessary to offer real, not 
fake bargains on some useful household 
article. Now, if they come into the store 
and don’t, on this particular try, buy any- 
thing but your special and it at cost or a 
little below even, you have accomplished 
just the same result that you hope to accom- 
plish when you advertise. Now if this is the 
case, | am sure Mr. Perkins would not go 
on record and say he did not believe in ad- 
vertising, for he would have nearly all suc- 
cessful merchants, on him at once. 
(Signed) Ler Caspary, 
Sharpleigh Hardware Co., 
St. Louis, Mo. 
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Let’s Have More Work 
and Less Kicking 


Says Hamp Williams 


KALLY if we, as retail hardware mer- 
R chants, would complain less and work 
more, we would be, no doubt, much 
better off financially, physically, and other- 
wise. It makes against our health to com- 
plain. “I am growing better and better every 
day in every way” is a very good doctrine to 
preach, and the same slogan might be applied 
to business profitably. We are too ready to 
blame someone else or some condition for our 
own shortcomings. We might as well face 
competition in every form, legitimate and 
otherwise. It is going to get worse instead 
of better. If it is not in one shape it will be 
in another; so long as the human brain and 
the ingenuity of man is active we will have 
the very strongest competition possible in 
every form. In fact it would be a bad old 
world if we did not have foreign and domestic 
competition. 

The more competition we have the harder 
we should work. Did you know that we in- 
dulge too much in the discussion of bad 
weather— it’s too hot or too cold, too wet or 
too dry. We blame poor business on the 
crops, the labor unions, the chain stores, catalog 
houses, semi-jobbers; we blame every con- 
dition and everybody but ourselves for our 
shortcomings and poor business, and if I was 
not guilty myself I would not know so much 
about it. 

We are all too ready to blame the past for 
whatever we are and for whatever we have 
not done. For instance: in my early life be- 
fore I got into business I blamed the past. 
Now I blame the present and have found that 
I can largely overcome both if I try hard 
enough. In my early life when I first ven- 
tured out for myself I would say: 

“If I had been educated I could have done 
some wonderful things.” 

“T saw wonderful opportunities for making 
money if I had had it.” 

“If my grandfather had gone on to Texas 
when he moved West from Tennessee instead 


“We blame every- 
thing but ourselves 
for our shortcom- 
ings and our poor 
business,”” says 
Hamp Williams in 
this helpful article 





of settling in Arkansas, all his descendants 
might have been rich.” 

If Will Rogers, the son of Clem Rogers, 
hadn't found himself, he might still be up on 
their ranch near the Verdigris River which 
was at the time the Cherokee Nation Indian 
Territory. I believe that every man is re- 
sponsible himself for whatever he is or what- 
ever he does. I knew Will Rogers in boy- 
hood. He had good parents and they lived 
happily upon a beautiful little ranch in a 
prairie valley skirted on the West by the 
timbers of the Verdigris River near Clair- 
more, now Oklahoma. ‘Today Will Rogers 
is the one outstanding comedian of his day. 
No other man has ever done what Will Rogers 
has done and is doing. It is not because he 
was born in the Cherokee Nation, no indeed. 
He took the talents born in him by his sturdy, 
honorable, upright parents, and made use of 
them to his honor and to their glory, and to 
the full appreciation of everyone who had the 
privilege of knowing him even in childhood. 

Abraham Lincoln was born in Kentucky 
among the uncivilized Indians, in a_ wilder- 
ness, and moved to Indiana when a boy of 
seven. ‘They pitched camp in the woods under 
the most unfavorable circumstances, when 
poverty, sickness, and death invaded their 
home. Abe walked nine miles to a “blab 
school,” his parents “‘pore,” as they termed it. 
They envied the people, so it is said, who were 
“stuck up” and “edicated,” but with all the 
privation and sorrow of a humble home Abe 
Lincoln forced his way to the top. 

If we could understand that we were on 
trial every day of our lives, we would un- 
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doubtedly change our way of living and 
acting. The public is the jury and it is up to 
us to convince the public of the merit of our 
goods by showing them, talking them, adver- 
tising them, in every way possible. The public 
soon decides after your store is once opened, 
and that decision is hard to change. They are 
so easily drawn into new places where they are 
led to believe that goods are cheap. ‘That 
reputation, once made, must be maintained by 
everlasting advertising, display, service, cour- 
tesy, and above all by having full and com- 
plete faith in your own goods; that they are 
bought right, and are the best on the market 
for the price you are asking. 

When we are on trial before a critical 
public we are first charged with dishonesty, 
and remember this—you stand convicted if 
ever accused until you are proved innocent. 
In a trial by a jury the courts hold that you 
are innocent before that jury until it is proved 
to the contrary by reliable testimony. The 
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public sometimes, in fact often, convicts us 
upon the most flimsy testimony from very 
unreliable sources. 

It is our business to live and act and carry 
on our business so, if possible, that the public 
will not listen to the unreliable rabble, place 
our business upon a firm foundation and hold 
it there; like Will Rogers with his lasso upon 
the Verdigris. He first roped calves, then 
cows, then wild horses. He found that he 
could use a lasso better than any one he knew, 
so he tried it on “Little Old New York,” and 
he lassoed it and found, no doubt, that it was 
as easy to control New York after once roped 
as it was to tame a white-eyed, bellowing 
broncho from off the range, and he did it. 

We can all succeed at something if we will 
try. We are not all merchants who are trying 
to sell hardware, and if you think you are a 
failure as a merchant you are. Quit it and go 
at something else. If you think you ean suc- 
ceed and you have the proper faith, you can. 








A Clever Sporting Goods Display 


What sportsman with red blood in his veins could fail to be interested in this clever display installed by A. 
An interesting feature of this window is the effective use made of dealers’ helps furnished by the manufacturer. 


Huntington, Ind. 





a 





C. Hoffman for Sam S. Nave, 
Mr. Hoff- 


man makes it a point to hold dealers’ helps indefinitely and in this particular window there are pieces contained in assortments furnished by 


the manufacturer during the last three years. 
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Have you ever, in your own shopping succumbed 
to the “just came in” argument? There is no 
doubt that when you are buying anything where 
the style element is a strong factor in choice, it 
influences you to have the salesman tell you 
“These goods just came in yesterday,” or “this 
week.”’ Very possibly you may find that the same 
line of talk will be effective with some kinds of 
hardware stock. We all feel more interest in what 
we believe to be the latest thing of its kind. 

Said a hardware man, “I’ve got a salesman who 
is good over the telephone. We had eight lawn 
mowers left at the end of the season. I wanted 
to turn them into real money instead of carrying 
them over. This salesman said he would call up 
some people, if I said so, and see if he could sell 
them. Well, he called up a list of different men, 
all of them men who would have the price of a 
lawn mower at any time. He told them just the 
facts; that we had these mowers unsold and would 
rather sell them at actual cost than carry them 
until spring. He gave them an honest story and 
sold every lawn mower but one, and that one we 
are saving fora man who wants it next week.” 

+ 

“Your display of silverware looks as nice and 
attractive as the silverware in a jewelry store,” 
I told Fred Morton. 

“Why shouldn’t it? Does it take any brains a 
jeweler has and I don’t have to make silverware 
look right,” he responded. 

“Maybe not, but you know, Fred, not every 
hardware store makes its silverware look any 
more attractive or any more valuable than its 
aluminum.” 

“The secret is this,” Fred explained. “One of 


November 5, 1925 


my young men goes out of his way to frequent 
jewelry stores a little and to see how they arrange 
and display their silverware. I’m free to admit 
we have learned from the jewelers, and we’re still 
learning.” 
* * 
When a salesman’s neglecting his job 
’Cause he’s looking for something better ; 
Just make up your mind 
You never will find 
Him becoming a real go-getter. 
+ * * 


Some hardware salesmen get “‘buck fever’’ when 
they confront customers of unusual importance 
or of unusual sharpness or severity. You can con- 
quer “buck fever’ if you have the nerve to face 
it. Marshal Turenne, when it was noted that his 
legs shook as he mounted his horse to go into 
battle, said, ‘““They would shake more if they knew 
where I’m going to take them today.” That is the 
attitude of mind to face apprehension. 

* . * 


“There’s just one thing that makes me want to 
sell out,” a hardware man told me, “and that is 
the difficulty in getting salesmen who really want 
to help me to make this business grow into some- 
thing big.” 

“They’re too easily satisfied,” I suggested. 

“Too easily satisfied is right. When they think 
I am paying them about the top wage for the 
store, they don’t try to make themselves worth 
any more. And, confidentially, I never had an 
employee who couldn’t have made himself worth 
more and who I wouldn’t have paid more when he 
well earned it.” 
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~ Better Merchandising Will Solve 


Peddler Problem, Says Haake 


ECLARING that the established retailer has all the advan- 
tages over the “Glorified Peddler’ except that the latter is 
usually a well trained salesman, Prof. A. P. Haake, Simmons 

Co., New York City, formerly Economics Professor in two colleges, 
called for better merchandising from retailers as the best method 
for solving house-to-house canvasser problems at the recent At- 


lantic City Convention. 
vs. the Canvasser.”’ 
up the retailer in the fight. 


Prof. Haake’s subject was the “Retailer 
He urged manufacturers and jobbers to back 
The former by advertising the advan- 


tages of buying at stores and the latter by showing the dealer 


better selling and better display method. 


talk follows: 


“The very fact of our tremendous 
productive capacity aggravates the 
problem of distribution. The pressure 
to sell goods, even beyond the apparent 
need of consumers, has set in motion 
a number of forces which promise 
future serious consequences if not con- 
trolled. Among these is the widespread 
prevalence of installment selling, for 
which manufacturers as well as dealers 
must share responsibility. 

“Possibly the heaviest sufferer, next 
to the public itself is the retail dealer. 
If the brunt of the burden of install- 
ment selling falls in any one place in 
the chain of distribution up to the con- 
sumer, it is probably on the retailer. 

“And the weakest link in all our 
chain of distribution is the retailer. 

“It is because of my interest in the 
retailer, as that link in the chain upon 
which the fate of the manufacturer 
ultimately rests—a consciousness of 
the precarious position many a manu- 
facturer consequently occupies—that I 
have followed more or less the editorial 
comments of retail trade journals and 
papers. 

“It is in part because of this reading 
that I am interested in the question of 
retailer versus canvasser. 

“IT said a moment ago that the fate 
of the manufacturer rests to a real 
degree upon the retailer. Believe me, 
many a manufacturer is conscious of 
that fact—and because he is dissatis- 
fied with returns through the regular 
channels of distribution, he turns to 
what, under our present economic sys- 
tem, is the least justifiable economically 
of our agents of distribution—namely 
the canvasser. The canvasser by some 
manufacturers is deliberately selected 
as the most easily controlled—and more 
quickly productive agent through which 
to secure distribution. 

“Don’t think for a moment that the 
manufacturer who uses house-to-house 
canvassers does so because he _ loves 
them and does not love the retailer. 

“He does it because he believes it 
pays him to do it. 

“Don’t think for a moment that the 


In part Professor Haake’s 


public buys from the canvasser _ be- 
cause the public loves to have the can- 
vasser stick the edge of his sample case 
through the front door, interfere with 
domestic activities, and take away the 
spare change in the family tea-pot. 





Prof. A. P. Haake 


“The public buys from the canvasser' 


because it either is unable to resist the 
selling strategy of the canvasser, or 
because it believes it is getting more 
for the money expended. In _ either 
case, the other side of the reason is the 
failure of the retailer to do a _ real 
selling job. 

“We do not want to delude ourselves 
with the narcotic thought that some- 
where some wicked force outside of 
ourselves is boosting the canvasser and 
harming the retailer. 

“The forces back of the situation are 
primarily economic and they must be 
met through economic means. 

“The peddler succeeds in spite of the 
fact that he is an expensive agent—in 
spite of the fact that he does not and 
cannot carry the burden of the final 
link in the chain of distribution. 

“The community cannot get along 
without the retailer. The peddler can 
and does sell many things but he simp- 


ly could not completely supplant the 
retailer without enormously increasing 
the cost of distribution and _ laying 
heavy penalties of inconvenience upon 
the buying public—and all this without 
carrying his fair share of the common 
community financial burden. 

“He does manage to take a large 
share of cream from the consumer’s 
expenditure bucket—and does — so 
largely because the retailer lets him 
do it. 

“T do not believe in him—I_ think 
he is economically unjustifiable—but, 
nevertheless, I have tremendous respect 
and at times admiration for the can- 
vasser—the ‘Glorified Peddler.’ 

“By and large he is a splendid sales- 
man. He has ta be to sell under the 
conditions in which he works. 

“To begin with, he has an 
which is usually overpriced. As a 
rule, an article of comparable quality 
can be purchased in the retail stores 
for less money. 

“My wife, not long ago, bought some 
brushes from a canvasser—some, not 
one. She paid about ten dollars for 
the lot. Among them was a particularly 
useful split brush—-for which she paid 
$2. Shortly afterward I saw and 
handled in a retail hardware store a 
brush just like it—priced at $1.25. I 
bought one—and found it just as good. 
if not better, than the other. 

“The canvasser sometimes lets his 
prospects infer that one profit is bound 


article 


to be less than several profits. Let’s 
see! A hosiery mill selling direct 
through canvassers operates on a 


margin of*60 per cent. This means 150 
per cent mark-up on cost. 

“Suppose the price at the mill to be 
$1. The canvasser gets a margin of 
$1.50 in addition, or $2.50 for the hose. 
One profit only, a margin of $1.50. The 
same article costing the jobber one dol- 
lar is resold to the retailer at a 20 per 
cent mark-up. It costs the retailer 
$1.20. One margin of profit—a margin 
of twenty cents. The retailer in turn 
sells it as a mark-up of 50 per cent 
making the price to the consumer $1.80. 
Here is a second margin of profit—a 
margin of sixty cents. 

“With the canvasser, one margin of 
profit, of $1.50. Through the regular 
channels, two margins of profit 
totalling $0.80. 

“These two illustrations can be ex- 
tended to other lines of merchandise— 
and be multiplied in every field. . 

“The canvasser gets a higher price 
for the same quality of merchandise. 

“In the second place, the canvasser 
is a total stranger. He has no com 
munity standing. He has to work his 
way through the door—not an easy 
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thing to do. He has to meet and over- 
come distrust. 

“Third—He has no permanent win- 
dow display or location. He is here to- 
day—gone tomorrow. 

“Fourth—his prospect is likely to be 
busy and can ill spare the time he 
takes. She may have a meal on the 
stove—children needing attention—a 
score of things to be done. 

“While his goods may be offered with 
a guarantee—getting satisfaction for 
defective goods delivered through him 
is far less simple than just sending or 
taking an article back to the retail 
store. The canvasser has no neighbor- 
hood permanent location. 

“The purchase requires the outlay 
of cash to a perfect stranger. There 
is distrust—and the cash may not be 
in the house. 

“And yet—the canvasser sells— in 
spite of these and other serious ob- 
stacles—because he is a good sales- 
man. Because he is a trained salesman 
—and because he actually sells instead 
of merely permitting a prospect to buy. 

“Qn the other hand—here is your 
retailer with a number of distinct as- 
sets: . 

He has a permanent location. People 
can know where he is. 

He has show windows to attract and 
interest the passerby. 

He has a more or less wide selection 
to offer. 

He is a member of the community, 
with friends and acquaintances. 

He may belong to several lodges—a 
church—a bowling team. 

He has, or can have, familiarily 
with the customs, habits and needs of 
his community. 

He can give credit. 

He has to offer the personal con- 
veniences of a store—telephone, mak- 
ing change, etc. 

He can offer comparable goods at 
lower prices. This, I know from per- 
sonal investigation. 

And there are other advantages. 

“And yet—the canvasser, thousands 
of him, finds it worth while to devote 
himself assiduously to a course of 
study, to learn to sell—he_ studies 
human nature in his prospects—he 
knows his merchandise—and with the 
balance of merchandising odds against 
him—he takes away from the retailers 
more than a hundred millions of bus- 
siness a year. An increase of from 
$27,000,000 in 1920 to over $100,000,000 
in 1924. Probably $125,000,000 is a fair 
estimate for 1925. 

“This is bad enough. The more 
serious aspect of the problem is that 
the house-to-house canvasser is on the 
increase. Additional lines of business 
are interesting him—and he is literally 
-reating in the public consciousness a 
disposition to buy his wares and buy 
them from him! 

“Now I tell you frankly, that were 
I looking merely for temporary ex- 
pedients and not at the ultimate pic- 
ture, I would be willing to consider 
recommending to my chief the policy 
of selling direct to the consumer—if 
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I believed we could sell more goods 
that way! 

“Let’s get down to the real question 
—what must be done to get the con- 
sumer to prefer to buy from the re- 
tailer? Answer that and we have the 
solution. 

“Get dealers to see their great un- 
utilized possibilities. Help them to 
understand that they must offer better 
displays of salable /merchandise— 
their stocks must be kept fresh—they 
must even better understand the goods 
they are selling—they may well train 
themselves and their clerks to better 
salesmanship—that they could adver- 
tise with profit—sell service rather 
than mere merchandise. 

“One could enlarge on these almost 
ad infinitum. One could point out the 
difference between the carelessly at- 
tired and slouchy clerk who merely 
asks what the customer wants, and the 
neat, courteous and friendly clerk who 
believes in his heart of hearts that a 
certain meat chopper is the very finest 
made and that the well-being of his 
customer depends upon owning that 
meat chopper. The latter is not merely 
handing over a collection of metal 
parts, called a meat chopper, just be- 
cause they are asked for, but he is 
selling, persuading his customer to ac- 
cept the idea that fresh meat chopped 
in this grinder, kept clean in her own 
home is conducive to health. He sees 
her performing many a time saving 
process in her own home with that 
chopper. And he sells! 

“We might, as I said, go deeply into 
details along these lines—but suppose 
I be more specific as regards you 
wholesalers. 

“IT would first of all recognize the 
basic fact that my progress depended 
upon the progress of my retail dealers. 
As they prosper, sell more goods, so 
you can prosper by selling more goods. 

“TI would make it my first interest to 
protect the interests of the retailer. 
I would help him in all possible ways 
to become a merchant, rather than re- 
main, as he frequently is, a_ shop- 
keeper, or the keeper of a bazaar. 

“How would I do this? 

“As soon as I got back home from 
this convention, I would take the time 
and effort to learn just what lines of 
merchandise, particularly those _ in 
which I was at all interested, are be- 
ing peddled profitably. 

“Having this information, I would 
demand of myself—Js there a com- 
parable line of goods, nationally ad- 
vertised, just as good as or better than 
the peddled line? 

“Why should I say nationally adver- 
tised? 

“Because the line, whatever it is, 
must be known to the public. We have 
got to meet some stiff competition from 
peddled lines that are extensively ad- 
vertised to the public as impliedly 
better and cheaper. So long as the 
public believes that, our job is tremend- 
ously difficult if not impossible. 

“Here you have an explanation of 
why people believe they can buy more 
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profitably from the canvasser than 
from the retailer. 

“It is up to you to convince the pub- 
lic that the inferences just made from 


“the advertisement are untrue. And you 


may believe me, the right kind of ad- 
vertising encouraged with dealer sup- 
port is necessary to accomplish that. 

“So our line should preferably be 
nationally advertised—and best of all 
—advertised, impliedly better, or as 
good, and cheaper—and as sold through 
dealers only. 

“The next thing is to get retailers to 
handle this line or these lines. 

“In the final analysis—the way to 
beat the peddler is to bring the public 
to know the truth—that comparable 
merchandise can be had at as good or 
better prices from the retailer. 

“If the retailer does not handle the 
merchandise, the advertising and the 
sales effort of yourself and the manu- 
facturer are largely wasted. 

“One of the most costly and erro- 
neous beliefs of American women today 
is the belief that they can buy more 
conveniently and advantageously from 
the agent at their own doors than they 
can in the retail stores. 

“But, suppose the retailer does take 
on the line you discover. Just the line 
selected means little or nothing unless 
the retailer exposes the goods for sale 
and makes known that he has _ them. 
Unless he does, they may gather in- 
teresting dust on his shelves, but they 
are not likely to be sold. 

“In the next place, the public must 
be asked to buy. 

“It so happens that I have spent a 
good many hours exposing myself to 
sale in retail stores and have escaped 
buying with next to no difficulty in 
nearly all of them. 

“On one occasion I went literally 
into over fifty stores—willing and 
ready to buy a brush which those re- 
tailers had previously stocked. 

“I did not ask for a brush. I asked 
for a paring knife or something else 
of small value, so that if a real sales- 
man got hold of me I would not spend 
too much. 

“This was the typical experience: 

“On hearing my request, the clerk 
would say, ‘Yes sir, here they are. This 
one is ten cents, this one fifteen, this 
one twenty-five. Thank you!’ And then 
let me walk out of the store. 

“There are a lot of things I don’t 
know, but I do know better than to 
try such a stunt in clothing or men’s 
furnishings stores. 

“With no idea whatever of making 
an experiment, but just because I have 
needed it, I have walked into a store 
to buy a clean collar—and walked out 
a little later with ten dollars’ worth of 
shirts, sox and neckties. He delivered 
the collar and then sold me the rest of 
the stuff. 

“Just because I was asked to buy. 

“Not that I was forced to buy some- 
thing I did not want. But because I 
really could use the articles and was 
not conscious of my need until the clerk 
brought the articles to my attention 
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and my needs to the surface of my 
consciousness. 

“The average person who walks into 
a store is a veritable bundle of needs 
—and it requires only the active and 
fairly intelligent effort of a salesman 
to make those needs so evident and im- 
portant that the customer buys articles 
he had no thought of buying when he 
entered the store, but actually has use 
for—and is later glad that be bought 
them. 

“This can be done even with goods 
that are not nationally known—of 
which the public is not aware. It is 
possible for the dealer to take an 
utterly new article—designed for a 
use that is new to the public—and get 
it on the market. It has been done and 
is being done. 

“Think of that and then realize that 
when you fight the canvasser in his 
own line of business—you are actually 
privileged to share in a market which 
he has himself helped materially to 
create—and in some instances has 
actually created. 

“A public is being fooled right be- 
fore our eyes—within reach of our 
hands—within sight of our goods— 
people are buying millions of dollars 
worth of merchandise and paying high 
prices for it at the hands of the house- 
to-house canvasser—while we sit back, 
all too many of us, and permit the com- 
petitor who uses peddlers as his means 
of distribution, to cultivate and exploit 
the huge domestic market. 

“T think sometimes of this splendid 
peddler—how he goes through his care- 
fully prepared story—uses all the arts 
of fine salesmanship—sells the woman 
—only to learn that she has not the 
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money. I think of him, weary and 
footsore, trudging his miles every day, 
in all kinds of weather, having doors 
closed in his face—making perhaps 
twenty calls to every sale—I think of 
him working under the most difficult 
conditions—succeeding through sheer 
grit, persistence and good salesman- 
ship. 

“And then I think of the retailer 
with his store, known to the neighbor- 
hood, convenient, able to extend credit 
—to offer service and convenience be- 
yond the power of the canvasser. I 
think of him with his better goods at 
equal prices or comparable goods at 
lower prices—waiting, just waiting for 
people to come in and buy—willing, 
just willing to deliver what they ask 
for—a shop keeper rather than a true 
merchant. 

“And I tell you frankly, gentlemen, 
my hat is off to the peddler. 

“The retailer must become a real 
merchant—he must simply do a better 
job than the canvasser—and acquaint 
the public with the fact that he does 
give more for what the public pays. 
Nothing short of that will remove or 
even materially mitigate the menace 
of the peddler. 

“We must stand together. While a 
few manufacturers have the daring to 
suggest through their advertising that 
it pays to buy from the peddler, there 
are others who stand firmly back of you 
and the retailer—who tell the public in 
no uncertain tones that the best place 
to buy reliable and full value merchan- 
dise is the retail store. 

“Whether it be brushes, silk hose, 
cigars, shirts, sewing machines or what 
not, we can well afford to back up those 
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manufacturers and wholesalers who 
sell exclusively and professedly through 
the retailer. 

“The canvasser is aware of this. He 
sees his real danger in what he calls 
‘propaganda to make people believe 
that goods sold through retail stores 
cost less for comparable value than 
those sold through the canvasser.’ And 
he is fighting that propaganda. 

“Well, let him fight. Let him know 
that it is our objective—and that we 
propose to convince the public of the 
wisdom of buying in retail stores, by 
plain, honest and superior merchandis- 
ing. There is no need for secrecy—no 
need to hide our hand. That which is 
sound and best will win out—for in 
business as in life, over the long run 
he prospers most who serves best and 
takes his service to those who need it. 

“We must have the goods, and we 
must ask them to buy. 

“We can crucify the canvasser on 
the double armed cross of better retail 
merchandising and manufacturer ad- 
vertising. The upright of that cross is 
the. wholesaler who cooperates with 
both the manufacturer and the retailer. 

“Finally,.those who are part of an 
industry should support it. It is theirs 
—and in your case you owe it to your- 
selves to cooperate with manufacturers 
and retailers to protect your system of 
distribution, your individual business 
interests against the encroaching 
direct-to-consumer seller. 

“This done, our nervous, irritable 
concern over the issue can give way to 
a self-contained, quiet conviction and 
peace of mind. We solve the problem 
in the only way in which it really can 
be solved.” 








One, only did what he was told, 

It seemed he never would take hold, 
Performing little tasks his own, 
Until his duty he was shown. 

And his employer oft must call 

To see, if he really worked at all. 
Now old and bent, sad is his plight, 
He’s just a watchman in the night. 


Another always cut his work, 

And never lost the chance to shirk. 
And very often he would feign, 
That he was stricken with a pain. 
And for gossip he was strong— 
Drifting came the years along— 
Now he sweeps the streets each day, 
And he is old and bent and gray. 


Mis-Spent Youth 


By James McChesney Prickett 


(A Hardware Salesman) 


And one in youth told little lies, 

And often in a friendly guise, © 
Would make the little debts, and he, 
Would borrow right and left you see, 
But always would forget to pay, 

And dodge if saw you come his way, 
Now asks for alms from door to door, 
Or gets a meal for little chore. 


And there was one thought not of dimes, 


Much less the pennies, for the times 
Were very good—he’d always spend, 
Right and left, and he would lend, 

To any tout with tale of woe— 
Drifting came the years and so 

On streets, with tin cup begs each day, 
He, too, is palsied, old and gray. 
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Giving ‘Them What They Want 


By Saunders Norvell 


LL the statisticians are proving by statistics 
A how prosperous the country is. I do not 
have to read these statistics. I have a sure 
method of knowing when we move into a period 
of prosperity. All I have to do is pick up my 
telephone and ask my theater ticket broker for 
tickets for a popular show. If I get the tickets, 
we are in a period of depression. If I can’t get 
the tickets, the country is enjoying prosperity. 
This week, right after the hardware convention 
in Atlantic City, I asked for seats for five of the 
most popular shows in New York. Not a seat was 
to be had—all sold out to the hardware men! 
We are certainly prosperous when we cannot get 
theater tickets at $5.50 per. 
* cS * 





Then, at dinner, one of our charming guests 
called for a fruit cocktail. Of course I have passed 
the stage where I take the time and trouble to 
attempt to add up the figures on the bill for a 
hotel dinner. Why worry about such small de- 
tails? However, I did notice on my check that 
this fruit cocktail cost $1.20. Oysters were 50 
cents and they were not even tagged with a metal 
tag—not even special brand oysters. A lemon 
ice, | happened to note, was 50 cents—not high 
for a lemon. One hardware man told me that 
while he was registered at The Waldorf, he ate 
all of his meals at Schrafft’s, and another one con- 
fided to me that he was very fond of the dairy 
products at Child’s! 

* * # 

As a merchant, I am filled with admiration for 
our New York hotels. They certainly know how 
to ask and get the price. The hotels have a strong 
association. It is not only a debating society. 
They believe in direct action and they get it. Last 
Summer, during the hot weather, some Western 
friends telegraphed me to get a‘parlor, bedroom 
and bath at one of our leading hotels. Not will- 
ing to take a chance, I attended to this little com- 
mission in person. The Summer rate was only 
$25 per day. I thought I would like to see what 
this suite looked like. I must admit it was very 
nice. It looked cozy. 

5 ok 2k 

Going back to the elevator, I happened to see 
a gray-haired lady in charge of the desk on the 
floor whom I have known for many years. She 
also remembered me. Our meeting was senti- 
mental and touching. While I waited for the 
elevator, I inquired if the hotel was crowded. “Oh, 
yes”—she answered—‘“the part of the hotel that 
is open is crowded.” “What do you mean?” I 
inquired——“‘by ‘the part that is open?’” “Why” 
—said she—‘‘don’t you know that when business 





is dull, the hotels close entire floors? They lock 
the doors and remove all the help. These floors 





cease to exist. They are only storerooms for fur- 
niture. To illustrate: If we happen to have 12 
floors of bedrooms, possibly we will shut off six. 
Therefore we cut the capacity of the hotel 50 per 
cent. All the cost of running these floors is im- 
mediately cut down.” 
* 2K ok 
“When you arrive’—said she—‘“the trained, 
polite hotel clerk will say: ‘Have you reserved 
a room by wire, sir?’ When you say ‘No,’ he will 
ask: ‘But you wrote us a letter?’ When you 
admit that you have not even written a letter, he 
will say: ‘Well, very sorry, sir. Just register 
and I think we can fix you up some time this after- 
noon. In the meantime, check all your hand grips. 
You can wash in the lavatory.’ ” 
* *K 2k 


“You see, the question is whether enough guests 
will arrive that day to justify the hotel in open- 
ing one of the closed floors. It of course will not 
pay to open this floor for a dozen people or so. 
It will be cheaper to let them go to some other 
hotel. If, however, during the morning enough 
people are put on the waiting list to justify open- 
ing a floor, the word is passed up, the floor is 
opened and they all get rooms.” 

* * * 

“Well, well,” said I. “This certainly is a won- 
derful svstem.” “Oh, yes,” she answered. “It 
would hardly pay a first-class hotel to have trav- 
elers arrive and then find they could secure rooms 
immediately. That would be a reflection upon the 
popularity of the hotel. You see, Americans only 
wish to go to places where it is hard to get in— 
a hotel, for instance, where it is hard to get rooms; 
a show where it is hard to get tickets, etc. If 
anything is easy to get, it must be second-rate.” 
Just then the red light flashed, my elevator came, 
I made my best bow to the gray-haired lady and 
descended to the office to close the contract for 
the $25 suite. 

*K 2 se 

Then, have you noticed that notwithstanding 
the increase in Pullman rates, you can seldom get 
lower berths? Here we have the same system. 
The Pullman Company will not hook another Pull- 
man car on to the train until all the berths, upper 
and lower, are taken in the cars that are already 
hooked on. Even they tell you if you will wire in 
advance or write a letter, you may get a lower. 
Glorious system! This makes you feel, when you 
see the earnings of the Pullman Company rolling 
up into millions of dollars, that it is perfectly all 
right. If you wish to see something nice and 
juicy, write the Pullman Company and ask for 
their last financial statement. Still, Mr. Hoover 
writes us that the cost of distribution must come 
down. Hooray for Hoover! The war was a great 
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thing for the Pullman Company and the war is 
still on! 
* * * 

I live out on the New York, New Haven & Hart- 
ford. I commute. My town has a private club 
car. It used to cost us $100 per annum and the 
regular fare to travel in this car. They first 
raised us $50 per annum, making it $150 each for 
the club car privileges, and now they have raised 
us 40 per cent on the fares. Hooray for Hoover! 

*” K “kK 

Did you ever see them load one of these subur- 
ban trains? They pack a lot of cars into the 
Grand Central Station. Then they turn on the 
lights in the front three or four cars. All the 
other cars are in darkness and the doors are 
locked. When the passengers fill these lighted 
cars and are sitting on the arms of the seats, they 
turn on the lights and open another car. When 
this is filled to overflowing, they open another car. 
Finally, they unhook the cars they do not need 
and the train pulls out loaded to the guards. Why 
carry the weight of several extra cars? This is 
railroad efficiency. This is why railroad earnings 
are going up. This is why railroad stocks have 
advanced. Crowded cars are one of the best 
signs of prosperity—for the railroads! 

2K ok 2K 


Coming down from Larchmont, my private seat 
in our club car is next to that of one of the statis- 
ticians of one of the largest banks in the world. 
This gentleman always carries a brief case home 
with him at night. I suppose he uses statistics 
for a pillow. He asked me a lot of questions 
about mail order houses and chain stores. He 
opened his portfolio and he had a lot of figures 
on the sales and profits, the increased number of 
stores and the increased sales and profits of these 
institutions. He was under the impression that 
the chain stores were making their gains because 
they bought goods cheaper than the independent 
retailers and therefore could undersell them. 
“Tsn’t this true ?”—he inquired of me. I was tired 
of statistics. On the front page of my morning 
paper I saw a very interesting article about a 
chorus girl who is suing a millionaire for half a 
million dollars for breach of promise. I wished 
to read this article. I knew statistics were wait- 
ing for me in my own office. 

* * * 

“No,” I answered this gentleman. “The trouble 
with the independent retailers is not that they 
do not buy low enough, but in the fact that an 
independent retailer, as his name implies, has no 
boss. Hverybody needs a manager’’—I said. 
“When a man reaches a point in this world where 
he is entirely independent, look out! Now you 
see, these chain stores are checked up. They are 
given instructions and they are compelled to carry 
them out. Their inventories are checked. Their 
sales are checked. Their cash is checked. Every 
move they make is checked by the Auditing De- 
partment. Therefore the manager of a chain 
store, in order to earn his salary, must make a 
showing. On the other hand, the independent re- 
tailer is not checked up. He attends to business 
when he pleases. He takes his inventory as he 


pleases. He sells goods at any price he pleases. 
No, sir, in my opinion, the trouble with the inde- 
pendent retail dealers in the United States is that 
they are independent.” ‘Why, now’—said the 
statistician—‘‘you give me an entirely new idea. 
I think there is a good deal to it.” He took a blank 
pad of paper out of his portfolio and proceeded 
to make notes. So, when this bank issues its 
next monthly statement telling all about every- 
thing, look out for their remarks about the dan- 
gerous independence of the independent dealer! 
*K BS *K 


“Look here’’—I said, referring to the front 
page of the daily paper. “What this millionaire 
needed was a manager. He was too independent. 
Otherwise, he would never have to face this inter- 
esting suit. You see, one of the greatest hard- 
ware men of all time wrote this axiom: ‘Promises 


, FF 


are thin ice and dangerous. 
: ee 


All the joy I take in reading books has been 
squelched! I will never enjoy another book. I 
read in the literary supplement to a daily paper 
yesterday that the retail dealer in books makes a 
profit of 40 per cent. He makes 80 cents on a 
$2 book and $1.20 on a $3 book. That settles it. 
I am going to stop buying books! 

ok *K * 


There is a book store in my neighborhood. They 
carry a complete stock of Dickens, Sir Walter 
Scott, Thackeray, etc. However, if I should ask 
them for ‘MANY MARRIAGES,” the recent Sun- 
day School book written by Sherwood Anderson, 
they would be out of it. Anyhow, they never have 
books that I want to read—no modern books. 
Every time I call, they look all through the stock 
but they can never find the book I want. Then 
they wish to look up the book in the catalog 
and see if there is really such a book. I had this 
experience so often that finally I opened a charge 
account at Brentano’s. Now when I want any- 
thing I simply write to Brentano’s and in a day 
or two the book comes to my office or my home by 
mail—no time lost waiting. I wonder if this is 
not the reason why a good many articles are 
bought by farmers from the mail order houses. 
It is easy to send the order and the goods come 
right to the door of the farm house by parcel post. 
Isn’t this the reason why the retail merchant 
should carry a more complete stock than ever in- 
stead of running short on this theory of quick 
turnover? 

ok i BS 

What I cannot understand is why a retailer in 
a town does not work up a mail order business or 
a telephone business with the people in that town 
who are well rated in Dun’s and Bradstreet’s. | 
wonder if the hardware men in Larchmont have 
anything against me. I am afraid they have. I 
am afraid they read my articles in this paper. 
They certainly have never written me, asking for 
my business. If a hardware man in my own home 
town should send me a letter or telephone me ask- 
ing me to buy rubber hose or a lawn rake or a 
shovel, I would not only buy the goods, but I 
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| SHOVELS Sizes Sizes Recom- 
| Before to Be mended 
. | Simpli- Elimi- Simplified . 
Shovel List | Type fication nated Practice F 
Plain Back, D Handle, Square Point Shovels... 7 3 4 | 
Plain Back, Long Handle, Square Point Shovels 7 3 4 
Reduced AS % Plain Back, D Handle, Round Point Shovels.... 7 3 4 
Plain Back, Long Handle, Round Point Shovels. 7 3 4 
Plain Back, Telegraph Shovels ............... 1 0) 1 
—_——_— Plain Back, Sewer Shovel ................... 1 0 1 
Plain Back, Railroad Tamping Shovels ........ 6 2 4 
Simplified List, Adopted Oct. 19 Plain Back, Mining Shovel .................. 3 0 3 
; Plain Back, Moulders’ Shovels ............... 7 4 3 
in Atlantic City, Published in Piain Back, Lime Shovels ...........-ssse000- 6 5 1 
— Plain Back, Irrigating Shovels ............... 6 5 1 
Full, Eliminates 4000 Possible Back Strap, D Handle, Round Point Shovels.... 7 8 4 
; Back Strap, Long Handle, Round Point Shovels. 7 3 4 
Combinations Back Strap, D and Long Handle, Square Point 
DEE, -Acwhes saumeemetionwivakieé akuns%< 7 3 4 
Riveted or Back Strap, D Handle, Square Point 
SEE. sas devceweusansecesd eenaveseees 4s 5 1 4 mS 
ae amunclaiets of more than — _— D and Long Handle, Square Point a 
; oe ee EE ee ere 7 3 4 2 
4000 sizes, finishes and varieties Hollow Back, D and Long Handle, Coal Shovels 7 4 3 _ 
of shovels as adopted Oct. 19 at Hollow Back, D Handle, Round Point Shovels. . 7 3 4 
a session of the joint hardware conven- Hollow Back, Long Handle, Round Point Shovels 7 3 4 
sc. Gen, Mhllenitiin Ctee en euneeind: Hollow Back, Ore Shovels .............-eeeee- 6 2 4 
tion in antic Vity was reporede m Square Point, D Handle, Concrete Shovels...... 2 0 2 
last week’s issue of HARDWARE AGE. a aims aa 
+ b ' ee ee ee ee 20 53 67 
ee AO: Se 7 oe onge = Shovels recommended to be eliminated, 44 per cent. 
these two pages an analysis of the elim- 
ination and a complete revised shovel SPADES 
list Sizes Sizes Recom- 
Kia Before to Be mended 
The analysis gives you a general pic- Simpli- Elimi- Simplified 
ture of the simplification, and on the Type fication nated Practice 
ite All find specific dat Plain Back, D and Long Handle Spades....... 3 2 1 
a ee ee ween Se ee Plain Back, D Handle, Post Spades ........... 5 1 4 
indicating the shovels, spades and Plain Back, D Handle, Ditching Spades ...... 6 2 4 
ich will he considered Plain Back, D Handle, Drain Spades ........... 6 2 4 
a — = ~ch oieaiaaaaiamaamaaiaaatinas Plain Back, D and Long Handle, Dimond Point, 
standard in the industry. DE énkun' 64 iid ph bens ee tC ee hands Kbwesews 2 1 1 
Th ducti ill be ffective PIMIn BAckK, NULSOTY SPOS . occ scccvsccccccess 2 1 1 
pig ocguanee i ene pagina D and Long Handle, Riveted Spades........... 2 1 1 
May 1, 1926, and in the interim manu- EE os ioe cenduebcexasvades 1 0 1 
facturers and dealers plan to clear ex- ae oni 
: ots = i ee 7 10 17 
ne ore ae I OS Spades recommended to be eliminated, 37 per cent. 
the meeting. 
J. V. Smith, Hubbard & Co. of Pitts- SCOOPS Sizes Sizes Recom- 
Before to Be mended 
burgh; A. C. Howell, Ames Shovel & Simpli- Elimi- Simplified 
Tool Co. of Boston, and W. W. Wood, Type fication nated Practice 
3d, Wood Shovel & ToolCo. of Piqua, a Strap, or Riveted Back Scoops, (Eastern ‘i ™ , 
Ohio, representing manufacturers; Back ‘Strap or Riveted Back Scoops, (Western 
Mark Lyons, McGowin-Lyons Hard- Pat.) vic iiieiewense ‘ or a edwin = pint eek dee _ : 7 
. 3 . Plain Back, Telegraph Spoon (Western Pat.). 1 
rene Co., Mobile, Ala., president of the Plain Back, Telegraph Spoon (Eastern Pat.). 1 0 1 
Southern Hardware Jobbers Associa- Hollow Back, D and Long Handle, Scoops (East- 
tion, and Rudolph Tenk, of Tenk Hard- Se EE: Was 60onn ness ececuns tenes ye eceeees 11 5* 6 
ware Co., Quincy, IIl., for the wholesale gy me - a | ; ‘ 
group; H. R. Beatty of Clinton, IIL, Hollow Back, Low Lift, Charging Scoops East- | 
and H. P. Sheets of Indianapolis, vice- ern Pat.) ............- eee e cece sce reseces 7 1 6 : 
, ;, Hollow Back, Diamond Point or Breaking Down 
president and secretary, respectively, of Scoops (Eastern Pattern) ..........c..2000. 11 5 6 | 
the National Retail Hardware Associa- Hollow Back, Diamond Point or Breaking Down - ‘ 
ion: H. D. Be he Ameri Scoops (Western Pattern) ............... eve «6 | 
Gen; 5. 5. Denter of . pihorane meaeey Hollow Back, D Handle, Round Point, Coaling , 
Telegraph & Telephone Co., New York, or Breaking Down Scoops ..........++-++ee0- 7 1 6 : 
and W. L. Robinson of Baltimore, rep- Hollow Back, D and Long Handle, Furnace . 
resenting the Baltimore & Ohio Rail- Scoops rrr: , tT TET YT CTT LEE Lat 4 2 t 
Ra FO BOGGS ciccccvevvcvevvcvecovsevesens 1 0 1 e 
road, and the International Railway ‘ain a sae , 
Fuel Association, for the consumer ' BEE. ccuesadacdeevedees eee nescence eeeees ; 76 33 43 : 
groups, comprise a standing committee Scoops recommended to be eliminated, 43 per cent. 
which will act as a board of review to TOTAL ELIMINATIONS 
. _ i . Kwetesedets Ob ewe vl Cee betes neeeeees 120 53 67 
prepare possible revisions for the meet- SSC CCT OCT CT LL 27 10 17 
ing which will be held during the 1926 ak le te weal il 76 33 43 
enndpgnngiiea eal SE dé cwenca dake bees ediCensnnnede tenes 96 127 
tober 1, 1926. Shovels, spades and scoops recommended to be eliminated 43 per cent. | 
*Jack Pattern. : 
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Plain Back, D Handle, Square Point Shovels.—Eliminated 
Fs Ree ren ee a ee 

No. 2 No. 3 No. 4 No. 6 

10x12% 10% x 12% 11x13% 12x14% 








Plain Back, Long Handle, Square Point Shovels.—Elimi- 

nated, Nos. 5, 7 and 8 
No. 2 No. 3 No. 4 No. 6 

10x12% 10% x12% 11x13% 12x14% 


Plain Back, D we Round Point Shovels.—Eliminated, 
Nos. 5, 7 FR a ee ere arene eee 


No. 2 No. 3 No. 4 No. 6 
12x14% 











10x 12% 10% x12% 11x13% 
Plain Back, Long Handle, Round Point Shovels.—FElimi- 
eee eT eT eT eer ere T Tere ee 
No. 2 No. 3 No. 4 No. 6 
10x 12% 10% x12% 11x13% 12x14% 





Eliminated, Nos. 





Plain Back D and Long Handle Spades. 











PE Dew cekewechadasitavedwdeeccs No. 2,7% x12% 
Plain Back Post Spades, D Handle.—Eliminated, 22 in. 
14 In. 16 In. 18 In. 20 In. 
7%x14 7% x16 7%x18 7% x 20 
Plain Back Ditching Spades, D Handle.—Eliminated, 22 

A er bake veadhokdns 6b aeeadoeds cee eeegaweess 
14 In. 16 In. 18 In. 20 In. 
7%x14 7%x16 714%x18 7% x 20 





Plain ne Drain Spades, D Handle.—Eliminated, 22 in. 


tine eek hee eel wk hes ou eee as 
14 In. 16 In. 18 In. 20 In. 
74%x14 74%x16 7%x18 7T% x 20 


Plain Back Spade, Ly and Long Handle, Diamond Point.— 
DE 2 Mcknced60sseeneeawe as No. 2, 75% x 12 2% 


Plain Back Tele. Spoon, Western Pattern............... 
Reg. 10x 12% Smaller if desired. 


Plain Back Tele. Spoon, Eastern Pattern. ..Reg. 10 x 12 % 
, 2 2. ee Reg. 10 x 12% 


Plain Back Sewer Shovel...........sseececceeeueeceees 
Reg. 10x 12% Smaller if desired. 


Plain Back Railroad Tamping Shovels.—Eliminated, Nos. 























Bg eT Teer TTT C EET CTE TT eT Tee 
No. 2 No. 3 No. 4 No. 6 
10x12% 10% x12% 11x13% 11%x14% 
Pe Se EE NERS oo. c ow én ees d:cawveneenenee nes 
No. 2 No. 3 No. 4 


10x 12% 10% x12% 11x13% 


Plain Back Nursery Spade. 
No. 2,7% x 12% 





Eliminated, No. 3......... 





Riveted or Back Strap Shovels, D Handle, Square Point.— 
i I Sa a Sd we oa a ne 
No. 2 No. 3 No. 4 No. 6 

10x12% 104%x12% 11x13% 12x14% 





Back Strap or Riveted Back (Eastern Pattern) Scoops.— 
Made in same sizes as Hollow Back Eastern Scoops. 





D and Long Handle Riveted Spades.—Eliminated, No. 3 
No. 2,7% x12% 





Hollow Back, D and Long Handle, Square Point Shovels.— 
, SO i FS OE Io hoe oc ode we ncenesnadenns 
No. 2 No. 3 No. 4 No. 6 


10 x 20% 10% x 20% 11x21% 12x 22% 





Hollow Back, D and Long Handle, Coal Shovels.—Elimi- 
nated, Nos. 00, 0, 4 and 5 
No. 1 No. 2 No. 3 
13% x 22% 14 x 23 14% x 23% 
(Not Larger Than Overall of Blank) 








Hollow Bac k, D Handle, Round Point Shovels.—Elimi- 
Ce SE ln ce eckceecestiaer ehdsebeneees es 
No. 2 No. 3 No. 4 No. 6 

10 x 20% 10% x 20% 11x 21% 12 x 22% 








Hollow Back, Long Handle, Round Point Shovels.—Elimi- 
ne a SM a a, na 66 6a ha RO RHO Aha eeweEKEs 


No. 2 No. 3 No. 4 No. 6 
10 x 20% 10% x 20% 11x 21% 12 x 22% 





Hollow Back Scoops, D and Long Handle, Eastern Pat- 
tern (Blanks Ready to Form).—Eliminated, Nos. 8, 9, 


Bey Tey BS GE COR FIT oes cons ceccesecsrcssovee 
No. 2 No. 3 No. 4 No. 5 
12% x 23% 12% x 24 13 x 24% 13% x 25 
No. 6 No. 7 


13% x 25% 13% x 26 








— Back Moulders’ Shovels.—Eliminated, Nos. 5, 6, 7 
ee ee err re Terr er ere 


No. 2 No. 3 No. 4 
10x12% 10% x12% 11x13% 





Plain Back Lime Shovels.—Eliminated, Nos. 3, 4, 5, 6 and 
Ck wedndsen side eedknentanbiwatoees ceed No. 2,10 x 12% 





Plain Back Irrigating Shovels.—Eliminated, Nos. 3, 4, 5, 


OE Basi usc 00n0kbnant4aden saves otbeauesivenielts 
No. 2 (Blade shortened to take care of 








10x 12% step, when turned steps is required.) 
Back Strap, D Handle, Round Point Shovels.—FEliminated, 
ee Ter err ee ver Te Tre TT Tere 
No. 2 No. 3 No. 4 No. 6 
10x 12% 10% x 12%, 11x15% 12x 14% 
Back Strap, Long Handle, Round Point Shovels.—Elimi- 
Ss WW lbs 60 6 5-0 954 6 090 0480S 66 sewed teens 
No. 2 No. 3 No. 4 No. 6 
10x12% 10% x12% 11x13% 12x14% 





Back Strap, D and Long Handle, Square Point Shovels.— 
EO: De MT WON We coc cde neesaretenceeoess 


No. 2 No. 3 No. 4 No. 6 
10x 12% 10% x 12% 11x13% 12x14% 





Back Strap or Riveted Back (Western Pattern) Scoops.— 
Eliminated Entirely. 





Hollow Back Scoops, D and Long Handle, Western Pat- 
tern (Grain Scoops) .—Eliminated, Nos. 2, 3, 4, 5, 7, 9 
i Ss th oe be ee ante kebseeeeees 14040) weneeiennree 
No. 6 No. 8 No. 10 No. 12 

14% x 25 14% x 26 15% x 27 15% x 28 


Hollow Back, Low Lift, Charging Scoops (Eastern) .— 
EE er 





No. 2 No. 3 No. 4 No. 5 
12144 x 23% 12% x 24 13 x 24% 13% x 25 


No. 6 No. 7 
13% x 25% 13% x 26 
Hollow Back, Diamond Point or Breaking Down Scoops 

(Eastern Pattern).—Eliminated, Nos. 8, 9, 10,12 and 14. 

No. 2 No. 3 No. 4 No. 5 

12% x23% 12% x24, 13 x 24% 13% x 25 
0. 6 No. 7 
13% x 25% 13% x 26 














Hollow Back, Diamond Point or Breaking Down Scoops 
(Western Pattern).—Eliminated, Nos. 2, 3, 4, 5, 7, 9, 
SD Is 6 oé's-0's s 0b ewese ends seseneetess 








No. 6 No. 8 No. 16 No. 12 
14% x 25 14% x 26 15% x27 15% x 28 
Hollow Back, D Handle, Round Point, ——— or Break- 

ing Down Scoops pen EURNOG., ING. 9.0.2. ccccccvcsce: 

No. 3 No. 4 No. - No. 6 
12% x 24 13 x 24% 13% x 25 13% x 25% 

0. 7 No. 8 
138% x 26 14x 26% 
Hollow Back Ore igngs —FEliminated, Nos. 5 and 8..... 

No. 2 No. : No. 4 No. 6 
10 x 20% 10% » 30% 11x 21% 12x22% 





Hollow Back Furnace Scoops, D and Long Handle.— 
Eliminated, Nos. 2 and 3 
No. 0 No. 1 











11% x22% 11% x 23% 
Square Point Concrete Shovel, D Handle............... 
No. 2 No. 4 
10x12% 11x138% 
Perforated Spades ....cccccccvccccccess No. 2,7% x 12% 
BR FO BI i 6c ce we ceseeceveresenceas Reg. 12” x 31” 








ee ee 
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CURRENT NEWS 








Perfection Stove Co. New Name of 


Cleveland Metal Products Co. 


HE corporate name of The Cleveland Metal Products Com- 
pany, manufacturers of Perfection Oil Cook Stoves, Heaters, 


and 


other kerosene-burning household 


devices, has been 


changed to Perfection Stove Company, according to an announce- 
~ment made public last week. The change became effective Wednes- 


day, Oct. 28. 


The change is made for the purpose 
of connecting the company’s name more 
closely in the public mind with the trade 
name “Perfection,” under which the 
products of the company (oil cook 
stoves, heaters, water heaters, etc.) 
are marketed. There is no change in 


Complaint Is Dismissed 
Against Screen Companies 


Acting upon the recommendation ol 
its Board of Review, the Federal Trade 
Commission has dismissed its com- 
plaint against the Owosso Mfg. Co., of 
Owosso, Mich.; the Wabash Screen 
Door Co., of Minneapolis; Philadelphia 
Screen Mfg. Co., of Philadelphia; Sher- 
wood Metal Working Co., Syracuse, N. 
Y.; Porter Screen Co., of Burlington, 


Vt., and the Continental Screen Co., of 


Detroit. The first five concerns are 
engaged in manufacturing screen 
doors, window screens and_= similar 


products, while the Continental com- 
pany acts as their sales agent. In the 
complaints the respondents were 
charged with entering into an agree- 
ment to consolidate and unite their re- 
spective selling agencies, which, the 
complaint alleged, placed an unreason- 
able restriction upon competition in the 
sale of the products which they manu- 
facture. Commissioners Nugent and 
Thomson dissented. 


Wm. C. Hallisy Dead: 
Veteran Cordage Man 


William C. Hallisy, secretary and 
production manager of The Hooven & 
Allison Company, Xenia, Ohio, died at 
his home in that city, Friday, Oct. 16, 
1925, at the age of fifty-nine years. 
Mr. Hallisy contracted pneumonia, 
from which his death came within a 
very few days. 

Mr. Hallisy was born in Ireland, but 
at the age of four years removed with 
his parents to Boston, Mass. There he 
grew up to manhood, receiving a com- 
school education, after which he 


mon 
entered the employ of The Pearson 
Cordage Company, and subsequently 


was employed at the Brooklyn Navy | 
| founders, is the sole owner and presi- 
The golden anniversary of the | 


firm will be celebrated with an appro- | 
| director of two Cleveland banks. 


Yard. 


In 1899 Hallisvy became 


Mr. 


Allison Company at Xenia, Ohio. His 


con- | 
nected with the mil!s of The Hooven & | 


| employment 
_humble capacity, but his native ability 





the organization or policies of the com- 
pany. Factories of the Perfection Stove 
Co. are in Cleveland, Ohio, and Sarnia, 
Ontario. Branch offices are in Chicago, 
St. Paul, Kansas City, Dallas and Oak- 
land. Warehouses are located in the 
larger cities. 


at first was in a very 
was soon recognized and within a few 
months he entered the offices of the 
company, where he continued until the 


day of his death. 


Multiplex Pump Patent 
Received by P. A. Myers 


P. A. Myers, president and general 
manager of the F. E. Myers and Bro. 
Co., Ashland, Ohio, has been granted 
letters patent on a _ new self-oiling 
power pump of the multiplex type. 
This pump, Mr. Myers states, was de- 
signed by him for spraying service 
where a uniformly high pressure must 
be maintained to secure utmost effi- 
ciency in the application of the spray 
mixtures. It has many refingments 
and special improvements heretofore 
lacking on power spray pumps, is to be 
produced in several sizes and will be 
used exclusively on the Myers line of 
Power Spray Rigs which are now used 
wherever fruit is grown in sufficient 
quantities to require power spraying 
operations. 


ee ee 


Alabama Firm Celebrates Its 
Golden Anniversary 


McAnelly Hardware Co., Huntsville. 
Ala., is celebrating its fiftieth anni- 
versary this fall. The business was 
founded in 1875 by Samuel Kennerly 
James H. McAnelly and John C. Mce- 
Anelly. Mr. Kennerly left the busi- 
ness after success had been achieved 
and opened a hardware store in Gaines- 
ville, Tex. Both of the McAnelly 
brothers died in 1913, at which time 
the business was incorporated. Eugene 
R. Gill, a nephew of the two original 


dent. 


priate merchandising campaign. 





New Method of Pricing 
Adopted for Tacks 


At a meeting of the American Tack 
Manufacturers in New York, Oct. 20, 
the Schedule Committee recommended 
the adoption of a new net list covering 
tacks and nails. This list comprises 
net figures on all styles and sizes of 
tacks, finishes and packing weights in 
general use, and is subject to a dis- 


count. At the present three schedules 
are in effect. One issued in April, 
1925; one in June, 1924, and one in 


January, 1925. Each of these lists is 
subject to a base added to differentials, 
plus net extras for packing and 
finishing. It was shown that the 
present confused method of pricing 
tacks comprised 27 different dis- 
counts. Owing to recommendations 
made bv the distributors for uniform 
list used by the manufacturers, sub- 
ject to a discount, the Schedule Com- 
mittee made proposals for the adoption 
of this list, which was voted unani- 
mously by the manufacturers. This is 
to be effective with the manufacturers 
on Nov. 1, 1925, and should meet the 
much desired wants of the distributors 
for system of pricing that is more 
satisfactory than present confused 
methods. 


Heppner Joins Laboratory of 
R. E. Thompson Mfg. Co. 


Walter A. Heppner, formerly of the 
Western Electric Company, has joined 
the R. E. Thompson Manufacturing 
Company, radio manufacturers, to take 
charge of the laboratory force as chief 
assistant to Dr. L. F. Ful'er, vice-pres- 
ident and chief engineer. 

Mr. Heppner, who is well known as a 
radio engineer, has had widespread ex- 
perience in laboratory and field work 
with the Western Electric Company. 
At the request of the War Department 
in Washington he was granted leave of 
absence from the Western Electric to 
supervise important work with the U. 
S. Army Signal Corps at Camp Alfred 
Vail in New Jersey, a work which he 
recently completed prior to accept- 
ing the position with the R. E. Thomp- 
son Manufacturing Company. 
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Robinette Elected President 
National Paint Organization 


R. B. Robinette, secretary-treasurer 
of the Tropical Paint and Qil Company 
and secretary of the Haskell Paint 
Company, Cleveland, was elected presi- 
dent of the National Paint, Oil and 
Varnish Association at the concluding 
session of its convention in Cleveland, 
Oct. 24. Mr. Robinette is president of 
the Cleveland Rotary Club, a director 
of the Cleveland Chanter of the Na- 
tional Aeronautie Association and a 
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OF THE TRADE 








Chas. S. Smith Guest of Honor at 


Testimonial Dinner 


Landers, Frary & Clark, New Britain, Conn., was guest of 


(J) tanaers S. SMITH, chairman of the board of directors of 


honor at a testimonial dinner recently given in his honor at 
the Farmington Country Club, by the directors and executive offi- 


cers of the company. 


In the addresses delivered at the dinner a 


tribute was paid to Mr. Smith’s 25 years of leadership, during 
which time the company has enjoyed great progress. 


During the course of the dinner Mr. 
Smith was presented with a repeater 
watch and platinum chain. George M. 
Landers made the presentation speech 
and lauded Mr. Smith’s successful 
career as head of Landers, Frary & 
Clark. Mr. Smith responded with a 
brief resume of the cooperation he has 
always unstintingly received from his 
co-workers and of the good-will which 
he said has forever been so prominent 
a feature of the Landers’ personnel. 

Most of those present spoke briefly 
on this or that phase of the concern’s 
development during Mr. Smith’s 
regime, the various speakers being 
introduced by Arthur G. Kimball, presi- 
dent of the company. Mr. Kimball 
himself spoke in behalf of the execu- 
tive officers, pointing out the mighty 
value of Mr. Smith’s place in the com- 
pany’s affairs. 

Andrew J. Sloper dwelt on the early 
history of the plant, telling of its 
humbler beginnings and its continued 
rise to the present preeminent position 
it now occupies in the world of indus- 
try. Harris Whittemore of Waterbury 
represented the out of town directors 
and he added to the praise already 
heaped on Mr. Smith. Others who 








spoke briefly were Edward N. Stanley, 
John P. Elton of Waterbury, Lucius 
B. Barbour of Hartford and Charles 
T. Treadway of Bristol. Present also 
were Edward F. Hall, Frederick A. 
Searle, Joseph F. Lamb, Frank J. 
Wachter, Pardon C. Rickey and Will 
H. Rattenbury. 

Charles S. Smith first went to work 
in the stock department of Landers, 
Frary & Clark Co., in 1882, the pres- 
ent being his forty-third year of affili- 
ation with the company. From the 
stock department he was promoted 
after a short service and soon after 
went on the road. Later he performed 
joint duties, spending months on the 
road and months back in the office. 

In 1887 he was appointed to his first 
important office, that of assistant 
secretary, and in 1895 was named 
treasurer. Here his qualities of leader- 
ship were so pronounced that in 1900, 
following the death of C. S. Landers 
on Oct. 4, he assumed the duties of 
president, to which office he was 
formally elected on Oct. 15. He held 
this post until March 1, 1918, when he 
was elected chairman of the board of 
directors, his present position. 





Manhattan and Bronx Bowling Club 
Reorganized—New Officers 


ware and Supply Dealers Associa- 

tion of the Manhattan and Bronx 
Boroughs, Inc., was reorganized at the 
regular monthly meeting of that organ- 
ization on Oct. 20, held in New York 
Turn Hall. President William E. Pat- 
erson presided. Secretary C. H. Tilson 
read the regular minutes and communi- 
cations. 

Charles Bruhns, president of the 
Metropolitan Hardware Association, 
was elected president of the associa- 
tion’s bowling club. William E. Paterson 
was made secretary of this unit. It is 


kK Bowling Club of the Hard- 





planned to get a team under way 
shortly, at which time challenges to 
other hardware bowling clubs will be 
issued. 





James Wallen Contributes 
to “Masters of Advertising” 


James Wallen, advertising counsel 
for McDougall-Butler Co., Inc., makers 
of varnishes, enamels and _ paints, 
Buffalo, N. Y., has written a chapter 
on emotion and style in advertising for 
the book “Masters of Advertising 
Copy,” to which twenty-five masters 
of copy writing contributed. 








Discusses 


A. <A. Gardner 
Cooperative Spirit of 
Disston Workers 


In an address recently delivered be- 
fore the Seattle Rotary Club, A. A. 
Gardner, Pacific Coast manager for 
Henry Disston & ‘Sons, Inc., of Phila- 
delphia, described the spirit of coopera- 
tion prevailing among the 3600 mem- 
bers of the Disston factory. 

In speaking of the Disston plant, 
whose 68 factory buildings devoted to 
the manufacture of saws, machine 
knives, saw tools and files cover a 65- 
acre tract, Mr. Gardner emphasized 
the fact that more than 1200 of its 
skilled workers had served with the 
company from ten to fifty years or 
even longer in some Cases. 

“The business had a very humble be- 
ginning,” said Mr. Gardner. “Henry 
Disston started as an apprentice to the 
only sawmaker of the time in the 
United States; his employer failed in 
1840, and Henry Disston, taking some 
tools and steel in lieu of wages, started 
a saw works of his own in a Philadel- 
phia cellar. He was the whole works 
and also the whole selling force; he 
had no capital and no credit.... In 
the beginning he trained all his work- 
men and the force became a sort of 
family, and a family it has always re- 
mained. 

“Henry Disston had five sons, all of 
whom worked in the factory with him. 
Almost every Disston who comes into 
an executive place first serves from 
five to ten years in the shops, so that 
when he goes into the office he is not 
only a practical saw-maker, but he also 
knows the men as ‘Jack’ and ‘Bill,’ 
and the men know him in the same in- 
timate way. An identity of interest is 
established; there is no wondering 
what the new boss is like. 

‘“‘At the factory, there is no rule for 
choosing apprentices except that a boy 
whose father or grandfather worked 
in the place is certain to be given a 
trial, which results in our having hun- 
dreds of fathers and sons and scores 
of grandsons. There are many fami- 
lies with three generations in the plant. 
There is no welfare work; the men 
are too independent for that; they are 
given the means of doing their own 
welfare work.” 





Richards Now Sales Manager 
for Chas. J. Smith 


M. J. Richards has been appointed 
sales manager for Charles J. Smith & 
Co., 130 Worth Street, New York City, 
hardware jobbers. He has been in the 
hardware business for 17 years and 
was at one time associated with his 
father in a retail hardware store in 
Belleville, N. J. Mr. Richards’ most 
recent connection was with the Phoenix 
Hardware Co., Newark, N. J. 
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Congress Hears Plea to Lift Tax 
On Arms and Ammunition 


Further Retention of Impost Declared a Gross Discrimination— 


Farmer 


Means Committee of the House of Representatives closed 

during the past week, features of the sessions being appeals 
from representatives of the National Retail Hardware Dealers’ As- 
sociation, the arms and ammunition industries of the United States, 
the American Legion, the National Rifle Association and the Trap- 
shooters and Field Hunters for the removal of the existing excise 
tax on firearms, shells and cartridges. 
of automobile manufacturers’ associations, taxicab owners and the 
American Automobile Association also appeared in support of a 
plea to reduce or eliminate the tax on pleasure cars as well as auto 


| EARINGS on the tax reduction bill before the Ways and 


trucks, tires and parts. 


The hearings before the committee with respect to the provisions 
of the projected tax reduction measure have been unusually impres- 
As reflecting the sentiment of the country the witnesses have 
made it clear to the committee that there is a wide-spread demand 
for the repeal of all war taxes levied on special industries. 


sive. 


Public Demands Repeal of Special 
Taxes 


Public sentiment appears to demand 
that whatever taxes may be assessed 
hereafter for the purpose of funding 
the war debt shall be levied almost ex- 
clusively in the form of income taxes 
and thus distributed as equitably as 
possible over the entire population and 
in proportion to the ability of the in- 
dividual to pay. Excise taxes and bur- 
dens on special industries, according to 
public opinion, can only be justified in 
time of war when the Government 
may have some justification for de- 
manding revenue from those indus- 
tries which in the language of the 
modern economist may be regarded as 
“inherently taxable.” 

The burden of presenting to the 
committee the case of the arms and 
ammunition industry in its appeal for 
the elimination of the excise tax on fire- 
arms, shells and cartridges fell to C. 
L. Reierson, president of the Rem- 
ington Arms Company, who made a 
thoroughly comprehensive ' statement 
which left little to be added by the 
other witnesses. In urging the repeal 
of this tax Mr. Reierson based his plea 
on the following considerations: 





1. This tax is no longer necessary and | 


in accordance with your program for | 


the elimination of unnecessary taxes, 
should be repealed; 

2. It is unjust, unfair and discrim- 
inatory in that it singles out one in- 


dustry to bear the burden of an ex- | 





| forces of the Government. 


| 


' 


| 





Is Chief Contributor to 
National Defence Involved 


By W. L. Crounse 


WASHINGTON, Nov. 2, 1925. 

















Representatives of a number 


treme tax, whereas the Revenue Acts 
of 1921 and of 1924 freed other similar 
industries from such taxes; 

3. The industry is severely handi- 
capped by a tax materially affecting 
its business and needs relief; 

4. Continued imposition of this tax 
may prove highly detrimental to the 





C. L. Reierson 


Government inasmuch as existing man- 
ufacturers of arms and ammunition 
in cases of national emergency supply 
by far the greater portion of the arms 
and ammunition used by the armed 


Tax Can Well Be Spared 


In amplifying the reasons urged in 
the support of the request for the re- 

















Tax — 


peal of this tax, Mr. Reierson said in 
part: 

“1. This tax is no longer necessary 
because of the statements emanating 
from the Treasury Department as to 
the Government’s requirements in the 
way of revenue. The 10 per cent excise 
tax imposed upon firearms, shells and 
cartridges produced a total revenue 
during the fiscal year ending June 30, 
1925, of only $3,664,124.89, an amount 
so small as to make it a negligible fac- 
tor hereafter. The greatest revenue 
produced by this tax was during the 
first complete fiscal year of its existence 
ending June 30, 1920, when it produced 
a total revenue of $4,329,827.97, since 
which time it has steadily decreased. 

“2. In support of our feeling that 
it is unjust, unfair and discriminatory 
to single out our industry to bear the 
burden of an extreme tax, is the fact 
that in the original Act imposing this 
tax, the Revenue Act of 1919, Title 
IX, Section 900, Paragraph (10) is 
worded to indicate that this tax was 
imposed purely as a war measure. The 
war ended nearly seven years ago. We 
telt that the Revenue Act of 1919 im- 
posed a greater burden than was just 
and equitable upon the arms and am- 
munition industry, in that while tax- 
ing arms and ammunition 10 per cent, 
such articles as automobiles, pianos, 
jewelry and precious stones, all prop- 
erly classed as ‘luxuries,’ were taxed 
only half as much, or 5 per cent. 


Compares Tax With Levy on Chewing 
Gum 


“To emphasize this feeling, the 
Revenue Act of 1921 reduced the tax 
on candy from 5 per cent to 3 per cent. 
The same Act reduced the tax on stat- 
uary, sculpture, paintings, art porce- 
lains and bronzes—surely, all objects 
coming under the head of ‘luxuries’— 
from 10 per cent to 5 per cent. The 
same Act entirely repealed the tax 
applying on pianos and on chewing 
gum. It may be mentioned that the 
financial papers of Oct. 18, 1925, pub- 
lished the financial results for the first 
nine months ending Sept. 30, 1925, of 
one chewing gum manufacturer, indi- 
cating a net profit during that period 
of over seven and one-half million 
dollars, clearly indicating that a 3 per 
cent excise tax on chewing gum would 
undoubtedly produce much_ greater 
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revenue than is produced from the 
present 10 per cent tax on arms and 
ammunition. 

“Shotguns and rifles for purely 
sporting purposes and the ammunition 
for them are essentially to be classed 
as ‘sporting goods.’ They are so classed 
commercially. The Revenue Act of 
1919 imposed a tax of 10 per cent upon 
‘sporting goods,’ defining this term to 
include manufacturers’ products to be 
used in games of tennis, baseball, foot- 
ball, golf, pool, billiards and (to use 
the words of the paragraph in the 
Act) ‘all similar articles commonly or 
commercially known as _ sporting 
goods.’ The Revenue Act of 1921 re- 
pealed that clause and as a result fire- 
arms and the ammunition for them re- 
main today the only sporting goods 
upon which such tax is still imposed. 


Distribution is By Small Dealers, 
Chiefly to Farmers 


“The statistics of the arms and am- 
munition industry indicate beyond 
doubt that the bulk of shotguns, rifles, 
shells and cartridges produced in this 
country are distributed by small deal- 
ers in small towns to the rural popula- 
tion, chiefly to the farmer. The 
reason is obvious. The farmer lives 
in the country where there is game to 
be shot. In remote sections it is the 
only sport available to him. 

“Moreover, his gun or rifle is his 
chief or only means of ridding his 
farm of pests such as foxes, wolves, 
wildcats, coyotes, skunks, hawks, owls, 
crows, predatory dogs and cats, all of 
which prey upon his poultry and live- 
stock. When a horse or cow is in- 
jured beyond hope of recovery, the 
farmer’s rifle mercifully and quickly 
ends the agony. Those of us who were 
reared on a farm can scarcely conceive 
of a gun or rifle being considered a 
luxury. To the farmer it is a neces- 
sity. Ask any farmer if it is possible 
to catch a crow or hawk by putting 
salt on its tail or to run down a fox 
or coyote. 


Only “Sporting Goods” Still Taxed 


“Much of his shooting is done upon 
his own property and his gun or rifle 
supplies his table from time to time 
with game, thereby serving the double 
purpose of providing him with his only 
possible sport and recreation and his 
family with fresh meat, in many in- 
stances the only food of that kind avail- 
able to him since he is not so situated as 
to be able to patronize the butcher. It 
is difficult to conceive of any valid 
reason why the farmer should be com- 
pelled to pay a tax of 10 per cent on 
a gun or the ammunition for it, while 
all other sporting goods are free from 
any tax whatever, particularly since 
the farmer is the particular object of 
the Government’s solicitude and whom 
the Government professes to be con- 
stantly trying to find means to assist. 

“In this case, as in all others of 
similar nature, the ultimate consumer 
pays the tax, and guns and ammuni- 
tion are distrbuted to and used by 
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the farmer to a much greater extent 
than any other class of sporting 
goods; yet, strangely enough, guns and 
ammunition are the only items in the 
entire sporting goods line which con- 
tinue to carry the burden of an in- 
heritance of war taxes. It is difficult 
to see just why a wealthy man may 
purchase an expensive piano or a com- 
plete golf outfit without payment of 
tax while millions of farmers and 
sportsmen of small towns are com- 
pelled to pay an exorbitant tax on 
arms and ammunition. 


Repeal of Tax Confidently Expected 


“We have not attempted to burden 
the committee with thousands of let- 
ters and petitions bearing thousands of 





Herbert P. Sheets 


signatures which have come to mem- 
bers of our industry from jobbers or 
wholesalers of arms and ammunition 
and from a much greater number of 
retailers dealing in these products and 
from thousands of consumers protest- 
ing against the continuation of this 
tax. There is a very strong public 
sentiment that the tax is unnecessary 
and unfair and discriminatory, as the 
large number of written and verbal 
protests of wholesalers, retailers and 
sportsmen clearly witness. All of them 
confidently expect that the new Rev- 
enue Act will eliminate what they feel 
to be an injustice. 

“3. Handicapping the arms’ and 
ammunition industry is the result of 
the present tax. In the nature of 
things, the arms and ammunition in- 
dustry cannot hope to increase in vol- 
ume. The restrictions placed upon 
shooting, and the opening of the coun- 
try where game has heretofore existed 
to agricultural purposes means grad- 
ual lessening of the supply of game and 
fewer localities where shooting can be 
had. There are not as many members 
of the arms and ammunition manufac- 
turing industry in the United States as 
there were ten years ago. The volume 
of business must continue to decrease. 
There is nothing else in sight. Euro- 
pean countries appreciate the value in 
times of emergency of manufacturers 
of arms and ammunition and encour- 
age and protect them. In the United 
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States the reverse is true. There is a 
large investment in arms and ammu- 
nition plants. These plants employ 
many thousands of skilled workers. 
The industry needs the relief to be 
given by the elimination of the present 
tax. 


National Defense Is Important Consid- 
eration 


“4. Continued imposition of this tax 
may be detrimental to the national de- 
fense of the government. We earnestly 
ask that you give your careful atten- 
tion to this feature. It is of exceeding 
importance to the Government that the 
existing plants, equipment and person- 
nel of the arms and ammunition manu- 
facturers be maintained. Note the fig- 
ures as to the production of arms and 
ammunition for our armed forces dur- 
ing the war period of 1917-1918 sup- 
plied by private manufacturers of such 
goods as compared to the pitifully 
small production accomplished by the 
Government’s own armories and arse- 
nals. Without the aid of the manufac- 
turers who now ask relief at your 
hands, no such thoroughly equipped ar-. 
mies as we sent to France would have 
been possible. 

“Arms and ammunition manufactur-. 
ers are already converting their plants 
to other uses. The plants which: so 
splendidly produced the requirements 
of our Government during the World 
War are now manufacturing electrical 
goods, cutlery, washing machines, fish- 
ing tackle, roller skates, carpenter’s 
tools and many other lines. This means 
that the equipment for the manufac- 
ture of arms and ammunition is being 
replaced with equipment for the fabri- 
cation of other lines of merchandise 
and that the personnel skilled in the 
manufacture of arms and ammunition 
is passing out of existence. Bear in 
mind that notwithstanding contracts 
and orders were placed by the Govern- 
ment in 1917 for arms and ammunition 
with a,considerable number of high 
grade manufacturers of other lines of 
goods, not one of them who had never 
had previous experience in making 
arms and ammunition succeeded in pro- 
ducing any of the goods so urgently 
needed by our overseas forces.” 


Prejudice Against Pistols and Revolvers 


In asking the elimination of the en- 
tire excise tax on firearms, shells and 
cartridges, Mr. Reierson said he appre- 
ciated that there was some sentiment 
antagonistic to the manufacture and 
sale of pistols and revolvers, and that 
the fact that a pistol or revolver was 
technically classed as a “firearm” stood 
as a barrier in the way of the repeal 
of the entire tax on this class of arti- 
cles. He reminded the committee, how- 
ever, that the specially equipped plants 
representing large investments with 
highly skilled and trained personnel 
now engaged in the manufacture of pis- 
tols and revolvers rendered valuable 
service to the government during the 
World War and have done so in other 
times of emergency. 
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Mr. Reierson expressed the belief that 
no amount of taxation bringing about 
a higher price to the purchaser of pis- 
tols and revolvers could possibly act as 
a serious deterrent to crime; indeed, he 
expressed the opinion that even the 
most radical legislation designed en- 
tirely to eliminate the 
and sale of pistols would fail to pre- 





manufacture | 


vent their use for criminal purposes. | 
He was firmly convinced that legisla- | 


tion making it difficult for law-abiding 
citizens to procure and possess pistols 
and revolvers for the protection of 
their homes would merely result in 
placing them to a still greater extent 
at the mercy of criminals who would 
have no difficulty in obtaining such 
arms. 


Quotes President Coolidge 


Attention was called by the witness 
to a recent statement by President 
Coolidge along similar lines. Mr. 
Reierson added that reformers who 
urged legislation against pistols and 
revolvers and who shiver with horror at 
the number of lives taken by such 
agencies never think of urging the dis- 
continuance of the manufacture of au- 
tomobiles which killed ten for every 
one killed with a pistol or revolver. 

“These people,” said Mr. Reierson, 
“wail over robberies committed at the 
pistol’s muzzle but disregard the fact 
that virtually in every such crime the 
newspaper completes the story with a 
statement that ‘the robbers had left a 
high-powered car with the motor run- 
ning at the curb and with a driver at 
the wheel, affording them ready means 
of escape. Would those reformers 
deny a law-abiding public the right to 
purchase and own automobiles because 
the automobile serves the criminal in 
the commission of crime and in de- 
feating justice? 

“There is an enthusiastic and noisy 
minority opposing the pistol and re- 
volver who make a great deal more 
fuss about it than the much greater 
number who favor freedom of opinion 
and action in the matter of being able 
to procure and own pistols and revol- 
vers for the protection of their homes 


| 
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such regulations if treated as honor- 
able business men and given the oppor- 
tunity. They want the sale of their 
products so regulated that their busi- 
ness will not be frowned upon.” 


Would Accept Tax on Pistols 
and Revolvers 


In conclusion Mr. Reierson stated 
that rather than permit the prejudice 
against pistols and revolvers to stand 
in the way of the repeal of the tax on 
rifles, shotguns, shells and cartridges 
he was prepared to suggest—but only 


'_as a last resort—that the section of the 


revenue law taxing firearms be elim- 
inated and that a substitute paragraph 


_be inserted imposing a tax of 10 per 


cent on pistols and revolvers only. 


With a view to bringing about the 


_change in the tax with the least hard- 

















and property. The minority get a good | 


deal of newspaper publicity. They 
make a lot of noise. The majority hold 
equally positive views and believe that 


the manufacture and sale of pistols | 


and revolvers is legitimate and desir- 
able—under proper regulation. The 
manufacturers of pistols and revolvers 
could and would gladly render assist- 
ance in forming and complying with 


Story of Turpentine Told in 
Two-Reel Film 


The Hercules Powder Co., Wilming- 


' 


ship to dealers, Mr. Reierson urged 
that the repeal be made retroactive to 
Jan. 1, 1926, when the dealers’ stocks 
were at the lowest point. In no case 
should the repeal be made effective 
later than Feb. 28. 

Following Mr. Reierson’s direct state- 
ment there was considerable discussion 
between the members of the committee 
and the witness with’ regard to the 
proper policy for the Federal Govern- 
ment to adopt with respect to the sale 
of pistols. Certain members of the 
committee favored the practical elimi- 
nation of the pistol while others sug- 
gested Federal or State regulation of 
sales by license. . 

Mr. Reierson told the committee that 
if regulation was reasonable and did 
not interfere with legitimate industry 
he was sure the manufacturers would 
prefer it to any project prohibiting 
manufacture. He pointed out that a 
considerable number of pistols were 
imported which made difficult any at- 
tempt to prohibit their manufacture 
and would certainly prove a_ serious 
handicap to proper regulation of sales. 
In response to an inquiry he stated 
that the manufacturers of the United 
States could adequately meet the de- 
mands of the legitimate trade if Con- 
gress in its wisdom should decide to 
prohibit the importation of pistols and 
revolvers. 


Secretary Sheets Makes Strong Plea 


Herbert P. Sheets, secretary and 
treasurer of the National Retail Hard- 
ware Dealers’ Association, made a brief 
but strong appeal for the repeal or re- 
duction of the excise tax on arms and 
ammunition. He emphasized the small 
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sum produced by the tax which he said 
could not be justified on a revenue 
basis. 

Mr. Sheets pointed out that while it 
cost the Government very little to col- 
lect this tax the burden of collecting 
it fell upon the manufacturers and was 
a distinct hardship. The tax together 
with the cost of collecting it had to be 
passed on to the consumer. 

Referring to the sale of pistols and 
revolvers, Mr. Sheets told the com- 
mittee there was a marked divergence 
of opinion on this subject. Some be- 
lieved the Federal Government should 
prohibit the manufacture and sale of 
pistols, while others contended that the 
sales should be so regulated so as to 
confine the use of pistols to proper 
purposes. Others think that nothing 
should be done and that it might as 
well run along as it is. 

Peter R. Carney, who appeared be- 
fore the committee on behalf of the 
American Legion, the National Rifle 
Association and the Trapshooters and 
Field Hunters, did not demand the re- 
peal of the entire excise tax but asked 
that the impost on arms and ammuni- 
tion be removed. He urged the com- 
mittee not to confuse rifles and shot- 
guns with pistols and revolvers in their 
consideration of this section of the rev- 
enue measure. 

As a suggestion for an amendment 
to the present law which would take 
care of the situation adequately, Mr. 
Carney urged the repeal of the entire 


section of the present statute and the 


substitution of the following: 

“Pistols and revolvers, except those 
sold for the use of the United States, 
any State, Territory, or possession of 
the United States, any political sub- 
division thereof, or the District of Co- 


‘lumbia, 10 per centum.” 


In conclusion Mr. Carney declared 
that fully 10,000,000 persons were af- 
fected by the present tax on firearms 
and supplies. He urged that it was not 
fair to penalize these people while prac- 
tically every other item of so-called 
sporting goods had been relieved of 
tax. 

The committee gave no indication as 
to the disposition that will be made of 
this particular matter in the new tax 
reduction bill. Experienced observers, 
however, are inclined to believe that 
the committee will amend the present 
law and is likely to recommend the re- 
duction, if not the repeal, of the tax on 
rifles, shotguns and ammunition there- 


for. 





ton, Del., with the cooperation of the | 
Pathescope Co. of America, has pre- | 
pared a two-reel motion picture on the | 


complete story of turpentine. 


Ani- | 


mated comedy is supplied by the char- | 


acters “Turp and Tine,” 
and their boss master painter, who in- 
tersperses humor with instruction. 


two painters | 


_— 


The first part of the film shows the 
manner in which gum turpentine has 
been produced for more than 100 years. 
The virgin pine forests of the South 
are portrayed, workmen are shown 
gashing the trees, collecting the gum 
and distilling the turpentine in the 
crude stills, some 1300 of which are 
now in operation throughout the South. 

The details of the steam distillation 
processes of turpentine manufacture 
are also shown photographically and 
by diagrams in the film. 





This part shows the gathering of the 
pine wood in the forests of Georgia 
and Mississippi. The wood is then 
hauled first on automobile trucks and 
then on railroad cars to the plants, 
where it is cut and shredded into small 
pieces about the size of match sticks. 
These in turn are placed in large ex- 
tractors in which the turpentine is re- 
moved from the chips. Steam-distilled 
pine oil and wood rosin are afterward 
extracted from the wood residue re- 
maining after distillation. 


iy ann 
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MIRRO IN GIFT BOXES 
Here is one of the articles in the new Mirro 
Gift-Day Deal, showing the beautiful carton 
whichmakes Mirro gifts suift, profitable sellers 


Read about this sure way to 
increase holiday profits 


Mirro Aluminum articles are always popular. $18.31. You are assured of a liberal profit. 
as gifts. Their beauty, their quality, and the © You can most certainly dispose of one of these 
prestige of the name they bear,have wonthem deals—it will sell out in a jiffy. Most likely you 
high favor with your customers. will want several. Remember—the carton is 
not an exclusive Christmas carton. It is an all- 
year gift box, just as appropriate for the June 
bride. And all the articles are staple articles. 





So now we are enabling you to get maximum 
sales of Mirro for gift purposes by providing 
you with an expert selection of best-selling 


rel 
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Mirro gift articles— 


Each packed i in a beautiful, artistic gift carton, 
so attractive that the carton alone will be the 
clinching argument in many a sale. 


Just eighteen articles—all different—make up 
this Mirro Gift-Day Deal. The cost is only 


So you run no risk. 


There’sa two-way coupon below. You canorder 
On our say-so—and we know you will be pleased. 
Or you can ask us for full details. Suit yourself 
—but use one of the coupons TODAY. There’s 
money for you in this deal and we want you 
to be getting it. 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U.S. A. 
Makers of Everything in Aluminum 


CMIRRO 


The Finest Aluminum 


REE Smee 
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USE THIS FOR ORDERING USE THIS FOR INFORMATION 


Aluminum Goods Manufacturing Company, Manitowoc, Wis. Aluminum Goods Manufacturing Company, Manitowoc, Wis. 
Please ship us by (fill in freight or express) Please send us by return mail full details about the Mirro Gift-Day 


+ 
J 
. 
aa 
s 
(fillin number) Mirro Gift-Day Deals at $18.31,f.0.b. § Deal, 
Manitowoc; terms—2-10, 1-30 from invoice date. Each dealtobe packed 
in 1 shipping container; weight about 26 lbs. - 
I ccs cn scttcryinnes 
Name .. slain siciiae a 
= 
Address 2 Address. 
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Brace Hayden Sends Message 
on the Jobber’s Mission 


business on the Pacific Coast, Brace Hayden, first vice-presi- 


FR tasinnes on many years of success in the hardware jobbing 


dent, National Hardware Association sent the convention at 
Atlantic City a message of inspiration, devoted to a discussion of 


current conditions, and to the jobber’s mission as he sees it. 


Mr. 


Hayden is president of Dunham, Carrigan & Hayden Co., San Fran- 


cisco, Cal. 


“As I cannot attend the coming con- 
vention my thoughts have been along 
the lines of what aid I can be, if any, 
to our members and maybe to the 
trade generally, in trying to solve, or 
suggesting such changes in business as 


may remedy or improve, the present | 
of goods but it is a leading factor in 


unsatisfactory conditions. 

“As I see it, 

“Very few retailers are making 
money, their profits are too small. 

“The wholesalers are not 
any better off. 

“And maybe many of the manufac- 
turers are in the same condition. 

‘All the causes for this. situation 
may be difficult or impossible to solve, 
but my feeling is that if the retailers 
as a rule were making money the solu- 
tion would be at hand. Now, how can 
this be accomplished? 

“The mission of the wholesaler is to 
supply communities through the media 


In part Mr. Hayden’s letter reads: 











there will be complaint, discontent and | 


friction? 

“When the retailer is supplied direct- 
ly by manfacturers it injures the 
wholesaler by depriving him of a profit. 
It does not increase the consumption 


demoralizing prices and tends to break 
down the wholesaler without any corre- 


| sponding benefit to the manufacturer. 


much if | 


of retailers with the products of manu- | 


facturers at lowest cost and lowest pos- 
sible expense. 

“It is manifest that manufacturers 
cannot do this economically, and equal- 
ly obvious that the retailers cannot 
efficiently maintain their stocks by di- 
rect purchases in small quantities from 
the many necessarily different sources 


where they are made without increas- | 


ing largely the expense. 
“On the contrary, 


with the same goods, purchased in 
large quantities at lowest prices, ship- 
ping at carload rates and assembling 
all at their warehouses, are enabled to 
supply the same at lower prices than 
can otherwise be obtained. 

“Then offering their services for dis- 


the wholesalers | 
supplying a great number of retailers | 


| 


tribution by an army of trained trav- | 


elers, thoroughly equipped and conver- 
sant with the merits of the goods at 
cnly the cost of overhead expense plus 
a small profit. 


| every 


“There is no city, town, village or | 


hamlet where there are purchasers but 
what is visited by these travelers. 
Manufacturers therefore are thorough- 
ly represented at an expense far below 
what it would individually cost them 
for equal services and distribution. 
“Does it not then follow in sequence 
that when manufacturers’ support 
wholesalers they are aiding themselves 


and where such support is 


lacking | 
Reading matter continued on page 50 


Ought not therefore the connection or 
relation between manufacturers and 





Brace Hayden 


wholesalers to be one of reciprocity in- 
stead of competition? 

“The retail trade, speaking gener- 
ally, is in an unsatisfactory condition 
if it is to be judged by the publications 
of the National Retail Hardware Asso- 
ciation of 1922-23-24 which exhibit 
in elaborate detail the overhead ex- 
pense, cost, sales, profits, turnover and 
item that would enable their 
auditors to form a just conclusion of 
the average condition of the trade in 
all parts of the country. This report 
(for 1922) showed that 36 per cent out 
of the 1068 reporting had lost money, 


that only a very few had made a satis- 


factory profit, the rest not more than 
paying expenses or making so little as 
to be scarcely worth considering; that 
their turnover was less than 2.5 times 
which shows an average stock approxi- 
mating a six months’ supply, and the 





only remedy suggested for increasing 
profits was to buy at lower prices. 

“Their reports for 1923 and 1924 
show practically the same results and 
will continue to do so as long as the 
same method of business is followed. 

“As the reporting members were 
taken from all the different States in 
the Union and it is believed to show the 
average condition of the retail trade all 
over the country, it is not probable that 
any more complete and accurate data 
can be had from any other source. 

“Ts it any wonder then that they do 
not make money and lay up some sur- 
plus? And does it not show that many 
retailers are continually on the verge 
of bankruptcy and that a decline of 
10 per cent and maybe 5 per cent would 
be a very serious if not ruinous de- 
mand upon their assets? 

“Ts this a satisfactory outlook, for 
if retailers do not make money how 
can either the wholesalers or the manu- 
facturers? 

“Under present conditions of prices 
and competition it is simply impossible 
for retailers to make a satisfactory 


| profit by a turnover of 2.5 when carry- 


ing a six months’ stock. It cannot be 


done. 
“What then is the remedy? 
“To carry in value a small but well- 


_assorted stock, buying of the whole- 


saler and replenishing every few days 
as goods are sold. 

“Such method would require 

“A very much smaller investment, 


permit a reduction in expenses, give 














fresh and live stock always on hand, 
minimize the possibility of failure and 
permit a frequent turnover. 

“What is the necessity of retailers 
who are within a few days of whole- 
salers who carry large and well ap- 
pointed stocks, carrying over. one 
month’s stock, or maybe somewhat 
more of a few active sellers, as they 
have the wholesalers’ stocks always at 
their command, and such a reduction 
in investment will enable many of them 
to add to the old standard assortment 
desirable and salable products never 
before handled by them and which the 
hardware trade of all others is best 
equipped to do, thereby increasing sales 
and profits. 

“It is comparatively a few years 
since the great bulk of the wholesale 
hardware trade was confined mainly to 
houses east of the Mississippi River; 
they covered practically all sections of 
the country, but gradually the West 
and South have increased in impor- 
tance by the growth of population, by 
the éxtension of railroad facilities, and 
the opening of the Panama Canal has 
been of itself an important factor in 
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THE SPIRIT OF PROGRESS 


Richards-Wilcox Hardware 
is designed to meet modern 
requirements 


ARCHITECTS, BuILpERS, CoNTRACTORS— all who are engaged on 
construction work —are keenly alive to the spirit of the times. 
Methods that were in vogue but a comparatively few years ago 
are discarded for other and detter ways of doing the same things. 


This “spirit of progress” is the keynote of the R-W organization. 
The R-W Engineering Department is familiar with every door- 
way need. Its carefully prepared designs are reflected in R-W 
Products that exactly meet modern doorway requirements. 

This meticulous care, both in design and execution, extends to 
every item of R-W manufacture. There is a type of R-W Door 
Hanger suitable for doors of every description—house, elevator, 
garage, fire, industrial and barn. These various types are standard 
equipment of their kind. 

To R-W “spirit of progress’ is joined the R-W “spirit of service.” 
Near you is an R-W branch anxious to help you with your door- 








way problems. Or, write the R-W Engineering Department giv- 
ing your needs. Its experience is at your command, without 
cost or obligation. 
& ed 
1cnaras-Wi1icox” 0 
y 2 
“A Haneer for any Door that Slides.’ 
AURORA, ILLINOIS, U.S.A. 
> Saad New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Y Chicago Minneapolis Kansas City Los Angeles SanFrancisco Omaha Seattle Detroit 
A y RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 


Montreal - 
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changes in transportation, and through 
these various agencies the wholesale 
hardware trade has extended with the 
growth of population. 

“Wholesaie houses are now found in 
distant parts of the South and South- 
west, in distant Texas, Salt Lake and 
cities west of the Rocky Mountains. 
They cover the whole of the Pacific 
Coast States. Consequently § these 
houses are called upon by retailers of 
all of this territory more or less for 
supplies, and naturally these wholesale 
houses have grown to such a capacity 
that they can care for all demands 
made upon them and therefore the dis- 
tribution by the large and increasingly 
important houses of the East, or rather 
east of the Mississippi, cannot be done 
economically to the consuming public 
so far away. 

“The opening up of the Panama Canal 
has caused a diversion of rail trans- 
portation from the manufacturers of 
the East until at this present time a 
very large percentage of their products 
is shipped via the canal to Pacific ports 
and from there distributed a consider- 
able distance eastward. 


National Advertising 


“Business is more or less disturbed 
by the immense quantity of advertising 
that is done by national advertisers and 
by others, all of which must be ex- 
pected as the inventive genius of the 
people cannot be put down or retarded, 
and as anything new is made an ad- 
vertisement seems to be necessary to 
bring it to the public and trade atten- 
tion. 

“This of itself means a tumult of 
prices and a disturbance to the retailer 
who has not been in the habit of carry- 
ing much more than an old time aver- 
age stock of staple goods; but now the 
market is filled with new inventions, 
designed for the use of electricity, that 
great power so recently developed and 
which is in its infancy of development, 
and we must expect not only further 
devices that can be economically used 
but such devices as we have are sub- 
ject to improvement which is constant- 
ly taking place and the goods which we 
purchased a few months ago have to 
be supplanted by others of newer and 
better designs. 

“National advertising by manufac- 
turers unquestionably has its value, but 
it also leads to competitive advertising 
by that which cannot be called na- 
tional; but any advertising requires the 
continued services of the travelers to 
fortify it and make it effective, for 
without their aid it is likely to become 
greatly minimized if not negligible. 

“This electrical power has produced 
the radio which is practically in its in- 
fancy—only used for the past two or 
three years, but it has reached dimen- 
sions which are almost frightening; a 
great many of them are being sold and 
the wholesalers are interesting them- 
selves in them and in turn they are in- 
teresting the retailers in them; it is 
a device which gives certainly a great 
deal of pleasure at times, and maybe 
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annoyance at, other times, but neverthe- 
less the goods are selling and they are 
going to continue to be sold in larger 
quantities and the instruments them- 
selves will be improved and the prices 
reduced. 

“Again, the automobile accessories 
stock gives a long list of goods which 
can be and are being carried by whole- 
salers and then by retailers to great 
advantage and there is no other trade 
that is better qualified to handle these 
goods than the retail; there are a great 
many more goods which wholesalers 
are dealing in that it would be to the 
interest of retailers to stock in small 
quantities, by which they can increase 
their sales, and all of these goods are 
kept in stock by the well equippea 
wholesaler who realizes the necessity 
of carrying a full stock that can be de- 
livered promptly and on demand. It is 
his salvation to do this, for if it is not 
done he will lose the trade of the re- 
tailer, while if done, his trade and the 
retailer’s will increase. 


Large Retail Stocks Unnecessary 


“Wholesalers have the capital to do 
it, they invest it in their business and 
are ready to deliver the goods so 
promptly that there is no need of the 
retailer carrying a large stock—they 
can get their goods within a few days, 
consequently it rests with them to turn 
their stock as often as they please. 

“There are many comments in our 
trade papers regarding the expense of 
small shipments; whether these come 
from the wholesalers who object to 
small orders we do not know, but sup- 
posing they do, our mission is to help 
the retailer and as there is no neces- 
sity of their buying large stocks they 
must buy frequently and in small quan- 
tities, and if they will adopt this as a 
positive method which the wholesaler 
can rely upon he can afford to fill these 
small orders although they do increase 
his expenses, and little by little they 
will learn how to minimize the small 
increase in cost and if this method 
turns stock over five to ten times a 
year, giving the retailer a_ greater 
profit, naturally they will be willing to 
pay the extra expense, if any, that it 
causes, 

“The wholesalers’ recompense comes 
from increasing trade such as can be 
relied upon and it is this increase of 
trade that gives them an additional 
profit as they cannot turn their stocks 
frequently as manufacturers do not as 
a rule carry stocks on hand but make 
up orders only after they are received. 


Mail Order Sales Increasing 


“The catalog houses seem to be in- 
creasing their sales and this is not to 
be wondered at as the population in- 
creases, but as far as we are advised 
their competition with the retailer does 
not cause worry as it did a few years 
ago. Retailers are evidently learning 
that if they sell the same quality of 
goods and upon the same terms they 
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can meet the catalog house competi- 
tion. We think there is not much to be 
feared from this source. 

“The chain stores seem to be causing 
a great deal of apprehension, but we 
believe that their efforts lie mainly in 
the line of groceries, boots and shoes, 
and drugs and are not an _ effective 
competitor with the retailer; they do 
not carry his class of goods and neither 
of these foregoing competitors (if they 
may be so called) can supplant the 
hardware retailer as he knows the 
community in which he lives, he knows 
their wants and it is reasonable to ex- 
pect they will support such retailer for 
equal quality of goods, knowing that 
his business aids in the support of com- 
munity taxes, of roads, of schools, of 
churches and which these other insti- 
tutions do not. We have no fear that 
the retailer will be supplanted by the 
efforts of the above named. The re- 
tailer has an advantage over all these 
forms of competition if he will only 
conduct his business in a manner to 
conserve his advantages which he has 
with his base of supplies within a few 
hours or days from him. 

“The organization of the Hardware 
Council as reported to our president in 
a recent letter shows a more or less 
feeling of disturbance in the trade. The 
difficulties which they complain of are 
really those which our organization in 
the past has discussed and has tried to 
solve with more or less success, but 
the crux of the matter as outlined in 
this letter they did not consider. 

“The council alludes to the increase 
of distribution cost. Why not? Has 
not the cost of living increased? Have 
not Federal, State and municipal taxes 
increased? Do not as a rule all me- 
chanics and laborers receive wages far 
beyond anything that was ever known 
before? Has not the cost of building 
increased and therefore rents and the 
expense of business? The increase of 
from 3 to 5 per cent in business ex- 
pense over what it was 10 or 15 years 
ago, considering everything that has 
happened since, cannot be considered a 
matter of great surprise. All are 
striving to reduce expenses as much as 
possible, there is no house but that is 
careful as to its expenses and doing 
their utmost to reduce them. 

“To bring this subject to a close. If 
retailers will purchase from well 
equipped wholesalers as outlined in the 
foregoing, conserving their capital, re- 
ducing its waste, they will increase 
their profits, assure their financial po- 
sition and make money and a solution 
will be had to our chief difficulties. 

“T ask that the executive committee 
give careful consideration to this letter 
and as manufacturers and retailers are 
as deeply interested as ourselves, it 
will be laid before the convention and 
be given wide publicity, if it has their 
approval.” 








November 5, 1925 








° 
Wee 


NNMawag oo aes 
nw lly 
SY Uy 


HARDWARE AGE 





Round Out Your Kitchen Line — 


“T*VERYTHING: for the kitchen” — 

that’s a good motto for the up-to-date 
hardware store. Pots and pans, china and 
glassware, stove polish and enamel, 
kitchen cabinets and chairs — AND— 
Congoleum Gold Seal Rugs. 


Congoleum Rugs will complete your 
stock of kitchen goods. Every woman who 
comes into your store to buy something 
for her kitchen is a live prospect for one 
or more of these practical, durable rugs. 


Congoleum Rugs are alwayseasy to sell. 
They are backed by the largest and most 
powerful advertising campaign in the 
house-furnishing field. This advertising is 
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RuGs 


GOLD 
SEAL 





a big help to you. Your personal recom- 
mendation counts for a lot with your cus- 
tomers— but it counts for a lot more when 
you recommend a product with a repu- 
tation for high quality that Congoleum 
Rugs enjoy everywhere. 


Congoleum Rugs have everything that 
women demand ina high-class floor-cover- 
ing. Their beautiful colors are fadeless. 
They are waterproof and accident-proof, 
sanitary and easy to clean, flat-lying and 
long-wearing. And they are backed by the 
famous Gold Seal guarantee of satisfaction. 


Moreover, very little space is necessary. 
A few square feet of floor is enough to 
display a dozen rugs (rolled up and 
standing on end). 


Thousands of hardware merchants 
have found Congoleum to be one of the 
most profitable lines. Write today for 
information about these extra profits. 


CONGOLEUM-NAIRN INC. 
Hardware Division Headquarters, Philadelphia, Pa. 


The Fastest Selling Floor-Covering in the World 
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(GOQODELL-PRATT 
ALL STEEL MITRE Box 
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Compare this indestructible All Steel Mitre Box point by 
point with any other. Its easy superiority becomes more and 
more apparent the further the comparison goes. Test it any 
way you like—its extreme accuracy will surprise you. It’s a 
truly fine tool, beautifully finished at a competitive price. 

Isn’t that just the sort of tool you want to sell? 


GOODELL-PRATT COMPANY 


Locksmiths 


GREENFIELD, MASSACHUSETTS, U.S. A. 


GOODELL-PRATT 
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A window display of 
the type _ illustrated 
should prove a potent 
means of stimulating 
tool sales. Charles 
Conover, display man- 
ager, Bannister & Pol- 
lard, Newark, N. J., is 
the man_ responsible 
for this striking win- 
dow. 








The ‘Tool 
Department 


Some Ideas on Establishing a 


Good Tool Business 


By Don Thatcher 


can be built up, cultivated, developed and 

established with the mechanics and workers 
of each industry as well as with the household 
buyers and amateur mechanics who purchase 
large quantities of tools. 

The contents and arrangement of windows and 
display cases are usually good barometers by 
which to form an opinion or measure the amount 
of thought retail merchants give to the establish- 
ment of a good tool business. 

This is not a window display article. Windows 
and cases are mentioned only because from 
the public’s viewpoint they are the features and 
face of your store. By their contents and ap- 
pearance the public forms its opinion of your 
store from the viewpoint of self-interest of how 
your store meets their needs. Some windows 
are so attractive that the contents stand out 
clearly and almost seem to beckon for attention. 
Others contain just a mass of merchandise. 

Windows, cases and display fixtures are some 
of the merchant’s mediums that express his ideas 
about the merchandise he handles and his reasons 
tor offering it for sale. If tool windows and cases 
carried to the public the merchants reasons for 
purchasing and offering the tools shown therein, 
they would really be the silent salesmen they are 
supposed to be. 


‘ke tool part of a retail hardware business 












This is the third of a series of 26 
constructive educational and sales build- 
ing articles on tools, written by a man 
who knows tools as few men know them. 
These articles will deal with the manu- 
facture and sale of tools and will fur- 
nish traveling salesmen, merchants and 
men behind retail hardware counters 
with a fund of accurate, constructive in- 
formation that should prove of great 
assistance in the merchandising of this 
basic line. 











Seasonable goods windows usually carry the 
message that prompts purchases. We often see 
window displays of garden, lawn and farm tools. 
These displays of kindred tools often including 
lawn mowers, rubber: hose, sprinklers, sprayers 
and other items useful for work in garden and 
lawn carry a direct definite appeal. That kind of 
display says as plainly as if shouted by a barker 
—get ready for garden and lawn work, here are 
the tools, come in and examine them. 

Window and case displays can carry similar 
messages to the buyers of home use tools and to 
the mechanics and workers of each vocation. My 
thoughts about this subject crystallized a few 
months ago while standing in front of a so-called 
tool display made by a hardware store on Sixth 
Avenue, New York. At that time I didn’t know 
the owner of the store, since then we have be- 
come good friends. 

After viewing a display that consisted of a 
few nail hammers, some screw drivers, pipe 
wrenches, wrecking bars, anvils, vises and side- 
walk or cement tools with a background of electric 
lamps and radio sets, I strolled into and around 
the store until I saw the owner was not very busy. 
After making myself known and talking awhile 
about his local business conditions, the talk 
drifted to window displays, their value and the 
impressions they gave. With the thought that I 
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Firm Joint 
Calipers 


Thickness gage, 
mostly used by tool 
makers and for set- 
ting automobile valves. 





Screw Pitch Gage for 

determining number 

of threads to _ the 
inch. 


Spring Joint 
Calipers 








might be invited to leave the store, I ventured the 
opinion that he was not making the most of his 
windows, that considering the thickly populated, 
mixed neighborhood and the number of people 
continuously passing his store, his windows might 
be used to attract more trade. 

After further discussion during which I found 
this merchant to be a very reasonable gentleman, 
it was agreed that the following Friday he would 
make a window display of which every item would 
be a line of tools he had a good assortment of but 
of which he sold very few—machinist and 
precision tools. 

Not wishing to influence the display any 
further and yet being curious to see if the display 
was really made, I didn’t go near that store until 
the Monday after the day he said the window 
would be changed. Sure enough there was a 
window in which every single item could properly 
be designated as machinist or precision tools. 

With a background of machinists and bench 
vises and with each group and kind of tools 
clearly displayed that window contained an as- 
sortment of machinist hammers, drills, hack saws 
frames and blades, steel rules and tapes, calipers, 
dividers, scribes, trammel points, machine 
punches and chisels, straight and S double end 
wrenches, taps, reamers, screw plates, files, oil 


and emery stones, machinist hammer handles and 


several sizes of a heavy pattern square shank 


screw driver. 
Not a window to rave about, but a good win- 


dow display carrying a definite message saying 


this store handles machinist and precision tools. 

The NET of everything is the interesting part, 
so after feeling rather pleased with our friend’s 
effort toward definite display, I decided not to 
see him until toward the end of the week. When 
I called I was greeted with a broad smile and the 
question, “How do you like the tool window?” I ex- 
pressed the hope that it would prove worth while, 
Before replying he thought for fully a minute, 
then said: “Mr. Thatcher, I have had a store of 
my own for more than twenty years and I have 
been busy as I imagine that every one who stays 
in the business has to be. This week I have been 
wondering if I have been too busy with the neces- 
sary details and-routine and I now know that I 
have not been thinking too much. Yes, the tool 
sales have been satisfactory, more than I be- 
lieved they would be. But the thing I am im- 
pressed with is that many sales have been made to 
people who were never before in this store. 
Yesterday I waited upon a young man who 
wanted a screw pitch gage. After he had selected 
the one he wanted, I remarked that his face was 
familiar but I didn’t recall his name. He replied 
that it wasn’t any wonder I knew his face since he 
lived a few doors from me, but had never before 
been in my store. 

“In reply to my question, he said that he didn’t 
know I handled a good line of machine tools, he 
thought I had merely a neighborhood hardware 
store that handled a little bit of everything, so 
whenever he needed a tool he went over to a 
store on Fourth Avenue that specialized in tools.” 








In the issue of November 19, Mr. Thatcher will discuss another important 
phase of the tool business, and his article will contain practical suggestions for in- 


creasing your sales. You cannot afford to miss this installment. 


Watch for it. 








Reading matter continued on page 58 
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At Your Finger Tips 


Here in the new GYD Small Tool catalog of nearly 400 
pages 1s an answer to every question regarding small tool 
equipment. 


Note the titles on the thumb index. The entire line is under 
one cover. ‘This is our latest move toward simplified mer- 
chandising for the hardware dealer and jobber. Consider 
the advantages to be had from buying these tools from one 
catalog. One order to place, one shipment to check, one 
invoice to OK, one responsibility for results. 


Your request for a copy of this catalog will have our unmediate attention. 

































GREENFIELD § TAP AND DIE 
—=__="_> CORPORATION 


GREENFIELD, MASSACHUSETTS 
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Here's the Vise 
lo Sell 
























THE NEEDED 
TOUCH 











w/out 


—the tools themselves attractively dis- 


played at the buving moment! F G H E 
Starrett advertising is carrying the ar y arag c | 
story of individual Starrett Tools, of 


—The Prentiss “Shepard” Bench 


Starrett prestige and reputation and 


Starrett accuracy to thousands of Vise. It has the advantages that 
machinists and mechanics in every have made the Prentiss reputation | 
industry throughout the country— among shop-men. Can be either 
And thousands of machinists and me- fastened rigidly to the bench or— 
chanics—“‘old-timers”’ and youngsters by means of the Central Bolt, Nut 3 
alike—are “sold” on the superiorities and Washer—can be set up asa 

of Starrett Tools and are “selling”’ Swivel Vise. 


those with whom they work— 
Has—Detachable steel 








jut every one of those thousands who = jaw faces. 
see Starrett advertising and the thou- Hardened pipe | 
sands who use Starrett Tools and are jaws. : 
boosting them to others, will buy a Cold rolled ctesl ; 
little quicker and a little oftener if sliding bar. 
there’s a good Starrett Tool display at Walshe’ in hiack : 
hand to jog their memories. When you've eoled and orange and 
a for “a hammer” packed in _ indi- 
ry it—it pays. —show ‘em the vidual cartons— 
Ch . A . 
So oy a oe rae six to the case. 
Write for Catalog No. 23 “A. lina ene gia 
. will recognize its Priced to sell. 
iority. 
eet Order from your 
THE L. S. STARRETT CO. jobber. 





WWorld’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 


ATHOL, MASS. 
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Two Prices for 


HoLLow Screws 
—One price for ALLENS 





SOME USERS pay two prices for hol- 
low screws:—what they pay to get 
the screws and what they pay to get 
them out when broken under the 
set-up 

They pay two prices, every time, 
when they pay too low a price. 
Once when they: get the screws; 
once again when they get them out 
and replace them. 


You can offer the “ALLEN” as a one- 
price screw because the price in- 
cludes the Allen  cold-drawing, 
which makes a practically unbreak- 
able screw—30% stronger. 
Special-analysis alloy steel; pat- 
ented cold-drawing; scientific heat- 
treating:—all for one honest price 
that’s honestly the last! 


Facts that make a set screw SELL, make up 


most of the Allen Catalogue (with price lists). 
And make it worth writing for. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 





Pacific Coast Distributor: W. J. McRae, 
320 Market Street, San Francisco, Cal. 
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PUTTY VVY\ BL! 


Taps You Can Sell 
with Confidence That 
They Will Satisfy 


The hardware dealer who is look- 
ing for Taps that he can recommend 
unfailingly for every purpose will 
find them in Threadwell. 

Threadwell Taps are made of the 
best tool steel especially adapted for 
the work intended. 

The use of a special machine in- 
sures the absolute accuracy of the 
threads of all ground thread taps of 
our manufacture. 


Besides Taps the line of 


THREADWELL 
TOOLS 


includes Dies, Reamers, Screw Plates 
and kindred Small Tools of more than 
usual merit. 

These tools are the kirid that build 
permanent trade and good will. 

We have just issued a handy 88 
page Catalog which gives full infor- 
mation about the complete Thread- 
well Line. 

This Catalog cancels all previous 
editions and every dealer should have 
a copy. 


You'll find us the kind of people 
it’s a pleasure to do business with. 


Write! 


The Threadwell Tool Co. 


Greenfield, Mass., U. S. A. 
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New Partial Payment Plan on 
Paint Oftered to Dealers 


N improved partial payment paint plan which, it is claimed, 

A provides a real incentive for the dealer to take an active in- 

terest in increasing the business of the painting contractor 

was submitted at a meeting of the executive committee of the Save 

the Surface Campaign held at the Hotel Cleveland, Cleveland, Oct. 

18. The change in the installment plan was prepared by finance 
companies. 

The executive committee in a report recited the resolution adopted 
in New York Sept. 15, in which it announced that after having 
made a uniform installment plan available to the industry, the 
future promotion of the plan should be left to the individual mem- 


bers of the industry. The committee’s report on the change in the 


plan is as follows: 


“In accordance with the above reso- 
lution (referring to the resolution 
adopted in New York), the executive 
committee of the Save the Surface 
Campaign desires to inform the mem- 
bers of our associations that the finance 
companies have offered a change in the 
installment plan for painting. The ex- 
ecutive committee of the Save the Sur- 
face Campaign passes it on to the 
trade for the use of those who may 
be interested, with the comment that 
we feel the plan is an improvement on 
those already submitted. 


“How It Operates 


“1. Dealer registers with the finance 
company, which will supply gratis reg- 
istration form, agreement note and 
credit blanks. 

“2. Dealer explains plan in detail to 
contracting painters in his territory. 
Gives to painter the agreement note 
and credit blank. 

“3. Contractor has property owner 
sign agreement at the time credit blank 
is filled out. 

“4. When contractor brings in credit 
blank, this is submitted to the office 
designated by the finance company. 

“5. If the credit report is approved, 
dealer notifies the contractor to pro- 
ceed at once with the work and ar- 
ranges to deliver the material to the 
job. 

“6. When the work is completed the 
cuntractor presents his bill to home 
owner. Home owner must sign the 
note on front and back, and pay the 
down payment of 20 per cent as per 
agreement to contractor. 

“7. The contractor then signs note 
(without recourse or financial respon- 
sibility) and presents the note and 
agreement to the dealer. 

“8. Dealer gives checks to contrac- 
tor for the balance due on the contract, 
less cost of materials furnished to 
painter and the finance charge. 

“9. Dealer mails note and agreement 
to finance company, which will imme- 
diately send check to the amount of 
note, less finance charges, to dealer. 

“This improved installment plan 


means: 








“1. That painter can get immediate 
finance service from his local dealer. 

“2. That purchase of materials by 
painter from dealer is assured. 

“3. That dealer receives cash pay- 
ment for materials. 

“4, That painter receives cash imme- 
diately for work from dealer. 

“The adopting of the improved plan 
does not mean any change in the 
present plan. If any firm desires to go 
direct to the finance company for credit 
approval and for payment of work 
done, it may do so. The new plan 
does make it more elastic for the 
painter and provides a real incentive 
for the dealer to take an active inter- 
est in increasing the contractor’s busi- 
ness.” 

The meeting of the executive com- 
mittee of the Save the Surface Cam- 
paign was attended by the presidents 
and secretaries of the three national 
associations of the paint and varnish 
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manufacturers and the chairman of the 
educational bureau. The meeting was 
presided over by Ernest T. Trigg, chair- 
man of the committee. The national 
magazine advertising for the first six 
months of next year was considered 
and six advertising layouts were con- 
sidered, these dealing with paint and 
varnish in a broad way. During the 
discussion which followed the presenta- 
tion of the advertisements it was de- 
cided to include more reference to in- 
terior painting and varnishing in future 
advertisements. The report of the pub- 
licity committee and a description of 
an elaborate exhibit of work done 
through newspapers, magazines, farm 
and class journals and by radio was 
considered. The fact that publicity is 
preventing the publication of much 
material that would do paint and var- 
nish more harm than good as well as 
creating more favorable publicity was 
brought out. The Save the Surface 
slogan, it was reported, has been reg- 
istered in fifty-two countries and its 
registration in fifteen other countries 
is pending. The finance committee 
made its report and the appropriations 
for the first six months of 1926 were 
authorized. 

Those who attended the meeting 
chairman; 


were: Ernest T. Trigg, 
S. R. Matlack, Norris B. Gregg, 
Emil Calman, Charles R. Cook, 


F. S. Green, R. B. Robinette, L. P. 
Nemzek, O. C. Harn, D. A. Kohr, L. P. 
Moore, S. B. Woodbridge, A. E. War- 
field, E. V. Peters, J. P. Thomy, Charles 
J. Roh, C. M. Lemperly, Lawrence 
Phillips, William A. Hart, J. W. Elms, 
F. L. Sulzberger, George B. Heckel, 
George V. Horgan, H. A. Gardner, 
F. J. Ross, Loring Batten, Jr., C. W. 
Ashworth, George V. Heckel, Jr., 
Frank Heckel, William Pitt, F. O. Mat- 
thiessen, Arthur M. East and Gayne 
T. K. Norton. 





Triple Industry by 1931 Is Aim of 


Paint and Varnish Makers 
Simplification Program Offered 


jective decided upon by the paint and varnish manufacturers 


Ti triple the paint and varnish industry by 1931 is the ob- 


at their annual meeting held in Cleveland last week. To reach 
this goal the manufacturers were urged to give proper financial 


support to the Save the Surface Campaign. 


The organizations 


holding their conventions in Cleveland included the National Var- 


nish Manufacturers Association, 
tion and the National Paint, Oil 


Save the Surface Campaign had an 
important place on the program at a 
joint session of the Paint and Varnish 
Manufacturers Associations. E. E. 
Trigg, chairman of the executive com- 
mittee of the Save the Surface Cam- 
paign explained the plan of organiza- 
tion of the campaign and he announced 
that if the volume of business had only 


the Paint Manufacturers Associa- 
and Varnish Association. 








been slightly larger for the first six 
months of this year it would have been 
double the volume for the first six 
months of 1921, when the campaign 
was launched to double the industry 
by 1926. The objective had been prac- 





(Continued on page 86) 
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many are daily attracted into our store and 
S- regular and permanent customers. 


| 4 m4 HamMILTON-AN pERSON 
| ~ Dependable Merchandire at Reason 










Imagine windows in a town of 12,000 producing $400.00 
ADDITIONAL business per week. Yeta 


neer 


‘SOLID COPPER 


’ STORE FRONT 


did just that in Niles, Michigan,—-with a shopping center 
of more than 100,000 only 10 miles away. 





It is easy to make good merchandise “‘ring true”’ when offered 
to the buying public in KAwNeeErR display windows. 


The 
Let us send you this KAWNEER 
book suggesting a store , ompany 
front for your particular o> ene ’ 
line of business—IT [IS ee 
CREE. Send me “Suggestions 


tor Your Store’ 
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A Kawneer Store Front Will Help “Establish” You 
in Your Business 


“Clothes do not make the man,” but the greatest possible room for the display of 
people who pass your store appraise the —_ merchandise. 

quality of your merchandise from your win- KAWNEER, co-operating with your archi- 
dows. The trend of new building and re’ _ tect and contractor, can help you design the 
modeling of store fronts today is toward correctly proportioned front for your par- 
distinctiveness of design, which offers the __ ticular location. 


PO mae 





See KAWNEER 

Store Front Over a quarter 
illustrated on of a million in 
preceding page , x! a twenty years 
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A few of the many attractive dis- 
plays that may be made by group- 
ing a few alarms or watches with 
these attractive colored display 
cards, which we will gladly 


furnish upon request. 


“New Haven” 


on Display 


draws a lot of trade 


your Way 








Tom-Tom 


Height, 5% 
47% inches. 


Convex 


inches. Width, 

44-inch cubist dial. 
glass, _nickel-plated 
octagon case, 40-hour 
ment, back bell, intermittent 
alarm with shut-off, removable 
springs. 


move- 


Plain Dial, $3.25 
Radium Dial, $4.25 


Tie up with our National 
Advertising in THE SATUR- 
DAY EVENING POST every 
other week featuring these 
True Time Tellers 


Conn. O. 





THE New HAvEN 
EW TIAVEN UONN. 


BRANCHES 
NEW YORK CHICAGO 
20 West 47th St. 215 W. Randolph St. 
SAN FRANCISCO TORONTO 


150 Post Street 310 Spadina Ave. 





Tip-Top 


The new octagon-shaped watch. 
14 size, thin model, neat and 
Streamline design, 
nickel semi-octagon 
bow, substantial antique pen- 
dant, corrugated crown easy to 
wind, pull-out set. Cubist nu- 
merals and skeleton hands. 


compact. 
polished, 


Plain Dial, $1.75 
Radium Dial, $2.75 
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General Market News 








October Shows Increase 
In Hardware Markets; 
Collections Are Improving 


CTOBER sales in the 


O 


tant hardware 
showing definite improvement. 


wholesale hardware field were 
higher than the volume of business for the same month 
of last year, according to reports received from impor- 
market centers. 


Collections are reported as 


Building programs in the cities are helping the sale of 
hardware and unusually good agricultural conditions are help- 


ing rural business. 
general 
retail sales are 


employment much more satisfactory, 
showing substantial gains. 


The steel industry is looking up, with 


consequently 


Christmas merchandise is very active in all wholesale mar- 


kets. 


an early and heavy demand on this class of goods. 


Special packings with holiday designs has helped create 


Staple 


items and seasonal lines are also receiving favorable attention. 





October Sales Very Good, 
Report N. Y. Jobbers 


New York hardware jobbers report 


that October sales show a substantial | 
screen wire cloth, with few makers 


increase over business down in this 


market for the same month of last | 


year. Manufacturers’ special Christ- 


| prices, 


mas packages on tools and other hard- | 


ware are moving rapidly. Fall goods 
are selling in good quantities and re- 
tailers are busier selling ash cans, fur- 
nace scoops, ash sifters, weather strip 
kindred seasonal lines. 


Collections | 


and 

are showing definite improvement in 
this section. Shot guns and ammuni- 
tion are active throughout Long Island 
and in up-state sections. Oil heaters 
and electric heaters are selling. Re- 
tail stocks are still considered low. 
Staple items are moving in a satisfac- | 
tory manner. Tires have been ad- | 
vanced. Linseed oil showed a decline 


the last week in October. Rope prices 
announced for the October-November 
period show no changes. 


Pittsburgh Trade Buying 
Better, Say Jobbers 


Business in hardware in the Pitts- | 


or more, this being 3c. per lb. above the 
low point of the year, there is an im- 
mediate prospect of higher prices of 
galvanized sheet products and already 
there has been some withdrawing of the 
low prices named a few weeks ago on 


now anxious for business at present 
indifference to purchases being 
specially marked in galvanized screen 
wire cloth. With general business get- 
ting better, it is more than probable 
that prices will move up all around from 
present levels, because these levels are 
the result of unusually severe competi- 
tion in the effort of manufacturers to 
get that low cost unit that is supposed 
to be allied with full engagement of 
plant capacity. New prices for screen 
doors and windows for 1926 have ap- 
peared and show slight reductions as 
compared with those of the past sea- 
son. As intimated in these columns a 
few weeks ago, rope prices ruling over 
the past 60 days have been reaffirmed 
for the last two months of the year. 
Automobile tire prices have been ad- 
vanced 15 per cent and tubes 20 per 
cent. Window glass is strong, with the 


_discounts % to 1 per cent lower than 


recently. Now that guns and ammuni- | 


_ tion are wanted and wanted in a hurry, 


burgh district maintains its recent im- | 
provement and it now looks as though | 


the market had made a definite turn 
for the better, because events of the 


week in connection with prices are of | 
a character to encourage rather than | 


discourage freer buying. A marked 
dimunition in the competition in the 
primary materials, notably in steel, this 
due to fuller order books, 
lowed by advancing prices and it nat- 
urally follows that with the base ma- 
terials advancing there is not much 
chance for the articles produced there- 
from can get any cheaper. With the 


price of spelter (zinc) at 9c. a pound 


has been fol- | 


jobbers have some trouble in meeting 


the demand, as manufacturers cannot 
supply goods as 


fast as they are 
wanted. Collections are improving, but 
are not yet really good. 





Car Loadings 


Daily average freight car movement 
in June is reported by the Bureau of 
Railway Economics at 27.4 miles, com- 
pared with 25.1 miles in June, 1924, and 
with 28.3 miles in June, 1923. The av- 
erage load per freight car in June was 
26.9 tons, compared with 26.7 tons last 
year and 28.2 tons in June, 1923. 














October Good Month in 
Cincinnati Area 


October proved to be one of the best 
months of the year -for Cincinnati job- 
bing houses. Sales attained sufficiently 
large proportions to overcome the han- 
dicap imposed by sluggish business 


' during September. Jobbers report that 


their sales for the fall season are con- 
siderably ahead of the same period last 
year and the outlook is favorable for 
continued activities on an extensive 
scale throughout November. 

Seasonal items have been moving 
well, while staple goods have been in 
active demand. It is noted that retail- 
ers are buying more freely and are 
breaking away from their hand-to- 
mouth purchasing policy in many cases. 
Indications point to an excellent holi- 
day trade. Prices are displaying firm- 
ness, with the exception of several 
items. Large retailers report an im- 


| provement in their cash sales. 

















| Tires Are Advanced in Boston 


Market 


The outstanding price changes in the 
Boston hardware market the past week 
were advances ranging from 10 per 
cent to 20 per cent on automobile tires 
and tubes, a slight marking up of twine 
values, and declines of 10 per cent in 
screen door prices and 12% per cent 
or so on screens for 1926. Price varia- 
tions otherwise were scarce and unim- 
portant. 


Trade Shows Betterment in 
Chicago Area 


Prices generally continue to show 
considerable strength, although actual 
advances this week are limited to slight 
increases in linseed oil and_ solder 
prices. At the same time turpentine 
and alcohol are marked with small de- 
clines. 

Sales, both by jobbers and retailers, 
continue to show a gradual but steady 
betterment, and in as much as dealers” 
stocks are low and turnovers rapid, 
future conditions are regarded as 
highly favorable. 





Building Helps Business in 
Twin Cities District 


The amount of building in progress in 
the Northwest tributary to the Twin 
Cities, together with the second great 
crop in succession has given business 
in all lines an impetus that will bring 
sales totals to very satisfactory marks. 
There is evident an optimistic tone to 
the attitude of the average business 
man that indicates that business is ex- 
pected to improve all during the rest 
of the year, and start the next season 
far ahead of this year. 

Collections in the larger centers con- 
tinue to lag behind those in the smaller 
cities and towns. 
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“TIRES | 


i, AN N thousands of prosperous hardware 
OR oe YET stores throughout the country, the 
, f° / tire department has ceased to bea 
mit i | step-child. 
1 eee Once a dealer sees how Revere Tires 
a turn in substantial profits, he sees his 
ian tire stock in a new light of importance. 
ag, ¢ The long-standing reputation of 
y ihe a these famous tires brings in customers 
f pt who are ready to buy—not merely 
Wi Pf ‘shopping around. 
The dealer not only knows that he 
i enjoys a price advantage, but he knows 
that there is a sound reason for this 


advantage. 
He knows that economical distribu- 
tion with Revere is more than a talk- 


Revere 





“How Revere is Adding Importance to the 
| ae Hardware Dealer’s Tire Department 


ing point. Revere dealers everywhere 
are just as near to a Revere distribu- 
tor as he is, for the leading hardware 
jobbers of the country handle Revere 
Tires. 

Add tothisthe well-known efficiency 
of Revere manufacture, and Revere’s 
position in the industry is explained. 

There is a Revere Tire for every 
motorist’s need and every tire is built 
by the most advanced methods em- 
ployed in tire manufacture today. 

Let us put you in touch with the 
nearest Revere distributor in your 
locality. 


REVERE RUBBER COMPANY 
1790 Broadway, New York City 


Tires 
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Retailer Buying Liberally in New England— 


Prices Are Firm—Collections Good 


(Boston office of HARDWARE AGE) ket for bread makers is a little more 


OTHING startling developed in the New England hardware 
market the past week. The general situation is highly satis- 
factory, although some of the jobbers say collections have 

slowed up somewhat the past week or ten days. Current demands 
of retail dealers continue on a liberal scale. These demands em- 
brace a wide variety of merchandise and it is difficult to discrimi- 
nate as to what line or class of stock is selling better than others. 
There is still a disposition on the part of the average retail dealer 


to order goods conservatively a 


large amount of money in stock. At the same time the average 
order being placed today with the jobbing trade is larger than it 
was a month ago. It is quite evident the retail dealer is turning 
over merchandise more often than heretofore and a greater assort- 


ment of merchandise, too. 


As for futures, jobbers still report it is a struggle to get orders. 
The retail trade has bought conservatively so long now, it has be- 


come more or less of a business 


retail merchant has had no reason to believe he cannot get what he 
wants when he wants it, consequently he feels there is no reason to 
buy ahead. There has, however, been considerably more interest 
shown in holiday goods of late, but it is quite evident the retail trade 
in general is putting off such buying until the last minute. As for 
1926 goods, comparatively few of the retail trade is interested at the 
moment. Jobbers admit that while it costs them more money to do 


business today than ever before, 
retail buying makes for extremely liquid and healthy fundamental 


conditions, and that there is less 
war days. 

AUTOMOBILES.—Toy automobiles are 
still popular with the retail trade, as is 
attested by weekly jobbing sales. Buy- 
ing is for immediate and holiday re- 
quirements. 


We quote from Boston jobbers’ 
stor ks 

Automobiles.—Toy, Dodge, $4.70 
each net: Ace, $5.20; Hudson, $9; 
Oakland, $12.80; Hup, $9.50; Nash, 
$11.75: Jewett, $11.75: Oldsmobile, 
$15. 20): Overland, $13.50; Packard 
Six, $28: Stutz, $15; Paige (all steel 
body), $35; fire c apté uin, $8; Hook- 
and- i adder $10.25; Mack truck, 
$24.5 


AU TOMOBILE ACCESSORIES.—Job- 
bers here have been notified by wire 
that prices on automobile tires and 
tubes have been marked up 10 to 20 
per cent, but because details are lack- 
ing have not changed their prices. 
During the past week many retail 
dealers took advantage of the situation 
here and stocked up with tires and 


tubes. 
We quote from foston jobbers’ 

stocks: 
Tires.—Mansfield line, fabric, 30 x 
2 in., $7.50 each net; 30 x 3% in., 
$8 60. Cord, clincher type, 30 x 3 in. 
$9.70; 30 x 3% in. $9.95. Straight 
side, 30 x 3% in., $11.85: 32 x 3% 
90: 31 x 4 in., $15.50; 32 x 4 in., 
het 33 x 4 in., $17.75; 34 x 4 in., 
: Heavy duty cord, 30 x 3% 
. $11. 95. Heavy duty, straight side, 
30 x 3% in., $13.80; 32 x 3% in., 
$15.20: 31 x 4 in., $18.10; 32 x 4 in., 
$20: 22 x 4 in., $20.60: 24 x 4 in. 


$21.30; 33 x 4% in., $25.35: 34 x 414 


nd often rather than tie up any 


habit. In the past and today, the 


active. 


We quote from Boston jobbers’ 
stocks: 

Bread Makers.—Landers, Frary & 
Clark line, No. 2, $30 per doz. list; 
No. 4, $36; No. 8, $48; No. 44, $33. 

» 4 


Part for No. 2 8 

 Ctwhaevevnseeass $1.35 $1.65 $2.25 
ii i eh ee ae .45 .60 65 
SCE rere 75 .90 1. 00 
I i a ae tes ik .40 .50 .60 
ee .40 .50 60 
EE eee 40 .60 75 


_Prices are for each list. Discount 
25 per cent. 


CHAIN.—Now is the time to check up 
on your supply of tire chains. Quite a 
few retail dealers already have done 
so and have ordered in stock, and job- 
bers feel others will do so within a 
short time. 


We quote from Boston jobbers’ 
stocks: 

Tire Chains.—Weed, 1 to 9 pair, 30 
per cent discount; 10 to 29 pair in 
one shipment, 35 per cent discount: 
lots of 50 pair in one shipment, 40 per 
cent discount. Fill-in orders are fig - 
ured at the discount earned by orig- 
inal purchases, 100 cross chains equal 
1 pair of tire chains. 

Ney oxy Chain.—Twisted, 11/64- 

$7.50 per 100 ft.; 3/16-in., 37 80; 

13/64- -in., $8.10; 7/32-in., $9; %-in., 

$13.50, all net. 


CHRISTMAS TREE ACCESSORIES. 
—Although the retail trade in general 
; has not been given to order future 
they are satisfied the method of outs in cohen, Guess bee tom 6 
lively interest shown in Christmas tree 


worry over accounts than in pre- | accessories. Retail stocks carried over 





x 5 in., $43.50; 34 x 5 in., $44.50. 
Inner Tubes.—Tan, 30 x 3 in., $2.15 

each net; 30 x 3% in., $2.35; 32 1 

in., $2.80: 31 x 4 in., $3.40; 32 x 


we) 
SS Roe 


>) | 
«3 09 
Jt) 
HOOKS 


in., hak tg. ) 
BATTERES. 





goods every few days. 


We quote from Boston jobbers’ 
stocks: 

Batteries.—Flashlights, in lots of 
six or more assorted unit packages in 
one shipment, No. 935, 24 to the 
package, &'l4c. each net: No. 950, 36 
to the Tit — nally 9l4c Columbia, ‘No. 
6, in lots of 50, $: 0.22 per 100. 








All kinds of batteries, | CHURNS. 
but more particularly those adapted for | retail and wholesale stocks in normal 
radio use, are in urgent demand. The | quantities. Some jobbers express the 
average retail dealer is buying in small | opinion that sales have run well ahead 
lots, but is in the market for fresh | of last year so far this season. 


last year unquestionably were small, 
and some retail firms, heretofore duck- 
ing such merchandise as much as pos- 


in., $25.95; 35 x 4% in., 25.65; 36 x . . . 
41; in. $37.25: 33 x 5 Tha "$33: 35 x sible, are coming into the fold. 
5 in., $34.25. Truck cord, 32 x 4% We quot from Bost j , 
in., $32.65; 33 x 4% in. $33. 50; 34 x stocks: , ° ene 
4% in., $34.25; 30 x 5 in., $38. 50: 33 Standard 





makes, $6 per doz. net. 

Electrical Lighting Outfits.—No. 84, 
eight — mazda, $1.58 net per out- 
fit; No. 8008, carson, $1.95; No. 1188, 
fancy By $1.58 

Stars.—No. 302, in lots of less than 
ten, 161%4c. each net; in lots of ten or 
more, 15c. 

Reflectors.—No. 303, in lots of less 
than 10, 4%c. each net; in lots of 
100, 4c. 





Churns are moving out of 


We quote from Boston jobbers’ 
stocks: 

Churns.—Glass, 2-qt., $14 per doz. 
net; 3-qt., $17.75; 4-qt., $23. Jars for 
churns, 2-qt., $5.15 per doz. net; 
3-qt., $7.25; 4-qt., $8.50. 

Metal Hand Churns.—One-gzgal., 
$2.30 each; 2-gal., $2.75; 3-gal., $3.50; 
4-gal., $4.25; 6-gal., $5.25. 


Radio.—Dry cell, in packages of 50, DRAIN PIPE CLEANERS.—Encour- 


BREAD MAKERS.—We are entering 
the time of year when people will make 
more bread and depend less on the 
store for it. For that reason the mar- 








Reading matter continued on page 66 


No. 7111, 29c. each net, No. 6, in lots . . 
nf less than 12, 40c. each net; in lots aging reports are had from jobbers re- 
wd _ Bg fhe Mead: in larger ’ | garding the sale of drain pipe cleaners. 
ots, $30.22 per 10 ‘luster batteries, . . . . 
6 to the unit, 12 units to the barrel, This class of merchandise evidently 18 
$1.60 each net: 8 units to the barrel, becoming more and more of a retail 


$1.98 and $2.34 each. 
. store factor each year. 


We quote from Boston jobbers’ 
stocks: 

Drain Pipe Cleaner—-Economy 
Plumber cleaner, in 1 Ib. net cans, 
in lots of 3 doz., $2.75 per doz.; in 
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Strainers look a good deal alike but 
they're not. Ask your wife what’s the 
matter with most of them, and she’ll 
tell you that the mesh bowl soon be- 
comes detached from the rim in places 
and then falls out. Give her a Natwire 
strainer and she’ll soon learn how much 


sturdier it is than the ordinary kind. 


Your customers will appreciate this 
Explain 


as much as your wife will. 
to them that a circle of tin is solidly 


Let Your Wife Be The Judge 


beaded on to the wire and then bent 
over the rim so that it will not come 
out even under the hard usage of press- 


Ing pasty materials through the sieve. 


The twilled cloth, flat-bottomed 
strainer, illustrated here, with its glazed 
white handle is one of the big sellers 
of the Natwire line. It will pay you 
to put in a good stock of Natwire 
other useful wire 


kitchenware, and 


articles. Write for catalog and prices. 


Wickwire Spencer Steel Company 


General Offices: 
41 East Forty-second Street, New York 
Western Sales Office: 
208 South LaSalle Street, Chicago 


Worcester Bufttalo 


San Francisco 


WICKWIRE SPENCER 
PRODUCTS 


Ios Angeles 


Cleveland Detroit 


Seattle 
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lots of 6 doz., $2.70 per doz.; and in 
12 doz. lots, $2.60 per doz. 
Same, in 2 Ib. net weight cans in 


lots of 2 doz., $4.90 per dozen; in lots 


of 6 doz., $4.85 per doz.; and in lots 
of 12 doz., $4.75 per doz 

Hercules tile and porcelain cleancr 
in 1 lb. net weight cans, $2 per doz. 
in lots of 2 doz. 


qt. can, 


Hercules boiler liquid, in 1 
‘ 2.50 each: 


$3 each in li, doz. lots, $ 


in 1 doz. lots, $2.25 each. 


Same, in ™% gal. cans, $5 each; &% 
doz. lots, $4.75 each; and in gal. can 
$9 each. 


FLASHLIGHTS AND BATTERIES.— 
“Snappy” is the way one jobber de- 
scribes the market for flashlights and 
batteries for same. It is reported by 
jobbers that numerous retail dealers 
have made window and other displays 
of such merchandise every so ofien 
with remarkable success. 


We quote from soston jobb rs’ 
stocks: 

Cases.—-Without batteries, six or 
more assortments to the unit. No 
2612, 97c. each net: No. 2619. $1.24; 
No. 2637 $1.65 No. 2672, $1.79: No 
2694, $2.50. 

Batteries.—Six or more assort- 
ments, to unit package. No. 935, Se. 
each net; No. $50. 9lec.: Tunesten, 
No. 705; 28%4c. each net; No. 7990, 
19%c.: No. 791, 1l7c.;: No. 700, 17c.; 
No. 703, 22c.; No. 750, 1ic. 


GARDEN TOOLS.—Of the many kins 
of merchandise that will be needed next 
year offered by the jobbing trade to- 
day, garden tools have sold the best, 
perhaps. That fact is explained by a 
special discount that was allowed on 
goods purchased un to Nov. 1. A 
goodly number of retail dealers hive 


not covered their requirements, how- 
ever. 

We quote from Boston jobbers’ 
stocks: 

Hoes.—Shank, 7'¥%-in., $9.15 a doz 
net: socket, Tle-in., $9.95: round top 
onion, $9.95: socket meadow, %-in., 
$11.49: Rhode Island shank, 9-in., 
$10) 11) eqerlet »] ] 4() 

Rob-s—licht steel. 12 teeth $4R0 
per aozen net: 14 teeth. $5.25: 16 
teeth, $5.76: regular garden, 12 teeth. 
$8 80: 14 teeth. $9.45: 16 teeth, $10.25: 
steel gpravel, 14 teeth, $11.05: 16 teeth, 

9 

Edgers.-- Turf, long handle, $10.90 

‘abel saat 


prey (1097 ! 
GAS PLATES.—With coal difficult to 
obta'n at any price, there is a gre ter 
demand for gas appliances, more par- 


ticularly gas plates. Prices for these 
plates have net changed during the 
past vear or So. 
\' ‘ ‘| ote Irom easton j by ‘ rs’ 
STOCKS 
Hot Plates. — (is black, on 
burner (small). $2.40 per doz n 
nickel, $1.20 each. with star burner, 
$1.80 Two burner, black, SiS, 
nickel, 33.96. Three burner, black, 
=° 76. mie ke l. e334. 


HARMONICAS. — Forward — boc ines 
for the holiday trade have been high'v 
satisfactory, say jobbers, and it is felt 
that additional good business will be 
placed before Christmas. 


HARDWARE AGE 


We 
stochs: 

Harmonicas. 
one doz on 

$4 per 


quete irom Boston jobbers’ 


assortments 
cards, .vw. 


Hohner, 
on display 
doz. 


of 
425, 
HEATERS. — Snappy mornings have 
materialiy helzed the sale of heaters. 


Many people unable to secure coal, or 
_able to secure only a limited amount, 


are nursing it aiong until the weather 
becomes more wintry, consequently are 
using heaters to warm up sleeping and 
bath rooms these frosty mornings. 


We quote from 3o0ston jobbers’ 
stocks: 

Heaters. — Universal line, No. 
£9953, plain standard, 12-in. bowl, 
lots of less than 3, $5 each net: lots 
of 3, $14.25 for the lot. No. E9955, 
fluted, 12-in. bowl, less than 3, $5.34 
each; lots of 3, $15.30 for lot. No. 

1 in. owl less than 


3, $5.65 each; lots of 3, $16.20 for lot. 
No. E9927, less than 3, $4.35 each; 
lots of three, $12.60 for lot. Tilting 
reflector, 10-in. bowl, in assortment 
only, No. 1 assortment, three heat- 
ers, one each royal blue, mahogany 
red, sage green, $10.50 per assort- 
ment; No. 2, three heaters, one each, 
old rose, ivory, French gray, $10.50. 


HOCKEY STiCKS.—Coole- days have 


speeded up buying of nockey sticks. 
Most of the jobbing trade say they are 
fairly well sold up now and that it wil’ 
be difficult to fill belated buying orders 
if they call for a variety of styles. 


We quote from Boston jobbers’ 
stocks: 

Hockey Sticks.—Boys’, white, $3 
a doz. net; boys’ special, $5; Ama- 
teur, $8; Championship, $11; special, 
$11. ° 

Pucks.—Standard makes, $2 a doz. 
net. 

Polo Sticks.— No. H, %5ec. a doz. 
net: No. G, $1.50: No. C, $3.75. 

LAMPS.—Gasoline lamps are selling 


every day and sales so far this year 
have been far above those for 1925. 
This style of lamp is not only popular 
in country homes, but city as well. 


We quote from Boston jobbers’ 
stocks: 

Lamps.—Gasoline, opal shade, $6.25 
each net: tan tinted shade, $7; green 
tinted shade, $7: half frosted globe, 
$6.50: Flemish brass fringe, $9: an- 
tique gold, $9.25: bracket lamp, $6.75; 
De Luxe, $14. 


METAL POL'SH.—AI! kinds and makes 
of metal polish are bevinning to attract 
more and more attention in the retail 


trade. Jobbers’ sales the past week 
were quite sizable. 
We quote from Boston jobber;’ 
stocks: 


Metal Polish.—Kimball line, No. 1, 


1%4-pints, white, $1.54 per doz. net; 
pints, $2.40; gallons, $14.40. Perfect 
line. jJe-pints, $2.10 per doz. net: 
rints $3.36: gallons, $18; Signet line, 


14-pints, $2 per doz. net; pints, $3.20; 
quarts, $6: gallons, $16. Clover, in- 
stantancous, %-pints, $2.50 per doz. 


net: pints, $4.20. Nobles. standard, 
n-0OZ%., 38d¢Cc. each list; 12-02... 75e.; 
quarts, $1.50: gallons, $4. Discount 
on case lots. 40 per cent: on gross 


lots, assorted, 40 and 10 per cent. 


'sereen doors. 





SCREEN 


ld : my ‘ - os 
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PENCIL POINTERS.—Although buy- 
‘ing is not active, there is a steady 


movement of pencil pointers out of job- 
b:ng stocks. Retail dealers are buying 
in a conservative way, but are keeping 
stocks liquid. Prices on pointers have 
not changed for a year or more. 


We quote from Boston jobbers’ 
stocks: 
Pencil Pointers.—Poston No. 


L, 
75c. each, net. Sharpeners, in leather 
case, $1.20 a doz. 


ROPE AND TWINE.—Jobbers’ prices 


on twine have been advanced slightly 
to conform with new lists issued by 
manufacturers. No change is noted in 
rope quotations. The demand for rope 
and twine is unusually good for this 


season of the year. 


We quote from Boston jobbers’ 
stocks: 
Rope.—Manila, 26c. per Ib., base; 


sisal rope, 204%c.; hay rope, 21c.; cot- 
ton rope, 46c. 


Lathe Yarn.—Sisal, C130, 20c.; D200 





2le, per Ib. 

Twine.—Hemp in %-lb. balls, No. 
12, 44c. a Ib.; No. 18, 38c.; No. 24, 
36c.; No. 36, 35c.; No. 48, 34c. In 


1%4-lb. balls No. 18, 40c. a lb.; No. 24, 
39e. On reels, No. 18, 40c. a Ib, Cot- 
ton marsac, three-ply, in 5-lb. sacks, 
No. 1, 55c. a lb.; masma, No. 2, 50c.; 
jute, in ™%-lb, balls, 29c. cable laid, 
No. 36, 82c.; marlin, two-ply, in 
1-lb. lots, 26c. a Ib.; in 50-lb. rolls, 
28c.; three-ply, in 1-lb. balls, 24c. a 
lb.; in 2-lb, balls, 2lc. 
DOORS. — Prices for 1926 
have been issued by manufacturers of 
They are about 10 per 
cent lower than those last quoted. 
SCREENS.—New prices likewise have 
been received on screens, which disclose 
a reduction of about 12% per cent on 
the average, contrasted with those for 


the past season. 

TRUCKS.—An improved demand for 
ash can trucks is reported now that 
New Engiand furnaces have’ been 


started and the taking out of ashes has 


become a household pastime. Prices on 
trucks have not changed in several 
years. 
We 
stocks: 
Trucks.—Ash can, standard makes, 
$30 per doz., net. 


WINDOW VENTILATORS. — This 


quote from Boston jobbers’ 


is 


_the season when the public will require 


window ventilators. Prices today are 
the same as those quoted a year ago, 
but jobbers say they would not be sur- 
prised if a change might be made in 
wooden ventilators, at least. ; 


We quote from Boston jobbers’ 
stocks: 
Window Ventilators.—Continental 


(wooden) No. B937. $4 per doz. net; 


No. V1537. $5.38. Diamond E (metal) 
No. 02, $4.80 per doz. net: No. 2, 
$5.60; No. 3, $6.40; No, 4, $8; No. 5, 
$8.80, 








balls, basket balls, 


sport. 


" 


“Put in a window—put on price tags and make them 
as low as possible, in order to compete with the drug 


store, before it is too late. 


OW is your time to advertise footballs, soccer 
everything 


tetailer, Wateh Out! 


business. 
and ice skates 


for inside 





goods department. 
Soon they will have fishing tackle, baseball 
all taken away from you. 
years you will be missing a good profitable line. 
“That’s why I say, do the best you can to sell sport- 


Don’t let them get away with your 


In a few 


ing goods in your hardware store.” 


“There are quite a few drug stores with a sporting 


(Signed) “RETAILER.” 
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on a fender! 

If you are skeptical about your 
ability to paint your car with Effecto 
Auto Enamel, just touch up some of 
those rusty spots on a fender. Then 
you ll begin to realize the possibil 
ties in one or two coats of EF 
the original automobile enamel. 

A few dollars’ worth of Eff 
several hours of interesting work 
twenty-four hours for drying 
make your old car look like ne 
Effecto is free owing and self-le 
ing. It dries without runs, laps 
brush marks. 

Effecto is not a paint, wax 
polish; it is made in eight populz 
enamel colors, Finishing (clear var 
nish) and Top & Seat Dressing: 
Sold by paint and hardware dealers. 
Free Quarter Pint Can of Black Effecto Enamel 


Send a dime to cover packing and mailing cost and we 
will send you a quarter pint of Black Effecto Ename! 
which you can try out on a fender or wheel. 

Free Effecto Color Card and Names of Local 


ealers Sent on Request 


If you wish a professional finishing job, your auto- 
mobile painter can secure the very best results with one 
of the several Pratt & Lambert automobile finishes. 


Pratt & LAMBERT-INC. 
''4 Tonawanda St., Buffalo, N. Y. 
In Canada, - Courtwright Street 
Bridgeburg, Ontario 


PRATT G LAMBERT 
VARNISH PRODUCTS 


ye the surface and 


oo save all 4 if > Marmes: 
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These two single col- 
umn advertisements 
are from a series ap- 
pearing this Fall in 
The Saturday Evening 
Post, American Maga- 
zine, Country Gentle- 
man and MacLean’s 


(Canada). 
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‘If my boy can do 
that with Effecto, 
I can paint my car!”’ 
Why not try it yourself? The 
next time you look at your car and 
decide something mustbe done about 
that seedy looking finish, just dip 
your brush in Effecto Auto Enamel 
and flow on one or two Coats. 
You’ll be agreeably surprised to 
nd how easily and smoothly Effecto 
pes on without runs, laps or brush 
arks. Free flowing and self-level- 
, it dries in twenty-four hours 
leaves a tough lustrous finish. 


ffecto is not a paint, wax or 
ish, but the orzginal automobile 
nel that will Wear longer than the 
ton most newcars. Sold ineight 
live enamel colors, Finishing (clear 
varnish) and Top & Seat Dressing, 
by paint and hardware dealers. 

Free Quarter Pint Can Black Effecto Enamel 


Send a dime to cover packing and mailing cost and we 
will send you a quarter pint of Black Effecto Enamel 
which you can try out on a fender or wheel. 

Free Effecto Color Card and Names of 
Local Dealers Sent on Request 

If you wish a professional finishing job, your auto- 
mobile painter can secure the very best results with one 
of the several Pratt & Lambert automobile finishes. 

Pratr & LAMBERT-INC. 
114 Tonawanda St., Buffalo, N. Y. 
In Canada, Courtwright Street 
Bridgeburg, Ontario 


PRATT & LAMBERT 


VARNISH PRODUCTS 


t the surface and 
you save all dary)em 


41064 
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Continued Expansion Marks Chicago 


Market—Prices Still Very Firm 


HE steady expansion of business and industrial conditions in 
the Chicago territory continues without interruption. 


wholesale distribution of all 


what ahead of this time last year, although the usual seasonal gain 
on some goods is not quite so pronounced as a year ago. 
the future outlook is considered very favorable as retailers’ stocks 


are generally light and turnovers 
The uniform upward trend of 


having a tendency to increase the amount of accounts outstanding, 
although collections are considerably better than in 1924. 

Prices on all items are very firm and while advances may be 
looked for on several of the more staple items, solder and linseed 
oil show the only advances for the week. Jobbers failed to take 
advantage of the recent manufacturers’ advances on steel sheets and 
roofing paper with corresponding increases and turpentine and 
alcohol show slight declines that are, however, considered only tem- 


porary. 
There is an improved demand 


try which has, in turn, produced a slight increase in output. Orders 
for structural steel is a noticeable feature of the situation. 


AUTOMOBILE ACCESSORIES. 
Sales are holding up well in spite of 
the colder weather. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each; A. C. Titan, d8c. each; lots of 
100, 56c. A. C. Special Ford, 44c. 
each. 

Spot Lights.—Anderson, No. 32809, 
$6.50. 

Horn.—A. A. Electric (Ford), $4 
each. 

Jacks.—National Standard No. 21, 
$1.20 each. 

Pumps. — Rose, 1'4-in. cylinder, 
$1.55. 

Chains.—-Non-skid, dozen pair lots, 
33144 per cent discount, 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 3% oversize 
cord tires, $12.55 each; regular cord, 
$8.60 each; gray inner tubes, 30 x 
3%, $1.80 each; red inner tubes, 30 x 
3%, $2.25 each. 

AXES.—There is a good seasonable 


demand and prices are steady. 

jobbers’ stocks, 
quality single 
to 4 Ib., $14 


from 
First 
axes, 3 


» quote 
f.o.b. Chicago: 
bitted unhandled 
doz. base: double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz, base: single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—tThere is a firm 
tone to the market and some advances 
are possible. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 50 per cent discount; small 
carriage bolts, rolled thread, 50-10 


per cent discount; machine bolts, cut 


thread, 50-10 per cent discount; 
small machine bolts rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—A heavy 


and steady demand continues as build- | 


ing operations are rushed ahead of the 
colder weather. 





(Chicago office of HARDWARE AGE) 


The 
hardware items is running some- 


However, 


are being made quickly. 
both retail and wholesale trade is 


reported in the local steel indus- 


quote from jobbers’ stocks, 
f.o.b. Chicago: 3144 x 3% steel butts, 
case lots, old copper and dull brass 
finish, $2.76 per doz. pair; 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, $3.84 per doz. pair; heavy steel 
bevel inside sets, case lots, $6.75 per 
doz.; steel bit-keyed front door sets, 
$1.75 per set: wrought brass _ bit- 
keyed front door sets, $3.25 per set; 
cylinder front door sets, $7.50 per set. 
| CHAIN.—Prices are unchanged and 
sales are fairly satisfactory. 
We 
f.o.b. 
chains, $8.50 per 100 lb.: Tenso, Bull 
| Dog and Brown coil chains, 50-10 per 
| 


stocks, 


quote from 
coil 


jobbers’ 
Chicago: j 


3%-in. proof 


cent discount. No. 00-414 electric 


welded cow ties, $2.75 per doz. 

COPPER RIVETS AND BURRS.— 
| Prices are steady and there is a good 
_ demand. 

We quote from _ jobbers’ stocks, 
| f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 

| EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales are normal and prices 
very firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bead lap joint 
gutter, 5-in., $4.30 per 100 ft.; corru- 
gated conductor pipe, 3-in., $4.75 per 
100 ft.; plain ridge roll, 1%-in., $4 
per 100 ft.; corrugated conductor el- 


bows, 3-in., $1.36 doz. 
ELECTRICAL AND RADIO MER- 
CHANDISE.—The demand is’ very 
good and prices are unchanged. 


We jobbers’ stocks, 
f.o.b. C 
Electrical 


| 
| 
i 
| 
| 


uote from 
icago: 
Merchandise. — 
rubber-covered wire, $8 per 
in 1000-ft. lots, $7.75; No. 
cords, $13.64 per 1000 ft.; in 1000-ft. 
lots, $13; %-in,. brush brass key 
sockets, 18c. each; two-way plugs, 
45c. each; in lots of 10, 40c. each; 
one-piece attachment plugs, 13c. 
each; two-piece attachment plugs, 
12c. each; dry cells, boxes of 50, 
30%c. each; less than case lots, 34c. 
each. 

Radio Suppties.—Radio B batteries, 
No. 766, $1.40 each; No. 767, $2.62 
each. 


No. 14 
1000 ft.; 
18 lamp 





| 
Battery Chargers.—Apco line, in 
lots of less than 10, $13.50 each, net. 
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Tubes.—Cunningham and R. C. A., 
$2.50 list. Discount, 25 per_cent.. 

Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 
per cent. 

FIELD FENCE.—The demand is all 
that can be expected at this time of 
year. 

We auote from jobbers’ stocks, 
f.o.b, Chicago: 726-6-1214, $29.02 per 
100 rods; 1848-6-141%4, $44.08 per 100 
rods. 

FILES.—tThere is a good, steady de- 
mand and prices are firm. 


We quote from _ jobbers’ 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 

GALVANIZED WARE.—Extreme low 
summer prices appear a thing of the 
past, as all distributors find they must 
pay higher prices to replenish their 
stocks, although resale prices have not 
been advanced as yet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.40; No. 2, 


stocks, 


$7.20; No. 3, $8.35; 10-qt. galvan- 
ized after made pails, $2.20; 12-qt., 
$2.45; 14-qt., $2.75; 5-gal. galvanized 


oil cans, galvanized breast, $7.50 doz.; 
144-bu. galvanized after made bas- 
kets, $4.75; 1-bu. galvanized baskets, 
$6.25 doz.; 1%-bu. galvanized bas- 
kets, $9 doz. 


GARDEN HOSE AND LAWN 
SPRINKLERS.—There is a noticeable 
letup in the amount of spring orders 
being placed, although there is still a 
fair volume of business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., 11%c. 
per ft.; %-in., 14c. per ft.; 5-ply, 
good quality, wrapped, %-in., 9c. per 


ft.; %-in., lle. per ft. Lawn sprin- 
klers, Rain King, $28 doz.; original 


fountain sprinklers, $8 doz.; Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—tThere is an ac- 
tive demand at the new high prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
28-in. bracket, 86 per cent discount; 
Single strength A, to 40-in. 
bracket, 83 per cent discount; single 
strength A, al] other brackets, 82 per 
cent discount; double strength A, all 
sizes, 83 per cent discount; double 
strength B, up to 60 in., 87 per cent 
discount, balance 85 per cent. Putty, 


pure grades, $3.75 per 100 1lb.; com- 
mercial, $3.40 per 100 Ib. 
HATCHETS.—Sales are showing a 


normal volume and prices are un- 
changed. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: First quality hatch- 
ets, No, 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 
HANDLED HAMMERS.—Sales_ con- 
tinue very active and prices steady. 
We 
f.o.b. 


from jobbers’ stocks, 

Vaughan - Bushnell, 
16-oz. nail hammers, $10.50 doz.; 
Maydole, $12.60 doz.; other makes, 
1§-0z. machinist hammers, $7.85 doz.; 
Competitive grade, 16-oz. nail ham- 
mers, $4.50 to $6 doz. 


HANDLES, AGRICULTURAL.—Sales 
are holding up well in spite of the late- 
ness in the season. 


quote 
Chicago: 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. 
chucked and bored, best grade, 
ft., $4.50 doz.; 5-ft., $5.50 doz.; 
41,,-ft., 1 doz.; 5-ft., $4.80 doz.; 
41.-ft., $2.40 doz.; 5-ft., $2.80 doz. 

Hay Fork Handles.—LBent, chucked 
and bored, best grade pi strap, 
ferrule and cap, 4'%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, bang strap, 
ferrule and cap, 4-ft., $5.50 doz.; 
44.,-ft., $5.75 doz.; XX bent, 4%4-ft., 
$4.50 doz.: 5-ft., $5.50 doz.; X bent, 
41.-ft., $3 doz.; 5-ft., $3.40 doz. 

Manure Fork. Handles. —Bent, best 
4-ft., $4.75 doz.; 4%, -ft., $5.10 
..: XX bent, 4-ft., $4.15 doz. : 41%,- 
, $4.40 doz.; X bent, 4-ft., $2.60 
41,-ft., $2.95 doz. 
rden Hoe mandies.—XX, 4'%-ft 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden Rake WHandiles.—XxX, 5'%- 
ft., $5.25 doz.; X, 51%%4-ft., $3.25 doz. 

Shovel Handiles.—Regular pattern, 
XX, 41%4-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.; D handle, best grade, 
$7.95 doz.; X grade, $6 doz. 

Spade Handles.—D handles, 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—There is a good, 
steady demand and prices are un- 
changed. 


We quote 
f.o.b. Chicago: 
Axe WHandles.—No. 1 


Straight, 
41% - 
XX, 

| a 


best 





stocks, 


$4 


from jobbers’ 


Hickory, 


doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 


Hatchet and Hammer WHandiles.— 
No. 1, 960c. doz.; finest second growth 
hickory, $1.50 doz. 
HINGES.—Prices are firm and sales are 
being placed in good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 8-in., $1.42; 
6-in., $1.60; 8-in., $2.70; 10-in., $4.30 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56: 10- in., $5. 10 


per doz. pair. 


ICE SKATES.—Sales are picking up | 


steadily as the season approaches. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Kev Clamp—Rocker, 
Men’s and Boys’, bright finish, 75c. 
pair; Half Key Clamp — Rocker, 
Women's and Girls’, bright finish, $1 
pair: Kev Clamp—Hockeyv, Men's and 
Boys’, $1.20 pair; Half Key Clamp 


Hockey, Girls’, $1.40 pair. 
LANTERNS.—Prices are firm and the 
demand is seasonably good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.: Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD “PRESSES AND SAUSAGE 
STUFFERS.—There is a slightly in- 
creasing demand as winter approaches. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 25, 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, S-qt., $8.67 each. 


LAWN MOWERS.—Buying for spring 
delivery continues to show a very sat- 
isfactory volume. 
We quote 
f.o.b. Chicago: 
Lawn Mowers.—16-in. 
o-knite ll-in wheels 
16-in. ball bearing, gg 
wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearings, 4-knife, 
9-in. wheels, $7.85 each; 16-in. plain 
bearings, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
&-in. wheels, $8 each: 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each 
NAILS.—Prices are 
the demand is steady. 


We 
f.o.b. 
$3.15 


from jobbers’ stocks, 
ball be aring, 

i oo) eat h; 
10% -in. 


unchanged and 


stocks, 
nails, 
coated, 
for 
l-in. 
than 


quote from jobbers’ 

Chicago: Common wire 

per keg base; cement 
$2.20 per keg base. The extra 
galvanized nails is now $2 for 
and longer, $2.25 for shorter 
l-in. 

OIL STOVES.—There 


is a noticeable 


HARDWARE AGE 


| increase in the volume of orders being 


placed for spring delivery. 


: , . 
These are list prices. Dealer’s dis- 


counts are noted after each group. 
Oil Cook Stoves 
PERFECTION— 
D Se we MIIOOR, occ ca canvcccccn teu 
| No. t. @ Sh... ccniessees Wee 22.50) 
ey ee? Oe CD. 6 cae cubenee ee 28.50 
| INO. Fo B DBUTMOTE. .ccccccovcccces 39.50 
Perfection dealer’s discount, 30 and 
| 5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
| PURITAN: (Improved Model)— 
mea. Ge B MOND s oc ccccccccscee $17.50 
a: 2 2, wccenswewce sete 22.50 
No. 44 4 ee ee 28.50 
Puritan discounts same as Perfec- 
tion. 
/'NESCO— 
a: mn eM... cccwnecweoses $9.50 
NO. ZIZ 3 DUFMeIS. ...ccccccccves 17.35 
Se £2 re 22.00 
ee: ee GS IO. 66 ccc ceccciss 28.00 
PEO. Bee © BURMOTE. 2. ncccsccvsee 39.50 
No. 1102 high shelf only........ 5.25 
| No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
| No. 1105 high shelf only........ 9.75 
Nesco dealer's discount, 30 and 5 
per cent. 
| Ovens 
PERFECTION— 
| No. 211 1 burner plain door....$2.50 
No. 211G 1 burner glass door.... 2.70 
| No. 121G 1 burner glass door.... 4.90 
| No. 122G 2 burners glass door... 6.00 
| > Fee eer 6.15 
Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent 
| PURITAN— 
No. 42G 2 burners glass door...$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door... .$2.10 
No. 5 1 burner glass door.... 2.25 
No. 010 1 burner solid door.... 4.15 
No 10 1 burner glass door.... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealer’s discount, 30 and 5 per 
cent, 
| Water Heaters 
a ee a ee $45.00 
Pareeeeeees FOO, Ghbccoccecsevens 40.00 
Perfection No. 421.....cccccccss 80.00 
Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 


less than 





cent in lots of 10 or more; 
10, 30 per cent. 
ye . 
Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 pen doz. 
and $48 per gross. 
Discounts same as on oil cook 
stoves, ovens and heaters. 


| 
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Casseroles.—Round, No. 167, $12 
oz.; No. 168, $14 doz.; No. 182, $12 
doz.; No. 184, $14 doz. 

Casseroles.—Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 ~— 

Tea Pots.—2-cup, $2.0 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 


Utility Pans.—No. 231, $8 doz.; No. 


232, $14 doz. 


ROLLER SKATES.—Prices are un- 


changed and sales are very good. 














PAINTS AND OILS.—Linseed oil ad- | 


vances 3 cents this week, while turpen- 
; tine and alcohol take slight drops. 


We quote from iobbers’_ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw. barrel lots, 
$1.10 per gal.; 5-barrel lots, $1.07 per 
gal. 

Linseed Oil.—Boiled, barrel lots, 
$1.13 per gal.; 5-barrel lots, $1.10 per 
gal. 

Turpentine.—Barrel lots, $1.29 per 
gal. 

Denatured Alcoho!l.—Barrel lots, 
§2c. per gal.; steel drums, extra, $6 
returnable. 

White Lead.—100-Ib. kevs, $15.25: 
50-lb. kegs, $7.75; 25-lb. kegs, $3.90: 
12%-lb. kegs, $2. 

Shellac. —(414-lb. goods), white, 
$4.25 per gal.; orange, $4.05 per gal. 


English Venetian Red.—In barrels, 
3.50 to $6.75 per 100 Ib. 





j 
’ 


Dry Paste.—LDarrel lots, 7'%4c. per 
lb. 
PYREX WARE.—There is a very sat- | 
isfactory volume of business being | 
placed at this time. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 


No. 214, $12 doz. 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair: for girls, 


Chicago roller skates 


pair; for girls, 
$1.40 per pair. 
ROOFING AND PAPER.—Jobbers’” 
prices are unchanged as yet, while the 
demand is reported as heavy. 


We quote from jobbers. stocks, 
f.o.b. Chicago: Best grade slate sur- 


$1.50 per pair. 
for boys, $1.30 per 


faced prepared roofing, $2.30 per 
square; best grade tale surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per square; light tale sur- 
faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 


ROPE.—tThere is a steady demand. No 
change in prices expected during 1926, 
though the market is strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 24%c. to 26%c. per lb.; 
No. 2 Manila, 23%c. per lb.; No. i 
Sisal, 17%c. per Ib.; No. 2 Sisal 
16%c. per Ib 


SASH CORDS.—The demand is steady 
and prices firm. 


We quote from jobbers’. stocks, 
f.o.b Chicago: No. standard 
brands, $8.55 per doz. hanks; No. 8, 


$10 per doz. hanks. 
SASH PULLEYS.—Sales are showing 
a very good volume and prices are un- 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz. 


SCREWS.—Prices show no change and 
a fair amount of business is being 
placed. 
We 
f.o.b. 
screws, 
round 
new list; 
cent new 


from jobbers’ stocks, 
Flat head, bright 
82-10 per cent new list; 
head blued, 80-10 per cent 
flat head brass, 76-20 per 
list; round head brass, 74- 
10-10 per cent new list; japanned, 
74-10-10 per cent new list. 


SOLDER AND BABBITT METAL.— 


quote 
Chicago: 


|The demand is good and prices higher 


and strong. 
We stocks, 


quote from jobbers’ 
50-50 


f.o.b. Chicago: Warranted, 
solder, $43 per 100 Ib.; medium, 45-55 
solder, $42 per 100 lb.; tinners’, 40-60 
solder, $41 per 100 Ib.; high speed 
habbitt metal, $20 per 100 Ilb.; stand- 
ard No. 4 babbitt metal, $13 per 100 Ib. 


STEEL SHEETS.—Jobbers have not 
yet followed the mill advance of last 
week. Sales are very good. 


We jobbers’ stocks, 
f.o.b. galvanized 
sheets, $5 per 100 Ib.; 28-gage black 
sheets, $4 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
Prices are firm, with a good, active 


quote from 
Chicago: 28 -fage 


demand. 

We quote from jobbers’ stocks, 
f.o.b Chicago: Sest full gage pipe, 
30 gage, 12c.; 28 gage, 13c.; 26 gage, 
15%ec. per joint. Corrugated elbows, 
20 gage, $1.20; 28 gage, $1.50 doz. 
Galvanized coal hods, 17-in., $5 doz. 


TRAPS.—Sales show a fair volume and’ 
are gradually increasing with colder 
weather. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 0, $1.10 doz.; No. 


1, $1.38 doz.; No. 1%, $2.44 doz.; No. 


2, $3.36 doz. 
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Why Not Suggest Grinders? 


During the approaching holidays many people 
are at a loss to know what to give their friends. 
Every family has tools, but comparatively few 
own a good tool grinder to keep tools sharp. Why 
not suggest 





Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and _ specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 








Cheney or Royal 
GRINDERS 


They are the most practical grinders made for 
home use—sell at moderate prices—are noted for 
their fast cutting and give long satisfactory 
service. Display them near your Cutlery and 
Edge Tools and each will help sell the other. 


S. CHENEY & SON 
Manlius, New York 
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November 5, 1925 


Business on Upgrade in N orthwest— 


Building Program Helping Sales 


(Minneapolis office of HARDWARE AGE) 

USINESS in the Northwest tributary to the Twin Cities con- 

tinues on the upgrade. The building program is one of the 

sustaining features of activities in this section of the coun- 
try. Building permits continue to run to high figures, and it ap- 
pears possible that last year’s totals will be far surpassed long be- 
fore the end of the year. General business is gaining from this 
source, aS many are finding continued employment in the building 
industries. 

Trade is showing the effect of the turn of the season. Retail 
stores, especially in the clothing line, have been extremely busy with 
sales. Hardware lines also have been in demand, with people has- 
tening the preparation of their homes for the winter months. 
Through it all runs the optimistic prediction of good business for 
the rest of the year, and still better business with the opening of 
trade in the spring. 

Prices are fairly stable, with very little signs of changes. Mer- 
chants are well stocked with seasonal merchandise, although the 
stocks are built more with a view to calling on the jobbers for re- 
plenishment than was the custom a few years ago. Collections are 
fairly good in smaller centers, ranging to mediocre in the larger 
cities. Retailers in large trade centers are making efforts to im- 
prove this part of their business. 


ASH SIFTERS.—Retail trade has not | 
shown any great activity yet. Stocks 
are ready for the trade, and prices are 


weather sets in. Stocks are being 
watched carefully for the approaching 
inventory time. 


—SSoaQSSS Sas 


steady. 

We quote from jobbers’ stocks, ( OA L HODS.—Fall sales are well 
t.o.b. Tom Cites: Wood equate, aah | started, with dealers well prepared for 
Siiters a «-;,; mMmetalilc rounds, oo, saci ° ° ° e 
and wood barrel at $6 per dozen, net. the usual fall buying in this line. 

— Prices are steady as quoted. 


AXES.—Demand is starting for the 
wood cutting season. Dealers are well 
prepared for the demand, with prices | 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 17 
in. coal hods at $3.60; 18 in. at $4.15; 
japanned funnel hods, 17 in., $4.50; 





holding steady. 8 in., $5.15; galvanized open, 17 in., 
We quote from jobbers’ stocks, $5; 18 in., $5.50; galvanized funnel, 
f.o.b. Twin Cities: Single bit base 17 in., $6.45, and 18 in., $7 per dozen, 
weight axes at $14.50, and double bit net 
a ca sate awae <« g 45( oo zen, - 
— weight axes at $19.50 per dozen are good, with 
ma) a & > > i S ; . ; 
BALE TIES.—Call is fairly good, and ete —o lia 
. ~ke « . _ . Petrnaec c , e quote rom jobbers SLOCKS, 
stocks are well filled. Prices show nO | f.o.b. Twin Cities: Cast iron, wood 
changes. | handle dampers, 6 in., ‘$1.40, and cast 
Ww quote from jobbers’ stocks iron, coil handle, 6 in., $1.20 per doz., 
a ina vig ggg wey net. 
f.o.b. Twin Cities: Single loop bale . : 
5 36 EAVES TROUGH CONDUCTOR PIPE 


ties, 91, x 14, $1.50; 91, xX 1d, $1.36; 


9% x 14, $1.53. 
BOLTS.—Demand is normal, with ample | 


AND ELBOWS.—Call for this class of 
material still continues to be good, with 
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assortments from which to draw. | gtocks ample to care for the needs. 
Prices are unchanged. _New and old work alike are still in 
We quote from jobbers’ stocks, | progress. Prices have not changed. 
fo.b. Twin Cities: Large and small ! ; 
carriage bolts at 50 per cent; large We quote from_ jobbers’ stocks, 
and small machine bolts at 50-10 per f.o.b. Twin Cities: Slip joint, 28 ga., 
cent; stove bolts at 75 per cent, and > In. single bead eaves — trough at 
lag screws at 60 per cent from stand- $6.05 per 100 ft.; 29 ga., $5.50 per 100 
ard lists. ft.; 28 ga., 3 in. conductor pipe at 
. : $5.40 per 100 ft.; 3 in. elbows, $1.73 
BRADS.—Sales are steady and good, | per dozen, net, 





FIELD FENCE.—Demand is fair, with 
stocks well filled. Fall sales have been 
good, and prices steady. 


with indications of further good busi- | 
ness. Stocks are ample for the call, 
with no change in prices. 


stocks, 





We quote from jobbers’ stocks, We quote from jobbers’ 
f.o.b. Twin Cities: Wire brads in f.o.b. Twin Cities: 26-in. L type field 
25-lb. boxes at 70-10 per cent from fence at $22.68 per 100 rods, net. 
list. rt . . : 
| FILES.—Sales are well distributed 
7 _ “*? 7 % 4 ’ “ . 
BUILDERS’ HARDWARE.—With the | over the entire field. Builders, shops, 


continued building program, the sales 
of finishing hardware are running to 
comfortable figures. This demand will 
probably keep up until the coldest | 


garages and factories are buying at an 
even rate. Prices show no changes. 


We from jobbers’ _ stocks, 
f.o.b. Cities: Best grade files 


quote 
Twin 


’ 
; 
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at 50 per cent, and second grade files 
at 60 per cent from list. 


GALVANIZED WARE.—Sales are 
running to good figures in this line. 
Tubs and cans are in demand, with the 
approach of the furnace season. Stocks 
are well filled, and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, $8; 
No. 9.20; heavy tubs, No. 1, 


$12.30: No. 2, $13.50; No. 3, $14.70; 
standard 10-qt. pails, $2.65; 12-qt., 
$3; 14-qt., $3.35; stock pails, 16-qt., 


$5, and 18-qt., $5.50 per dozen, net. 

GLASS AND PUTTY.—Sales have in- 
creased rapidly during the past two 
weeks. The sudden drop in tempera- 
ture caused a flurry of business, as 
homeowners and others rushed to re- 
pair storm sash and put them to work. 
Stocks are well filled, and prices steady 
and strong. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, 
single strength glass, 83 per cent; 
double strength, 85 per cent, and 
strictly pure putty in 50-lb. drums 
at 4.85 cwt., net. 


HAMMERS AND HATCHETS.—De- 
mand is fair for small tools, but shows 
the effect of colder weather, and the 
accompanying grading off on many 
activities. Stocks are well filled, and 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
earpenters’ hammers at $12.60; 
Plumb No. HFS81, $10.50; Plumb No. 

2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. claw, $12.50 
per dozen, net. 
LANTERNS.—Sales have run to very 
good totals in this line. Stocks are 


well filled, and prices unchanged. 


» 
9 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per dozen 
net, 


NAILS.—Demand is holding up re- 
markably well, with the amount of 
construction work which is in progress. 
Stocks are being graded down. There 
is no change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 


OIL HEATERS.—Oil heaters have 
been selling exceptionally well this 
year, with stocks well filled. Prices are 
steady and firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each, net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—tThis line of merchandise 
is no less a holiday line than many 
others. It offers an excellent oppor- 
tunity to the dealer to push sales as 
holiday presents. Stocks are being 
kept fairly heavy for this reason. 
Prices have shown no changes. 


Prices to retailers  f.o.b. Twin 
Cities: 
Oil Cook Stoves 
PERFECTION— 
PO Oe we MII ccc cccccsiseccoe $17.50 
INO. TS S DUFMOTSB.... cccccccrccce 22.586 
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An Acceptable Christmas Gift 














An Empress Auto Ash Tray, Sm 
packed in a Christmas box, = Bier 
provides an inexpensive gift nl * 
that will be appreciated by 
any motorist. This display 
on the dealer’s counter sells 
them without further sales 
effort. 


Write for Descriptive 
Folder No. L-AF33 





A combination ash receiver and 
match box holder far ahead in value 
of the usual type offered at this price. 
Made from heavy sheet brass instead 
of steel, it cannot rust. Finished in 
heavy, durable nickel plate. 


Beee BURR. oc ce ee ens $1.00 Each 
The display case, attractively printed in three colors in keep- 
Your Jobber Can ing with the Christmas spirit, contains ten ash trays packed 
Supply You. in individual gift boxes. 


BOWEN PRODUCTS CORPORATION, AUBURN, NEW YORK 
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The “Home Town” Customer 


very family 





The Smiths, Browns, Jones: 
in your town knows him. 


THE | 
A word from him means a whole lot, especially “ov 
when that word is “Perfect” and the product is | WIRE 0. 


rLOUIS, MO. 


Screen Wire Cloth. 


f ‘a 4 . . . ~ 

AINTED s¢Ret Because every home his family visits and every 
| \ . . . 7 . 

me family that visits his home usually bring up the 

subject of screens, 


They just can’t help advertising ““Perfect”— 
their Windows. Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your jobber. 





NE mn 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 


UL 1110111 








No. 74 ee 28.50 
No. 75 & burners..........+.++. 39.50 
Perfection dealer’s discount, 30 and 


5 per cent on lots of 10 or more; on 


less than 10, 30 per cent. 
PURITAN (Improved Model)— 


a oe Pi... ccsaxeeseoeee $17.50 
Tee, Ge BS SOOM. . occcccccscece 22.50 
Dem, GO © DOGORB. .cccccsecccces 28.50 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
a, 2. 2 en, .. eceseeesess $9.50 
No. 212 2 ee 17.35 
a mee me BNR. . cece veseccs 22.00 
No. 214 4 Es esccosevteos Be 
oo ee Be ER. cccecsceeveseu 4 39.50 
No. 1162 high shelf only........ 5.25 
No. 1103 high shelf onlyv........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealer’s discount, 30 and 5 
per cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door. . X nf 
No. 211G 1 burner glass door. 2.75 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door. = * 00 
No. 142G sae eo O0% 596 666084 0084S 6.1 5 


on 10 or more, 


Dealer’s discount, 
less than 10, 30 


30 and 5 per cent; 
per cent. 
PURITAN— 
No. 42G 2 burners glass door...$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 


NESCO— 

No. 05 1 burner solid door... .$2.10 
No 5 1 burner glass door.... 2.25 
No. 010 1 burner solid door.... 4.15 
No 10 1 burner glass door.... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 

Dealer’s discount, 30 and 5 per 
cent. 

Water Heaters 

PD. civseensennenssenteeseeees $45.00 
Perfection No. 412........--+0.- 40.00 
Perfection No. 421..........+.6- 80.00 

Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 

Rockweave Wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil cook 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—De- 
mand still is very good although weath- 
er conditions are not highly satisfac- 
tory for exterior work. Paint sales 
have been exceptionally good all dur- 
ing the summer and fall making a 
record year for the trade. 
holding firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade house 
paints at $2.80 per gallon in 1 gallon 


cans, and white lead in 100-lb. kegs 
at $13.83 per cwt., net. 
PAPER. — Building paper still sells 


well, and prospects are good for some 
time to come. Stocks are well equipped, 
and prices unchanged. 


We quote from jobbers’ stocks, 
fob. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 


at $3.25 cwt., and tarred felt at $3.35 


cwt., net. 
PYREX OVENWARE. 
well filled in preparation of the fall 
and holiday trade. Sales are normal, 
with no changes in prices. 





Service Plan Announced for 
Small Motors 


A new plan for servicing all frac- 
tional horsepower motors, whether sold 
alone or as a part of an appliance, has 
been 
Electric & Manufacturing Company. 

Under this service plan, 


motor becomes inoperative, the dealer | 
Reading matter continued on page 76 


announced by the Westinghouse | 
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We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: No. 113 casse- 
roles at $1.17; No. 197 casseroles, 
$1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c.; 
No. 12 tea pots, $1.67; No. 24 tea 
pots, $2, and No. 36 tea pots, $2.33 
each, net. 


REGISTERS.—Demand 
good, with stocks well filled. 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters at 20 per cent and steel regis- 
ters at 40 per cent from lists. 

ROPE.—Sales are normal for this time 
of the year, with stocks ample for all 
calls. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 26%c. Ib., base, and best 
grade sisal rope at 19%c. Ib., base. 


SASH CORD AND WEIGHTS.—De- 
mand still keeps pace with the building 
operations. Stocks are ample for the 
call, with prices holding firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%4c. lb.; second grade, 45c.; 
cast iron sash weights at $2.10 cwt., 
net. 


SCREWS.—Sales show no_ unusual 
features, the demand being steady and 
fair. Prices have not changed. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 75-25 per cent; flat 
head japanned, 65-25 per. cent; 
round head blued, 


70- 25 per cent; 
flat head brass, 70-25 per cent, and 
round head brass, 


; 70-20 per cent 
from lists. 


SIDEWALK SCRAPERS.—Retail 
sales are still light, but prospects for 
additional sales are extremely good 
at present. Stocks are full, with prices 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s  side- 
walk scrapers at $5 per dozen, net. 


SKATES.—Retail sales are showing 
real activity, with the coming of near- 
skating weather. Preparations are 
being made to open some of the large 
indoor rinks in a short time. Stocks 
are in place ready for the demand. 
Prices show no changes. 


is still very 
Prices 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Sterling half 
hockey shoes and skates, $4 pair; 
North Star aluminum finish’ tube 
skates and shoes, $7.25 pair; nickel 
finish, $8.25 pair; Nestor Johnson 
Flyer skates and shoes, aluminum 
finish, $5.50 pair, and nickel finish, 
$6.50 pair. 

SNOW SHOVELS.—Fall sales have 


not yet started, but stocks are ready 


for the first real snow of the season. 


are 


in case a. 


Prices have not changed. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Wood snow shov- 
els, $19; steel blade, straight han- 
dle, $4. 50; galvanized steel blade, D 
handle, 15% x 17, $10.80, and 16 x 

, $11. 50 per dozen, net. 


SOLDER.—Demand shows the slacken- 
ing of the end of the season. Stocks 


Prices are unchanged. 
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are ample for the call, and prices 


steady. 

We quote 
f.o.b. Twin Cities: 
and half solder at 4lc. 
——— and half solder at 40c. 
ne 


STEEL SHEETS.—Sales are lighter, 
with stocks being graded down for the 
close of the season. Prices have not 


from jobbers’ stocks, 
Warranted half 
lb. and _ 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black _ steel 


sheets at $4.25 cwt., base, and gal- 
— steel sheets at $5.35 cwt., 
ase. 


STEEL TRAPS.—Retail sales of traps 
has started, though not very heavy 
yet. Stocks are well filled, with the 
anticipation of a good trapping year. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Victor, No. 0 
ert at $1.10; No. 1, $1.38; No. 1%, 


2.44; No. 2, $3.36. Oneida jump 
traps, No. 0, $1.59; No. 1, $1.83; No. 
1%, $2.81 per dozen, net. 

STOVE BOARDS.—Call ffor_ stove 


boards has been fair, with ample stocks 
on hand. Prices show no changes. 


uote from jobbers’ stocks, 
ities: Crystallized stove 


boards, 28 x 28, $16.95; 30 x 
$19.70; 36 x 36, $27.45 per dozen, 
net. 


STOVE PIPE AND ELBOWS.—De- 
mand has been heavy for the past two 
weeks with the stove season coming 
on with a rush. Stocks are still good, 
with prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform, blued, 
28 ga., 6 in., knocked down stove 
pipe at $14. 75 per 100 lengths; com- 
mon iron corrugated elbows, in., 
$1.30, and adjustable charcoal iron, 6 
in. elbows at $2.05 per dozen, net. 

STOVE SHOVELS.—Sales are good, 
with ample stocks in jobbers’ and 
dealers’ hands. Prices have not 
changed. 

We quote 
f.o.b. Twin Cities: 
stove shovels, 50c.; 
$1.55; Jumbo, Jr., 
dozen net. 

WHEELBARROWS.—Demand is de- 
creasing, both from the home owner 
and the contractor. Stocks are being 
graded down for the end of the season, 
with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted bar- 
rel type tray wheelbarrows at $36.50 
doz.; No. 2 tubular barrows at $7.33 
each, and No. 1 garden barrows at 
$6.25 each, net. 

WIRE.—Call for fence wire is fairly 
good, showing improvement over last 
year by a good margin. Stocks are 
ample for the demand. Prices have 


not changed. 
We quote 


from jobbers’ stocks, 
Japanned 14% in. 
Jumbo, 21% in., 
14 in., 85c. per 


from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80-rod spool; 
galvanized cattle wire at $3.21 per 
$0-rod spool; galvanized hog wire at 
$3.43 per 80-rod spool; smooth black 
wire No. 9, $3.25 cwt., and galva- 
nized smooth wire No. 9, $3.70 cwt., 








from whom the appliance was pur- 
chased should first be notified. Dealers 
who sell these appliances are generally 
equipped to take care of service and 
repairs to Westinghouse small motors. 
In case the dealer cannot make the 
necessary repairs, the motor will be 
shipped direct to the nearest Westing- 
house service shop. All Westinghouse 
service shops have a supply of stand- 
ard renewal parts, so that in practi- 





cally all cases repairs can be made 
without delay. There are twenty-seven 
of these shops, located in principal 
cities of the country. 

A nominal charge is to be made for 
all motor repairing, plus the cost of 
new parts. This will not include, of 
course, motors returned within the 
guarantee period, unless evidence indi- 
cates they have been carelessly han- 
dled or overloaded. 
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Pipe Couplings 
Scratch Brush Wire 


Rivets 


Roofing Nails 








2 : 
BRIDGEPORT, CONN. 


Trade Mark 


THE BRIDGEPORT SCREW CoO. 


Bridgeport, Conn. 


Representatives: 





Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
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Do You Know pane “Straight-Line” Pumps? 


Every progressive merchant should devoted exclusively to Deming 
be informed of the exceptional fea- \ . “Straight-Line” Pumps and Water 
tures of Deming “Straight-Line” Systems. 

Pumps. The “Straight-Line” bear- 












The wide range of sizes and capac- 


er is illustrated in the view at the 
lower left. Side play of piston rod 
is IMPOSSIBLE. “Straight-Line” 
Pumps will last indefinitely without 
wear at this point. 


The complete set of renewable 
die cast bushings furnished on all 
“Straight-Line” heads is illustrated 
below. Note hole for dowel pin 
in flange of pinion shaft and crank 












ities of these pumps operating by 
hand, windmill, gasoline engine, or 
electric motor, offer an unlimited 
market for sales. 


Sell Deming “Straight - Line” 
Pumps. You can depend on them 
for steady business building! 


THE DEMING CO. 









shaft bushings to retain them. 


Other features are fully described 
and illustrated in a special catalog 


Est. 1880 
Salem Ohio 
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Satisfactory: 


Collections Are Better: 
Christmas Goods Active 


CTOBER sales volumes 


showed definite increases 


over business done in this territory for the same 


month of last year. 
from 
jobbers. 


The increase has been estimated 
to 15 per cent by different New York hardware 
All agree upon the improvement. 


Collections have been improving in the last ten days. 
Previous to this time credits were tight and collections 


slow. 


Jobbers are finding it easier to close up old accounts 


and report an easier money situation in this market, though 
they say there is still room for further improvement. 
Christmas merchandise is very active in a wholesale 
way. Dealers are taking shipments of electric toy trains, 
general toy lines, tools and other hardware in special holi- 
day packages and kindred suitable merchandise for use 


in holiday selling campaigns. 





Some Radio Declines 


Reported in N. Y. 


Hardware jobbers selling the Metro- | 
politan trade report some declines on | 


radio sets and on certain accessories. 
Some of these lower prices were put in 
effect during the summer. Prices quoted 


here are representative of current local | 


offerings. 
in a satisfactory manner. 
pear adequate. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Radio Receivers 


Stocks 


Chelsea, 5-tube R. F., $29.75 net; 
Chelsea 6-tube, R. F., $37 net; Chel- 
sea, 5-tube with built-in spe ake r, $75 
net to dealers. 

Gilfillan Neutrodyne, GN 1, 5-tube 
model, list price, $150; dealer’s dis- 
count, 40 per cent. Same, GN 2 
model, list price, $120; dealer’s dis- 
count, 40 per cent. Same, GN 3, 
4-tube model, list price, $65; dealer’s 
discount, 40 per cent. 

Loud Speakers 

Dymac, micrometer, volume con- 
trol, $5. 10 each. 

K-E, list price, $10.80. 

Spartan, adjustable, $6. 

lovmac, loud speaker unit, $2.95 
each. 

Phonograph attachment, adjust- 
able loud speaker unit. Spartan 
brand, list price, $4.50. 

Radio Phones 

Spartan head phones, $3.00. 

Dvmac, No. E-103, $2 each; No. 
G-72, $3.25 each. 


Manhattan head phones, $4. 


Radio Accessories 


Tubes, $1.75. 

Battery chargers, Tungar, $13. 

Hivdrometers, 50c. each. 

Ground clamps, copper, 6c. each. 

Window lead-in strip, 10c, each. 

Lightning arrester, 23c. to  25e. 
each. 

Mica condensers, 0.00025 
l5ec. each: 0.001, 18¢e. each; 
each: 0.006, 36c. each. 

Porcelain insulators, 4-in. brown 
enamel, 10c. each; same, knob type, 
2c. each. 

Pyrex insulators, list 
each; dealer’s discount, 3314 
Pacent plugs, 22c. each: same, 
matic type, 52c. each. 

Radio plugs, in carton lots only, 
20 plugs to a carton: list price, 65c. 
each: dealer’s discount, 40 per cent. 

Grid Leaks, Megohms, 1%, 2, 3 and 
4 are all 9c. each. 


and 06.001, 
0.002, 22c. 


price, 45c. 
pe r cent; 
auto- 
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Sales are beginning to come | 
ap- | 








Turnbuckles, 3-in., 6%,.c. each; 4-in., 
Tle. each. 

Blow torches, Midget, 33c. each; 
Handy, 50c. each: improved auto- 

matic, $1.10 “a. and Spartan, $1.40 
each. 


Battery harness, 70c. each. 
Radio antenna outfit, $1.90 each. 
Talking tape, 52c. each. 
Ammeters, 0-35 amps., 50c. each. 
Voltmeters, O-35 volts, 70c. each. 
Combination meter, O-50 volts, $1 
each. 
Acid-proof battery tray, holds bat- 
teries up to 100 amps., 35c. each; 
holds battery up to 150° amps., 50c. 


each. 

Aerial wire, in 100-ft. coils: 14 
gage, solid copper, 34c. each; 7/22, 
stranded, plain copper, 45c. each; 
7/22 stranded, tinned copper, 55c. 
each; rubber covered wire, 85c. each. 


Batteries—A, B and C 
Eveready “A,” storage battery, 90 
amps., $13 each; 110 amps., $15 each. 
Batteries, No. 6, dry cells, ignition 


type, 26c. to 29c. each. 

Radio “B”’ batteries, unit package 
quantities, No. 766, $1.30 each; No. 
764, $1.14 each; No. 767, $2.44 each; 
No. 772, $2.44 each; No. 770, $3.09 
each. 

Radio “C’”’ batteries, No. 771, 39c. 
eac 


Weatherstrip M Most Active: 
Prices Are Holding 


All kinds of weatherstrip is in heavy 
demand throughout the New York 
wholesale hardware market. This has 
been a particularly good year for the 
sale of this material, and prices appar- 
ently have been very uniform through- 
out this market. Current quotations 
are also holding, and at the present 
time there is no fear of a stock short- 
age. 

JOBBERS’ tpt Mage mo RE- 
TAILERS, F.O.B. NEW 

Wirf’s weatherstrip, 
to the reel, maroon, 
white, $35 per reel. 

Nero weatherstrip, in 
Maroon, $21 per reel 
100 ft. 

Me ey weatherstrip. in 100 ft. 
rolls; No. 0 and No. 1, $1.80 per roll; 
No. 1%, $2.55 per roll and No. 2, 
$2.90 per roll; No. 4, $3.60 per roll. 
and No. 7, $4.35 per roll. 

Metallic weatherstrip, in 100 ft. 
rolls; No. $2.15 per roll; No. 39, 

2.55 per roll, and No. 40, $2.90 per 


ie wy 500 ft. 
7 50 per reel; 


500 ft. reels; 
or $4.20 per 


weatherstrip, in 100 ft. rolls: 
No: 18. $2.35 per roll: No. 19, $2.75 
per roll, and No. 20, $3.75 per roll. 
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Linseed Oil Declines in 
New York Area 


Distributors report a decline of 8/10 
cents on linseed oil. New prices in 
lots of less than 5 bbl. is 13.8 cents per 
lb., the equivalent in cents per 7% Ib. 
gallon, $1.03%2; in lots of 5 bbl. or 
more, 13.4 cents per lb., equivalent in 
cents per 7% Ib. gal., $1.0042. Calcutta 
linseed oil in barrels, 16.1 cents per Ib., 
equivalent in cents per 7% lb. gal., 
$1.20%. 

Boiled oil, 4 cents extra per lb.; dou- 
ble boiled oil, 5 cents extra per lb., and 
oil in half barrel lots, 7 cents per Ib. 
additional. 


Game Traps in Demand on 
Long Island, Ete. 


On Long Island, northern Jersey and 
in many up-state towns, there has been 
a very active wholesale demand for 
game traps. Prices have been steady 
and stocks are apparently ample for 
current needs. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 

Game traps, Victor, with chain, 


No. 0, $1.10 per doz.: No. 1, 
doz.; and No, 2, $3.36 per doz. 


Same, without chain, No. 0, 85c. 
per doz. No. 1, $1.10 per doz.; No. 
2, $2.93 per doz. 

Jump traps, with chain, No. 0, 
$1.59 per OZ; No. 1, $1.83 per doz.; 
and No. 2, $4.39 per doz. 

Same, without chain, No. 0, $1.22 
per doz.; No. 1, $1.40 per doz.; and 
No. 2, $3.72 per doz. 


Ash Cans Selling; 
Talk of Advance 


Ash cans have been very active since 
the early part of October. In line with 
the strengthening of galvanized sheet 
prices there has been some talk of 
higher prices on ash cans. There ap- 
pears to be a difference of opinion on 
this, however. Stocks are satisfactory. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YOR 


Ash cans, galvanized, 
2 ; No. 0180, 2.30 
, $2.70 each; No. 0300, $1. 65 saan: 
0500, 


a 


No pence $1. 90 each and No. 
$2.10 eac 
alison ath sifters are being quoted 
at $1.95 each. 
Moore’s handy truck is being 
in lots of 3 or 


quoted at $2.25 
cach 


and 
more, $2.10 each. 


Axes Are Selling Outside of 
City 

Outside of New York City there has 
been a very active demand for axes. 
Both the consumer and retailer have 
been placing good aggregate orders. 
Prices are holding throughout the city 
and stocks are satisfactory, according 
to reports. The high price and scarcity 
of coal has made a good market for 
buck saws in the rural districts of this 
territory. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Axes, . Island pattern, 2% to 
3 Ib., $1.69 each; Connecticut pat- 
tern, 2% > 3% Ib., $1.70 each; 3 to 4 
lb., $1.75 each, and 4 to 5 Ib., $1.81 
Columbia ee 3% to 4% 
+ a “85 each, 
Kentuc ky 
pattern, 3 to 4 Ib., $1.45 each; 4 to 5 
Ib., $1.58 each. 
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The Toolroom 
WRENCH 


Coes Steel-Handle Wrench 
is “The toolroom wrench” 
in thousands of machine 
shops. 


When applied to a nut it 
quickly removes it— 


When the nut is examined 
it shows that the COES 
does the gripping without 
slipping—time is saved as 
well as the nut. 


Sizes: 6” to 21”. 


‘ 


Your Jobber will supply 
you. 





COES WRENCH CO. 


“In Business Since 1841” 


Worcester Mass. 


Selling Agents 


5. ©. Bea Re es @ Gu. nw ccccess 29 Murray St., New York 
JOHN H. GRAHAM & CO....113 Chambers St., New York 
FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 

















TREMONT 


Proved Best by 
Actual Test 


Tremont Hardened Steel Cut Nails 
are cut from high carbon steel that 
by actual laboratory test contains an 
exceedingly small percentage of im- 
purities. This metal is rust resisting 
to a remarkable degree and will not 
bend, crack or twist while being 
driven. 


Tremont Nails are scientifically de- 
signed to shear their way into the 
wood in a manner that insures a 
strong, permanent grip. They are re- 
markable for their strength of head, 
an important feature in the con- 
sideration of the quality of cut nails. 
A these mechanical’  superiorities 
make admirable selling arguments 
and in the actual use of the nails 
themselves assures the customer 
satisfaction that is so necessary to 
the welfare of your store. 








Sell the Tremont Brand 





Tremont Nail Company 
205 Lincoln St., Boston 


NAILS 








Genuine Armstrong 


Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and efh- 
ciency in operation. 





All genuine Armstrong stocks and dies 
bear this trade-mark: 





“<u 


Be Sure You Get the Genuine 


The Armstrong Manufacturing Co. 


Bridgeport, Conn. 














Swivel 
Base— 
Anvil 
Type 
Weight 
19 Ibs. 


Only One of Many Vises 


Mr. Dealer, while we have been telling 
you about the desirable features of our 
Radiovise, don’t forget that it is only one 
of many vises in the big Rock Island line. 
We can supply you promptly with a type 
and size of vise for every service and you 
can rest assured of the quality and per- 
formance. 


Rock Island Vises sell on sheer merit. 


Type andSitze 
for kvery Service 
Write us for catalog and prices. 


Rock Island Mfg. Co. wee st te 
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Wholesalers Expect Continued Improvement 


in Pittsburgh—Prices Tending Upward 


(Pittsburgh office of HARDWARE AGE) 

ARDWARE business not only maintains its recent betterment 
H in this area, but it now looks as if the improvement was go- 

ing to last, for all events of the week in connection with prices 
have been of a kind that are encouraging to freer buying. Steel and 
almost all base materials are pointed upward in price, and whether 
this immediately means higher prices for the manufactured articles 
or not, it certainly indicates that lower prices are not likely and that 
assurance is usually productive of better buying than there is when 
there is any uncertainty about price maintenance. Spelter prices 
have climbed 3c. per pound above the low levels of the midsummer 








and with the present price above 9c. per pound there is serious con- | 


cern among those using this metal as to how they can continue to — 


manufacture goods profitably except at higher prices. It looks very 
much as though galvanized wire, tubs, pails and galvanized ware 
generally would go up 5 to 10 per cent before long. The general 
steel market appears on the verge of higher prices, because there 
has lately come a very complete realization that nobody benefits 
from competition of the sort that there has been for the past several 
months, which was based on the theory that the fuller the productive 
capacity was engaged the lower the unit cost and hence a mad scram- 
ble to secure business sufficient to insure capacity operations. Busi- 
ness in steel has been gaining steadily over the past three months and 
now that the manufacturers are more comfortably fixed as to order 
books they sense that this is the time to restore prices to more re- 
munerative levels, and with the demands so great from so many im- 
portant consuming industries, there is not much doubt as to the suc- 
cess of the step. Already the danger of a shortage of hard coal is 
so great that there has been a demand for coke that has carried the 
price from about $3 a ton at the Connellsville ovens to $9 for run of 
over 48-hour coke. This will have an important bearing on the 
price of pig iron and must influence the price of soft coal and that 
means that steel-making costs must advance. It is no time for dis- 
tributors of hardware to be without fair-sized stocks, for unless 
there is an early settlement of the hard coal strike, a good many 
things can happen that would make present prices look pretty low. 
We are not preaching booms, but when there is a flurry in the steel 
market, it usually does not confine itself to that industry alone. 

Very steady demand is noted for heating equipment and for those 
articles that help to make homes cold-weatherproof. The hunting 
season is on full blast and there is a demand for guns and ammuni- 
tion that is not easily satisfied. Here, as with a good many seasonal 
items, there is very little inclination on the part of retailers to have 
much of a stock until the demand has arrived, and since manufactur- 
ers are not prone on account of recent experiences to build up stocks, 
there is the devil’s own time trying to get goods as fast as they are 
wanted. Automobile tires have jumped 15 per cent further and 
tubes 20 per cent. New prices for screen doors and windows are 
out and show slight reductions as compared with those of the past 
season. As stated in these columns early in October, rope prices 
for the next 60 days will be the same as those for the past two 
months. Window glass prices have begun to respond to the big de- 
mand there has been for several months that has created a general 
shortage and a real scarcity of some sizes; discounts have been cut 
14 to 1 per cent, effective Oct. 28. Collections are better but not yet 
really good. 


Reading matter continued on page 80 





AUTOMOBILE ACCESSORIES.— 
There has been some pickup in busi- 
ness, notably in those lines seasonal to 
this time of the year. Alcohol is mov- 
ing in volume much earlier this year 
than it did last year and prices are 
expected to reach very high levels this 


winter. The local price is 63c. per gal. 
in 5-drum lots. 
Prices from jobbers’ stocks, f.o.b. 


Pittsburgh, follow: 

Spark Plugs.—A. C. plugs, lots of 
less than 10, 65c. each; lots of 10 to 
49, 58c.; lots of 50 to 99, 55c.; lots of 
100 to 200, 57c.; lots of 300 or more, 
47c.; A. C. plugs, No. 1075, for Ford 
cars, lots of less than 10, 49c.; lots 
of 10 to 49, 44c.; lots of 50 to 99, 42c.; 
lots of 100 to 200, 39c.; lots of 300 or 
more, 37c. 

Motor Meters.— Standard makes, 
lots of less than 10, 25 per cent off 
list; lots of 10 to 19, 30 per cent off 
list; lots of 20 or more, 37 per cent 
off list. 

Horns.—Spartons, single lots, 33% 
per cent off list; list and over, 
40 per cent off list; $90 list and over, 
40 and 5 off list. 

Windshield Cleaners. — Trico, uni- 
versal automatic cleaners, $3.25 each. 

Jacks.—Millers Falls, No. 145, $3.75 


each. 
Pumps.—Anthony line, $2.20 each. 


AUTOMOBILE TIRES AND TUBES. 
—All manufacturers as of Oct. 20 ad- 
vanced tire prices 15 per cent and tubes 
20 per cent. On some makes the ad- 
vance was effective immediately, but 
others gave the trade a few days’ 
grace at the former prices. The price 
of crude rubber is down from its lofty 
peaks of the midsummer, but tire mak- 
ers are well out of low costing rubber 
stocks and must now base prices on the 
basis of today’s rubber prices. Dealers’ 
prices on standard makes of tires and 
tubes as handled by the hardware trade 
follow, terms being no tax, 2 per cent 
off 10 days: 


Clincher Fabric . 


DME. ctcnewnseedndseonsinceee $7.00 
Clincher Cord 
SP: citccceusinweneeaenell $9.45 
50 x 3le-in., extra size........... 14.45 
Straight Side Cord 
Gray Tubes, 

Each 
30 x 3-im........ Not Made $2.00 
Pe MD. ct ecw veer $16.80 2.30 
33 x Bte-im..... cece 18.25 2.70 
2 OS See 19.30 3.35 
gS eer 22.00 3.55 
Ser 22.70 3.68 
OE 23.50 3.65 
oe ee Beco wccssves 29.80 4.30 
BS KX S5OHIM. ww ccc ceee 30.50 4.45 
34x 4%4-in.......... 31.20 4.60 
CE ee 32.85 4.85 
Pn ccceetuenet 39.15 5.45 
er a ivtiasceocaceee 40.70 5.80 

Balloon Type Cord Tires 

Interchange- 

able with 

Tube Present 
Used SS Tire Price 
31x4.40SS 31x4 30x3% $18.15 
32 x 4.95 SS 32x4 3l1x4 24.40 
33 x 4.95 SS 33 x 4 32x 4 25.15 
34x 4.95 SS 34x4% 33x4 25.80 
33x 5.77SS 33x 5 32x4% £36.75 
34x 5.77SS 34x5 33x if 87.80 
35 x 5.77SS 35 x 5 34x4 38.95 
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Good Hardware 
Stores are Dis- 
playing EASY-SET Fix- 
tures in their Windows 


Hardware stores can make Thteodeenmemneee- | 


pears in Woman's 
Home Companion 


large and continuous profits and Good House 
through the sale of “Easy-Set”’ — 
Chinawyte bathroom fixtures. 
Progressive stores throughout 
the country are using window 
displays to hook up with our 
national advertising cam- 
paign, which ts creating an 
ever-increasing demand for 
these beautiful accessories to 
the modern bathroom. 













‘“‘Easy-Set”’ fixtures are easily 
sold because of their incom- 
parable quality and the unique 
method of attachment, which 
permits of their being lifted 
from the wall and washed. 





kee SELLING 
kd mt ,* . 


YOUR customers know that 
Faultless Casters save their 
energy and preserve their 
floors. The Faultless Caster 
Chart gives the size, style and 
price —and the sale is made. 


J. H. BALMER CO. It’s the easy sellers that pay! 


259-267 Plane St. Newark, N. J. 
FAULTLESS CASTER CO. 
—) . jl € G« EVANSVILLE ~ INDIANA — 
SAS Y-SeT NOELTINC 
FAULTLESS CASTERS 


H hite China Bathroom Fixtures Makers of Quality Casters for a Third of a Century 





Catalog on request. 





a 
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Balloon Cord Tires | 


3alloon 
Gray Tubes, | 
Each 
EE ee $15.00 $3.25 
ff = o Se 20.20 4.10 
i i cdssdevce 22.25 4.10 | 
i es ceeeeees 22.95 4.15 
en Oe ee Ee 6s eceece 23.65 4.20 | 
De TE Be ccc cccves 25.45 4.45 | 
Oe Ge Eibcccccvces 26.15 4.55 
Be X 6.77 BS... 2.000. 29.80 5.20 
eo ee so 66 cee ss 32.05 5.40 
ee SP Es cv cove ws 31.20 6.35 
 - 2s ee 34.15 6.95 
33 X ae 4 de asda aceatell 35.30 7.25 
C—O ee 44.40 7.45 
34 x 7. 30 Ss coeuneaes 45.10 8.45 


BATTERIES.—There is no letup in the | | 
demand and prices are holding firm. 


Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 


Packages Packages 

Each Each 
C—O $1.05 $0.97 
i eee ee 1.32 1.22 
i See 1.22 1.14 
Sl ree 1.40 1.30 
3 eee 2.62 2.44 
 ', arenes 2.62 2.44 
C—O 3.3: 3.09 
3. ar .42 3 


No. 6 dry cells, ignition type, 29c. 
each in full packages; 30c. each for 
broken packages. 

BOLTS, NUTS AND RIVETS. 
stantial advances have been announced | 
by makers of large rivets, which for 
months have been selling at low and 
unprofitable prices. New mill bases 
have been announced of $2.60 base, per 
100 lb. Pittsburgh; $2.70, Cleveland, 
and $2.75, Chicago; these prices repre- 
senting advance of $2 to $5 a ton over 
what was done during the worst of the 
competition for business. An advance | 
of about 5 per cent also has been made 
in cap and set screws and meanwhile 
factory bolt and nut prices are firmly 
held. It certainly does not look like 
lower resale prices in the near future 
than now prevail. 

We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 


50 and 10 per cent off list; all sizes | 
cut threads, 50 per cent off list: car- | 














tte 


riage bolts, small rolled threads, 50 
per cent off list: all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. off list; ¢.p.c. 
and t. blank or tapped, 3.35c. off list: 
rivets, small wagon and tinner’s, 60 
per cent off list. 


GUNS AND LOADED SHELLS.—Job- | 
bers here are having a hard time to get | 
goods as promptly as they are wanted. | 
This is the result of the fact that there | 
has been no stocking to speak of and | 
with the hunting season on in full blast 
a 
it is beyond the power of manufactur- | 
ers to fill all orders in full and make | 
quick deliveries. 

HEATING EQUIPMENT.—Strong de- | 
mand exists for heaters and all other 
articles of an accessories character. 
Jobbers quote: 


| 
| 
| 
} 
i 


New Company Is Formed to | 
Make Brass Fittings | 


The Mount Morris Valve Corpora- 
tion, Mount Morris, N. Y., has been 
incorporated under the laws of New 
York State, by Lawrence Bellinger and 
associates. Plans are under way for 
the erection of a local plant for the 
manufacture of brass valves and fit- 


tings. | 
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' year. Some real prices are being ob- 


_ two months. 
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Coal Hods.—Japanned, No. 5, 16- 
in., $6.80 per doz.; 17-in., $7.20; galva- 
nized, No. 10, 16-in., $9.30; 17-in., 
$10; 18-in., $11; 20-in., $15; galvanized, 
extra heavy, 17-in,. $15; 18-in., $16; 
galvanized funnel top, 16-in., $12; 
17- -in., $13. 
stamped sheet steel, 
japanned, flat handle, $1 per doz.; 
round handle, japanned, $1.30; galva- 
nized, $1.70. 

Stove Boards.— Wabash, No. 9 
square, paper lined, crystallized, 18 
x 18 in., $12.50 per doz.; 24 in. x 24 in., 
$15; 26 in. x 26 in., $16; 28 in. x 28 in., 
$19; 30 in. x 30 in., $21.60; 32 in. x 
32 in., $26.40; 35 in. x 35 in., $32.40; 
No. 3 square wood lined crystallized, 
24 in. x 24 in., $25.20; 26 in. x 26 in., 
$30; 28 in x 28° in. $36; 30 in. x 30 in., 
$40; 33 in. x 33 in., $48; 36 in. x 36 
in., $58. 

Gas Connections.—Lead, 12-in., 50c. 
each; 18-in., 60c.; 24-in., 70c.; 30-in., 
SOc.; 36-in., 90c.; 48-in. "$1.10: 60-in., 








$1.50; gas tubing, flexible steel, 3-ft. 
20c. each; 4-ft., 26c.; 5-ft., 32c.; 6-ft. 
40c., 

, 0/16-in. 
thick, 18 x 20-in., 32c. each; 18 x 30- 
in., 48c.; 20 x 30 in., 56c.; 22 x 30-in., 
60c.; 24 x 30-in., 70c.; %-in. thick, 
10 x 40-in., $2.20; fiber, %-lb. pkgs., 
$5 per doz.; %-lb. pkegs., $10; paper, 
l4c. per Ib. 

Stove Pipe and Elbows.—Polished 
blue nested stove pipe from Pitts- 
burgh warehouses, No. 28 gage, 6-in., 
$15 per 100 joints; elbows, ¥4.48 per 
dozen. Nickeled stove pipe, 4-in., 
Sse. per joint; glbows, 75c.; collars, 
tc. 


MILL, MINE AND FACTORY SUP- 
PLIES.—Demand from the coal mining 
sections is growing steadily and there 
is betterment in mill and factory de- 
mands, seeing that there is better oper- 
ation of mills and factories in this dis- 
trict than was the case earlier in the 











tained for coke and for the domestic 
sizes of soft coal and producers have 
more money to spend. Rope prices,‘as 
indicated two weeks ago in these prices 
will be the same for the 60-day period 
beginning Nov. 1, as during the past 


Jobbers’ prices to retailers: 

Pipe Wrenches.—Walworth, 70 and 
5 per cent off list; Trimo, 70 and 5 
per cent off list; Larco, 70 per cent 
off list. 

Fittings.—Cast iron screw, 36 per 
cent off price list; flange, 47 per cent 
off list; malleable, Ib., list plus 4 per 
cent; standard iron body gate valves, 
35 and 5 per cent off price list; 
standard brass globe valves, 30 per 
cent off list; standard brass gate 
valves, 45 per cent off list. / 

Rope. — First grade long fiber 
manila, 26c. per Ib.; sisal, 18c. 

Belting.—No. 1 leather, 45 per cent 
off list; No. 1 rubber, 40 per cent 
off list. 

Twist Drills.—Carbon, 60 per cent 
off list; high speed, 45 per cent off 
list. 
aaa —High grade, 50 per cent off 











‘cn, —Wood screws, 72% and 5 
per cent off list; milled cap and set 
serews, 75 per cent off list. 

Picks and Mattocks.—Carbon picks 
and mattocks, 50 per cent off list. 

Hacksaw Blades.—PBest grade, 50 
per cent off list. 


PAINTING SUPPLIES.—The — season 











_of heavy demand is past, but there is | 


Rane Tool Co. Formed to 
Make Small Tools 


The Rane Tool Company, 59 Hopkins 
Ave., Jamestown, N.. Y., _ recently 
formed as a partnership by H. J. Ran- 
dall and J. Neild, has completed a one 
story brick factory building at the 
above address and will specialize in 
the manufacture of small tools, gages 
and precision instruments. 
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still a fair volume of business, although 
demands are somewhat sporadic. Oil 
and turpentine each has dropped a cent 
a gallon since a week ago. 

Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 15%4c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less in lots of a ton or more; tur- 
pentine, $1.25 per gal. in barrel lots; 
linseed oil, $1.15 per gal. in barrel 
lots. 

WEATHER STRIP.—The demand for 
this line still is very brisk. 


IKXconomy metal for windows, 36 x 
36 x 36-in., $2.30 per set, = doors 36 
x 84-in. $2.40 G.B. felt, .$1.60 per 
dozen boxes (10 ft. per 2 fey wood 
and rubber strip, 5c. to 138c. per ft.; 
wood and felt strip, 5c. to 10c. per 
ft.; flexible all rubber, 6c. to 10c. per 
ft.; cushion all felt strips, 3c. to 4c. 
per ft. 


WINDOW GLASS.—The demand has 
been so heavy over the past few months 
that manufacturers have not been able 
to keep abreast of it and with stocks 
badly broken and low as a rule, prices 
are strengthening. Effective Oct. 28, 
leading manufacturers announced new 
discounts, which result in higher resale 
prices. 

Jobbers quote: Single strength A 
and B, 84 per cent off list; double 
strength A, 85 per cent off list; B, 
86 per cent off list. 


WIRE PRODUCTS.—Screen door and 
window prices for 1926 are somewhat 
lower than those of the past season, 
new lists just issued indicate. There 
is a good deal of withdrawing of prices 
lately announced on screen wire cloth 
with manufacturers particularly indif- 
ferent about further business in galva- 
nized cloth on account of the high cost 
of spelter. Higher prices are likely in 
galvanized wire and in poultry netting, 
due to the advance in spelter, which at 
its present price is up 33 1-3 per cent 
as compared with the year’s low point. 
Common wire products show no change 
in price, but the market is steady. 
We quote from Pittsburgh jobbers’ 


stocks: 
Fence Wire: 

(per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage..... $3.00 $3.15 
2 Me. oth cceedaneeedo 3.05 3.50 
 * Baer 3.10 3.55 
DE? Cekdivekeceeen sow 3.15 3.65 
a UE tenes buatenee ne 3.25 3.8060 
at E> acenewseeneeees 3.35 4.00 
ree ere 3.55 4.30 
DM crbehien seen aes 3.75 4.50 

Barbed Wire (per 80-rod spool): 
ee te ee ek alee $3.01 
CS 3.22 
DC écbun a 640400600604 3.22 
en a eee ee 3.48 
2-point cattle (special)......... 2.28 

Woven wire fence (per 100 rods): 
Dn échiccdtiaventaveawaeene ue ee 
Ek a ear he ees ee ead edo 55.20 

DE so et Mier leae oe & Wee ewes 35.22 
Dt Te ciwee eau séeenabonseeousns 48.85 


Bright nails base per keg, $2.95 to 
3.00. 


Catalogs Are Requested by 
N. Y. C. Dealer 


George Kornhauser, of Weinstock 
Bros., 384 Third Ave., New York City, 
requests manufacturers and jobbers to 
send him catalogs on tools, builders’ 
hardware, contractors and _ factory 
supplies, electrical supplies, etc. All 
material should be marked for Mr. 
Kornhauser. 
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Sell the Best 
12 rr HARDWARE 
(e 
4 For Hard-wear 
For more than 48 years 
ve {amen Bommer Spring Hinges have 
maintained their leadership and 
Ke) proven their superiority over all 
Sead Ss on They have k ith the 
| e kept pace with t 
) times, because t have been 


a up with the times whenever 
improvement was possible. 


BOMMER 


SPRING HINGES 


ARE THE BEST 


quickest to sell—easiest to ag nc 
— most satisfactory spring 
made. 


big help in ordering. 
Bommer Spring Hinge Company 


Manufacturers 


Replenish your stock with Bommer. 
They are in universal pion Sepa 


Your Jobber handles them. 


Send for New Catalog 47. It is a 














BROOKLYN, N. Y. 

















Ipl@ lenis 


(Reg. U. 8S. Patent Office) 





Catalog and Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 
New Bedford, Massachusetts, U. S. A. 






































Tack This Firmly 
in Your Mind 


Baur Tacks SELL because they 


good’ on every job. 


**make 


They are clean cut, with heads and shanks 
centered perfectly. 


Accurate in size and length and ‘“‘Blued”’ to 
match. 


We'd like to prove their quality by sending 
samples and quoting trade-prices. 


Write us now. 


BAUR TACK CO. 


Indianapolis Indiana 


Our complete line also includes Staples of every 
description, Double Pointed Tacks, Basket, Clout 
and Trunk Nails 


Write for Samples and Prices 














NOW— 


is the time to stock for your requirements 
on CORN SHELLERS. 

This year will see the largest corn crop in 
years. By all means place your order 


NOW to meet the demand. 
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The R & H Sheller is guaranteed and we will 
replace any breakages 


FREE OF CHARGE 


Write for catalog showing complete line Hand 


Corn Shellers and Grist Mills. 


THE FATE-ROOT-HEATH CO. 
Plymouth, Ohio 


BALTIMORE, MD., OFFICE—400 WEST LOMBARD ST. 
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Jobbers Report Good October Sales in 


Cincinnati—Good Demand for Staple Lines 


CTOBER turned out to be an excellent month for local job- 
bing houses and sales reached sufficiently large proportions 


to overcome the handicap of slow business in September. 
jobbers now report that their sales for the fall season 


cordingly, 


Ac- 


are considerably ahead of the same period last year and the outlook 
is indicative of continued activities on an extensive scale through- 


out November. 


Whereas seasonal items failed to move at a satisfactory rate dur- 
ing September, they were in exceptionally good demand throughout 
the past month. The advent of cold weather has been a contribut- 


ing factor in increased business, 


but jobbers feel that the major 


reason for better trade is to be found in the prosperity which pre- 
vails throughout the rural sections of Ohio and Indiana as well as 


in the manufacturing centers. 


Staple items have been in active demand and retailers have been 


disposed to order a generous supply of stock. 


It is only in a few 


cases that the retail trade persists in buying in meager fashion. 
While the orders for the holiday trade are just beginning to come 
in, present indications point to heavy sales. 


Prices in general are displaying firmness. 


In several instances 


manufacturers have decreased their quotations without a similar 


lowering of prices on the part of jobbers. 


Shading of prices is 


seen in bolts and nuts, but principally in nails. 

Large retailers state that their cash business has improved in 
the past month, while their credit sales have been holding up well. 
However, a number of suburban retailers declare that business has 


been below normal. 


AUTOMOBILE ACCESSORIES—The 





advent of winter weather, accompanied | 


by a severe snow storm, brought out 


an active demand for chains, alcohol | 


and radiator covers. Prices of tires | 
and tubes have again advanced, al- 
though no other changes in quotations 
have been recorded. Jobbers state that 
their business during the first ten 
months of this year is ahead of the 
corresponding period of last year. 


We quote 
stocks: 
Alcohol.—63c. gal. in 50 gal. drums; 
charge of $6 for drum, which money 
will be refunded upon return of the 
drum in good condition. 
Tires.—20 x 3 Beaver fabric, $6.25: 


from Cincinnati jobbers’ 


30 x 3% Beaver cord, $11.50; 30 x 3% 
Badger cord, $15; 30 x 3% Comme r- 
cial cord, $17.75. «+ 

Tubes.— “30 x 31. standard grey 
tubes. $2.2 

Chains. ‘McKay tire chains, 1 to 9 
pairs, 30 per cent off list; 10 to 49 
pairs, 35 per cent off list: in lots of 
50 pairs, 40 per cent off list, 30 x 
316, $4.50 31 x t. 8d. a0; oo X D. 4s >: 
34 xX 4i4, $6.7 r 5: 30 xX D. $6. 42° 23 xX >. 
$7. 50. Standard balloon tire chains, 
% x 440, $5: 29 x an $5.50: 30 x 577, 
$7: 32 x 577, $7.50; 35 x 660, $10. 
Radiator Beavers. — Ford radiator 
and engine covers: for 1924 and 1925 
models, $2.25 each; for 1926 models, 
$2.35 each: radiator covers only: for 
1924 and 1925 models, $1; for 1926 
models, $1.05 each. 


AXES.—tTrade in the rural districts of 
Ohio and Indiana has been particularly 
active in the past few weeks. Jobbers 
are well satisfied with the volume of 
business they are doing. Prices are 
unchanged. 


| finished nuts, 





We quote from Cincinnati jobber ‘rs’ 
stocks: Dreadnaught single bit base 
weight handle axe, $19.65; Dread- 

naught single bit ‘base weight un- 
handled axe, $14.85; double bit base 
weight handle axe, $24.75; double bit 


base weight unhandled axe, $20. 
BOLTS AND NUTS.—Price cutting is 
still prevalent among jobbers in this 
| city, thereby making it necessary for 
'sellers to work on an unusually small 
|margin of profit. The price cdénces- 
‘sions made recently have not stimu- 


lated greater demand. Sales have been 


fair in the past two weeks. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and 
1 off; small, 50, 10 and 10 off; car- 
riage bolts, large, 50 off; small, 50 
and 10 off: stove bolts, 75 off: se mi- 

9/16-in. and sm: iller, res 


off; larger sizes, 65 off. 

BUILDERS’ HARDWARE.—As the 
end of the active season approaches, 
jobbers estimate that their sales this 
year will exceed those of 1924 by ap- 
proximately 15 per cent. Much of the 
improvement is attributed to favorable 
weather which has prevailed almost 
continuously throughout this year. Rain 
and snow in this district the past few 


weeks has retarded building opera- 
tions. Prices remain steady in the face 


of declining activities. 
We quote 
stocks: 


Hinges.—Heavy, 60, 


from Cincinnati jobbers’ 


10 and 10 off: 


light, 60, 10 and 10 off; extra heavy 
T, 60, 10, 10 and 5 off. 

Hasps.- Common hinges, 70 off: 
safety hasps, 3-in., 95c. single per 
doz.:; 4%%-in., $1.25; 6-in., $1.75. 
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brass and 
lots, 
4x 4, 2 
x 316, 


Butts.—Steel, dull 
tique copper, case 
20c. per pair net; 
than case lots, 3% 
50c. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Jobbers have experienced a 
fairly active season and orders now 
coming in are considered satisfactory 
for this time of the year. Prices are 
showing firmness. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$5.50 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $5.75 per 100 
ft.; 3-in. corrugated conductor el- 
bows, $2.16 per doz.; 29-gage, 3-in. 
corrugated conductor elbows, $1.51 
per doz. 


FILES.—tThere is a normal inflow of 
orders from the retail trade, but they 
are confined to small lots for quick 
delivery. Quotations are displaying 
strength. 


We quote from Cincinnati jobbers’ 
stocks: Black diamond files, 40, 10 
and 10 off list; Keystone files, 70, 10 
and 5 off list. 


GALVANIZED WARE.—While manu- 
facturers have increased their prices. 
recently, jobbers in this territory are 
not inclined to alter their present quo- 
tations, and it is unlikely that there 
will be a change in prices to the retail 
trade in the immediate future. De- 
mand from retailers is holding up well. 


We quote from Cincinnati jobbers’ 
stocks: 

Galvanized Pails.—10-qt., $2.25 per 
doz.; 12-qt., $2.45 per doz.; 14-qt., 
2.75 per doz.; 16-qt., $3.35 per doz.; 
galvanized tubs, No. 1, 6.40 per doz. 


GLASS.—The month of October has 
brought a fairly active volume of busi- 
ness to local jobbers. Sales have prob- 
ably totaled a larger amount than any 
previous month for a considerable time. 
Prices are steady. 


We quote from Cincinnati jobbers’ 
stocks: Single strength A and B, first 
three brackets, 87 per cent discount; 
double strength A, 87 per cent dis- 
count; double strength B, 88 per cent 
discount. 


HAMMERS AND HATCHETS.—A 
normal amount of business is being 
placed locally. Practically all of the 
orders are for small lots and retailers 
probably will continue to adhere to 
their hand-to-mouth buying policy. 
Quotations are unchanged. 


an- 


We quote from Cine -_~ jobbers’ 
stocks: Hatchets, No. 61, $11.20 
doz., hammers, No. $1, $10. D0 doz.; 
Boy Scout, $11 doz. 


ICE SKATES.—The local market has 
been dull, because retailers are wait- 
ing until cold weather forces them to 
lay in an adequate stock for their 
trade. It is unlikely that an active de- 
mand will develop for from four to six 


weeks. Prices are firm. 

We quote from Cincinnati jobbers’ 
stocks: 

Ice skates, 84c.;  nickel-plated, 
$1.25; nickel-plated hardened runner, 
$2.20; lady’s ice skates, $1.15; hockey 
ice skates, $1.10. 


LAMPS.—Sales during October totaled 
a satisfactory volume in the aggregate 
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Constantly Gaining in Favor 


There are many people who favor the modern 
White-tiled and White-finished bath room. ‘To such 
INGCO Bath Room Fixtures finished in White 


carry a strong appeal. Because 


INGC Bath Room Fixtures 


have more than a pleasing appearance to recommend them; 
they are made of Solid Brass and will never rust or corrode 
no matter how long they are in service. 





The same beautiful designs in the White Enamel may be 
had in Extra Heavy Nickel Plate when desired. 


Sell quality and hold trade. Send for Catalog and Prices. 





Tumbler and Soap Folders 
Without Tray 





. A Finish. ) 
No. 3767, ‘Nickel Finish. AMERICAN RING COMPANY 
Waterbury Connecticut 
Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—!16 New Montgomery St. 
Chicago—29 E. Madison St. 











—E TD 


GRIFFIN-— 





the hinge that is uni- 
form in size, beauti- 
ful in appearance, 
lasting in finish, life- 
long in service —the 
product of one of the 
largest wrought steel 
hardware manufac- 
turers in the world. 
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and the outlook is for a continuation 
of good business throughout Novem- 
ber. Quotations are the same. 

We quote from Cincinnati jobbers’ 
Stocks: 

Quick Life lamps, C317, 
$7.40; C329, $6.25; C318, $7: C324, $7: 
Quick Lite lanterns, L327, $5.25; L427, 
$6. 


MOPS.—A _ consistent demand 


gasoline 


is re- 


ported by the jobbing trade. Retailers’ | 
stocks are comparatively light, but can | 


be augmented quickly 
Prices are steady. 
We quote 


from Cincinnati jobbers’ 


stocks: O’Cedar line with handles, 
No. 3, $14; No. 4, $10; No. 5, $10; No. 
10, $14. 


NAILS.—Jobbers have 


if necessary. | 


again started | 


cutting prices and conditions in both | 


the Cincinnati 
are unsatisfactory 
point. 


from 


and Louisville markets | 
that stand- | 
It is reported that some job- | 


bers have been making prices as low | 
as $2.75 per keg, but other jobbing | 


houses are holding to $2.95. 
We quote from Cincinnati jobbers’ 


stocks: Common wire nails, $2.75 to 
$2.95 per keg; cement coated nails, 
$2.40 per keg. 

OIL HEATERS.—The cold weather 


which set in unusually early this year 
has been beneficial to the sales of oil 
heaters. Jobbers declare that their 
business shows a substantial increase 
compared with the same period last 
year. Prices are unchanged. 

We quote from Cincinnati jobbers’ 


14, $4.50; 
No. 0190, 


§ No. 12, $3.70; No. 
. 15, $4.50; No. 016; $5.35; 
$6.85. 

PAINT.—The inclement weather has 
acted as a deterrent upon sales of 
paint. Accordingly, jobbing activities 
have fallen off rather heavily in the 
past few weeks. Prices are fairly 





steady, although they show consider- | 


able inclination to fluctuate. 


We quote from Cincinnati jobbers’ 
stocks: teady mixed house paints, 
$2.75 per gal.; linseed oil, single 
barrels, $1.05 per gal.; turpentine in 


2-barrel lots, $1.14 per gal.; white 
and red lead in 500-lb. kegs, 15%c. 
per lb. less 10 per cent. 


ROLLER SKATES.—tThe retail trade 
has been calling for skates in large 
quantities and jobbers state that their 
sales have reached a satisfactory level 
during the past month. Prices are 
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steady, with no likelihood of a change. 
We quote from Cincinnati jobbers’ 


stocks: 
Nos. 4 and 5, $1.45; No. 6, $1.55. 


RADIO BATTERIES.—tThe interesting | 
programs which are being broadcast | 


in this territory have stimulated the 
demand for radio equipment. The cold 
weather has also helped sales. 
remain unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 2214 volt EB radio battery, 
$1.30 each; 45 volt B radio battery, 
$2.44 each: two cell tubular flashlight 
battery, 1914c. each; three cell tubu- 


lar flashlight battery, 27'1%4c. each: 
small monocells, 8%c. each; large 


monocells, 9%ec. each. 


ROPE.—Local jobbers are now taking 
orders for delivery up to next May 1. 
The volume of business being booked 


Prices 


on this basis is regarded as satisfac- | 


tory. Prices are the same and it has 
been announced that there will be no 
change. 

We 


from Cincinnati jobbers’ 


stocks: fest grade Manila rope, 
Mcean brand, 25%4c. per Ib.: Plym- 
outh brand, 26'4c. per Ib.; sisal rope, 
loc. per Ib. 
ROOFING MATERIAL.—Jobbers de- 
clare that their sales have reached gen- 
erous proportions in the past month. 
Activities are slowing down because of 
unfavorable weather. Prices are the 
same, except for a slight alteration in 
a single item. 


quote 


We quote from Cincinnati jobbers’ 
stocks: 
Roofing Paper.—Light, standard 


$1.95; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.30; 
medium Holdfast, $1.55; heavy Hold- 


ast, $1.80; K red and green slate 
surface, $2.00. 

Roof Coating.—Coal tar, refined, 
in barrel lots, 24c. per gal.; in half 
barrel lots, 27c. per gal.; coal tar, 
crude, in barrel lots, 25c. per gal.; 
in half barrel lots, 28c. per gal. 


Roofing Cement.—In 1-lb cans, 32 
to the case, 15c. per Ib. net; in 3-lb. 
cans, 12 to the case, 13c.; in 5-lb. 
cans, 12 to the case, l1le.: in 19-Ib. 
cans, 10c.; in 25-lb. cans, 9c. 


SAWS.—The retail trade has been 
buying at a fairly good rate, although 
purchases have been limited to small 
amounts. Prices are firm and no 
changes are anticipated soon. 

We quote from Cincinnati jobbers’ 


stocks: Disston ine, 20-in., 
$24.40: 22-in., $26.20; 26-in., $29.50; 
Atkins Junior Mechanic, 20-in., $19. 
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SCREWS. — Although manufacturers 
have decreased their schedule of 
prices, jobbers have held to their scale 
of quotations which was set several 
months ago. It is expected that job- 
bers will adhere to present prices in 
the immediate future. Business has 
been consistently good. 


We quote from Cincinnati jobbers’ 
stocks: 

Flat head bright screws, 80, 20 and 
7% off list; flat head blue screws, 80, 
10 and 12% off list; flat head brass 
screws, 80, 10 and 5 off list; round 
head blue screws, 80, 10 and 7% off 
list; round head brass screws, 80 and 
5 off list: round head nickel-plated 
serews, 75 and 10 off list. 


SASH WEIGHTS.—Prices have been 
reduced and sash weights can now be 
obtained at 1.85c. per Ib. 


SCOOTERS.—Business during the fall 
season has been below normal. Jobbers 
are unable to account for this condi- 
tion. The only explanation that they 
offer is that the weather has been un- 


usually cold. Retailers are buying only 


- meagerly. 


Snes 
Ne st 











Prices are the same. 
We quote from Cincinnati jobbers’ 
stocks: 
Gee-Whiz, $2.40. No. 
111, $3.20; Secootaway, $2 
SLEDS.—Although there have been 
several light snows, little demand has 
been evidenced for sleds. Retailers 
are beginning to lay in their holiday 
stocks and this has resulted in a pick- 
up in sales. Prices are unchanged. 
We quote from Cincinnati jobbers’ 
stocks: 
Steering Sleds.—No. 96, $11.25; No. 
210, $20.75; No. 100, $14; and No. 200, 
$16.50; Flexible Flyer, 3314 per cent 
off list. 
WEATHER STRIPPING. — Business 
has been consistently good throughout 
the fall season and jobbers are still 
having good calls for material. Prices 
are strong and unchanged. 
We quote from Cincinnati jobbers’ 


110, $3; No. 
.30, 


stocks: 
Wood and rubber weather strip- 
ping, No. 1, $14.50 per 1000 ft.; No. 


1%, $20.50 per 1000 ft.; No. 4, $29 per 
1000 ft.; No. 7, $35 per 1000 ft. 
Wood and felt weather stripping, 
No. 71, $17.50 per 1000 ft.;: No. 71%, 
$24.50 per 1000 ft.; No. 75, $42 
1000 : 
All rubber weather stripping, 
9, $2.10 per 100 ft.; No. 10, $2.85 
100 ft.; No. 11, $3.50 per 100 ft. 


per 


No. 
per 





Wiggle Nails in Cartons 


The Stanley Works, New Britain, 
Conn., has put a new dress on one of 
its products and it is being offered the 
trade as Stanley Wiggle-Nail. 


It is a useful article for repairing | 


broken furniture and other wooden 
parts, whether around the farm, barn, 
garage or home. 

It securely fastens two pieces of 
wood together if they are split or 
broken apart and also may be used to 
reinforce weak pieces of wood that re- 
ceive unusual strain, such as corners 
of screen doors. 

They are packed in small individual 
packages, 2% in. long, 1% in. wide and 
% in. deep. Two dozen are packed in 
a counter display carton, which mea- 
sures 9 in. by 5% in. by 2 in. The 
packages and carton are both accur- 
ately illustrated in colors. High grade 

















Reading matter continued on page 86 


South Platte Group Meeting 
Held by Nebraska Dealers 


Thirty hardware dealers in the South 
Platte territory of Nebraska held a 
group meeting on Oct. 14 at Hastings, 
Neb. <A discussion of pertinent hard- 
ware topics followed a dinner in the 
grill room of the Clark Hotel. The 
Nebraska Retail Hardware Associa- 
tion, of which these men are members, 
was organized in Hastings twenty 
years ago. 

Among the original organizers pres- 
ent last night were C. K. Lawson, the 
first president; Fred Binderup and 
George Isman, all of Hastings, and 
Herman Henke of Grand Island. 

The South Platte group plans to 
meet annually. Plans and place for 
the next meeting will be determined 
later. 
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No. 231, % In. 





No. 232, % In. 





No. 234, 17 in. Special Washer 


SLOTTED SCREW TIPS 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to prevent 
the rubber head from pulling off. Write for full information. 


ELASTIC TIP CO. 370 Atlantic Ave., Boston, Mass. 











In Beauty and DROP FORGED WELDLESS 
Strength 


a EYE BOLTS 


Lock Case is sturdily 

constructed and ROLLED. THREAD 
smoothly operated. 
less Enews are of GALVANIZED OR PLAIN 
pretty design—ground 
and polished — silver 


backed, giving high 
lustre. 

Set No. 250C—Same as 

above except with small 


oval escutcheons in- 
stead of large plates. 





oP 7 . J e 
Set No. 250A—Same as \4” Diam. with Eye 7%” Inside 
* 66 66 66 6 
250B except with metal Ya" iA” 
knobs instead of glass o os ee | 
No. 250B cog V% 1% 
knobs. 1” oe se ee | i" ee 
Remember—We are the manufacturers of the popular Dead 
Bolt Night Latch, Ileo No. 202, the lock with the patented feature. 
Do not hesitate to request our catalog and prices—they will 
interest you. ‘ m 
BRANCHES Q bk Sh 
23 Warren St., 17 N. Fifth St., aic uipment 
New York City Philadelphia, Pa. 
213 State St., 
Room 508, 121 2nd Street, 
Detroit, Mich. San Francisco, Calif. Oli J d S 1c 
406 Wall Street, t 
ine Acai, Came. iver iron an ee: UoOrp. 
1001 Muriel St. 





@ INDEPENDENTIOCKCO,@@ 


Leominster, Mass., U. S. A. PITTSBURGH, PA. 


Mfrs. of cylinder locks, padlocks, key blanks and hardware ESTABLISHED 1863 


specialties 

















Growing demand for 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros. 7°"? 


Selling Agents 
= | Wiebusch & Hilger, Ltd. 
No. 1111—6 inches Wide Heel Cut Back New York 
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Triple Industry by 1931 Is Aim of Paint and Varnish Makers 


tically arrived at eighteen months 
ahead of schedule. He announced that 
the campaign is now costing something 
over $200,000 a year and urged the 
manufacturers to back it with the 
proper financial support. Having been 
authorized to appoint a committee of 
five for the solicitation of financial 
support for the campaign, Mr. Trigg 
announced the appointment on _ that 
committee of C. J. Roh, vice-president, 
Murphy Varnish Co., Newark, N. J., 
chairman; Samuel Rosenthal, H. L. 
Calman, George Martin and N. B. 
Gregg. 











(Continued from page 58) 


his full responsibility by investing an 
amount equal to % of 1 per cent of his 
company’s gross annual domestic sales 
in the work of the Save the Surface 
Campaign.” 

A report of the joint committee on 
simplification was submitted at the 
joint session of the Paint and Varnish 
Manufacturers Associations. The re- 
vised simplification program, which 
was indorsed and which is proposed to 
become effective July 1, 1926, is as fol- 


| lows: 


Two and three pound cans not to be 


| as . 
_ sold in any line. 


Following Mr. Trigg’s talk, the fol- | 


lowing resolutions offered by Arthur 


M. East, business manager of 
campaign, were unanimously adopted: 
“Be it hereby resolved, That the 


paint and varnish industry exert itself 
to continue its rate of growth; that it 
provide 
effect when the doubling process 
completed, and that it render these 
important decisions into a definite form 
and commitment by adopting the fol- 
lowing objective: OUR NEW GOAL 
—TRIPLE the industry by 1931. 
“Resolved, That every paint and var- 


the | 


No size less than quarter gallon cans 
to be sold in barn and roof paint and 
no size in less than gallon cans in 


| shingle stain. 


for a new objective to take | 
is | 


nish manufacturer be urged to accept | 


Half-gallon cans to be eliminated for 
auto enamels, wagon and _ carriage 
paints and enamels, oil, stains and 
spirit stains. 

Pint cans to 
terior floor paints, 
exterior floor paints. 

No oblong or square varnish cans to 
be used in sizes smaller than one-half 
gallon for any product except carriage 
and automobile clear varnishes, varnish 
removers, bronze liquid, japan and 


be eliminated for in- 
floor enamels and 








liquid dryers, penetrating stains and 
spirit stains. 

No shades or tints to be produced 
by any one company in excess of cer- 
tain maximum _— specified numbers. 
There are 28 numbers in house paints, 
10 in interior floor paints and floor en- 
amels, 20 in flat wall paints, 14 in en- 
amels, 4 in roof and barn paints, 14 
in shingle stains and 10 in auto and 
carriage paints or enamels, all exclu- 
sive of black and white. 

Officers for the coming year were 
elected as follows: National Varnish 
Manufacturers Association—President, 
A. D. Graves, vice-president and gen- 
eral manager, Pratt &- Lambert, Inc., 
Buffalo; first vice-president, S. B. 
Woodbridge, E. I. Dupont de Nemours 
& Co., Inc., Grand Rapids; second vice- 
president, Clare H. Hall, divisional 
director, Pittsburgh Plate Glass Co., 
Milwaukee; secretary-treasurer, George 
B. Heckel, Philadelphia. 

Paint Manufacturers Association— 
President, J. Sibley Felton, president, 
Felton-Sibley Co., Philadelphia; first 
vice-president, D. A. Kohr, vice-presi- 
dent and general manager, Lowe Bros. 
Co., Dayton; second vice-president, L. P. 
Moore, Benj. Moore & Co., New York. 








Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIA- 


TION CONVENTION, Little Rock, Ark., May, 
1926; L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION, Hotel 
Whitcomb, San Francisco, March 16, 17, 
18, 1926. Le Roy Smith, secretary, 112 
Market St., San Francisco. 


CONNECTICUT RETAIL HARDWARE ASSOCIA- 
TION CONVENTION; place not determined; 
Feb. 17, 1926. Henry S. Hitchcock, secre- 
tary, Woodbury. 


HARDWARE ASSOCIATION OF THE ag er 


CONVENTION AND EXHIBITION, Raleigh, N. C., 
June S-9-10, 1926. A. R. Craig. ~se he al 
717 Commercial Bank Building, Charlotte, 

ILLINOIS RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Sher- 
man, Chicago, Feb. 16-17-18, 1926. Leon 
D. Nish, secretary, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION 


CONVENTION AND EXHIBITION, Indianapolis, 
Ind., Jan 9-26-27-28-29, 1926; hotel 


: 25-26-27- 
headquarters, Claypool Hotel; exhibition at 


Cadle Tabernacle. G. F. Sheely, secretary, 
911 Meyer-Kiser Building, Indianapolis. 

IowA RETAIL HARDWARE ASSOCIATION 
CONVENTION ; place not determined; Feb. 
9-10-11-12, 1926; Sale, secretary, 
Mason City. 


KENTUCKY HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, 
Jefferson County Armory, Jan. 12-13-14-15, 
1926; J. M. Stone, secretary, 200 Republic 
Building, Louisville. 


MICHIGAN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Grand Rapids, Mich., 
Feb. 9-10-11-12, 1926 - Karl S. Judson, 248 
Morris we Grand Rapids, Mich., man- 
ager of exh ibits ; A. J. Scott, secretary, 
Marine City. 


MINNESOTA RETAIL HARDWARE 
TION CONVENTION, Feb. 16-17-18-19, 1926; 
Cc. H. Casey, secretary, Nicollet ‘Avenue 
and Twenty-fourth Street, Minneapolis. 


ASSOCIA- 





MISSISSIPPI RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION, Biloxi, 
Miss., June 21-22-23, 1926; Guy Nason, 
secretary, Starkville. 


MIssouRI RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Statler, 
St. Louis, Jan. 18-19-20, 1926; F. X. 
Becherer, secretary, 5106 North Broadway, 
St. Louis. 

MONTANA IMPLEMENT & HARDWARE AsS- 
SOCIATION CONVENTION, Great Falls, Feb. 
18-19-20, 1926. <A. C. Talmage, secretary- 
treasurer, Bozeman. 

MOUNTAIN STATES HARDWARE AND ImM- 
PLEMENT ASSOCIATION CONVENTION, Jan. 19- 
20-21, 1926. Place of meeting ‘to be 
announced later. W. W. McAllister, secre- 
tary-treasurer, P. O. Box 513, Boulder, 
Colo. 

NEBRASKA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb., Feb. 2-3-4-5, 1926; convention head- 
quarters, Rome Hotel; exhibition City 
Auditorium: George H. Dietz, secretary, 
414 Little TEP seg Lincoln, 

NEw ENGLAND HARDWARE DBALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Mass., Feb. 22- 
23-24, 1926; George A. Fiel, secretary, 10 
High Street, Boston, Mass. 

NEw YorK STATE RETAIL HARDWARE AS- 
SOCIATION CONVENTION AND EXPOSITION, 
Rochester, Feb. 9-10-11-12, 1926. Head- 
quarters and session will be held at the 
Hotel Seneca; exposition will be conducted 
at the State Armory on Main Street East. 
John B. Foley, secretary, City Bank Build- 
ing, Syracuse. 

NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Fargo, Feb. 10-11-12, 1926; C. N. 
secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVEN- 
TION, Cleveland, Feb. 16-17-18-19, 1926; 
James B. Carson, secretary, 1001 Schwind 
Building, Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT 


Barnes, 


ASSOCIATION AND EXHIBITION, Masonic 
Temple, Oklahoma City, Jan. 26-27-28 
1926; Chas. L. Unger, secretary-treasurer. 


Oklahoma City. 





PENNSYLVANIA AND ATLANTIC SBABOARD 
HARDWARE ASSOCIATION, re" Bag aseeng 
AND EXHIBITION, Comm Museum, 
Philadelphia, Pa., Feb. 15- i6- in = 19 1926. 
Sharon E. Jones, secretary, 604 Wesley 
Building, Philadelphia. 


SouTH DAKOTA RETAIL HARDWARB ASSO- 
CIATION CONVENTION ; place as determined ; 
Feb. 23-24-25, 1926; ‘Charles H Casey, sec- 
retary, Nicollet Avenue and Twenty- fourth 
Street, Minneapolis, Minn. 


SOUTHEASTERN RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION (composed of Ala- 
bama, Florida, Georgia and Tennessee) 
CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 10, 11, 12, 1926. Walter Harlan, sec- 
retary, 701 Grand Theater Building, Atlan- 
ta, Ga. 

SOUTHERN CALIFORNIA RETAIL HARDWARB 
ASSOCIATION CONVENTION AND EXHIBITION, 


latter part of March, 1926. Headquarters, 
Ambassador Hotel, Los Angeles. . iL 
Boyd, secretary-treasurer, 618 Hellman 


Bank Building, Los Angeles, Cal. 


TEXAS HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Dallas, Jan. 19-20- 
21, 1926. Dan Scoates, secretary, College 
Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Jefferson 
Hotel, Richmond, Feb. 23-24-25, 1926; Thos. 
B. Howell, secretary, 301 E. Grace, Room 
906, Richmond. 

WEST VIRGINIA HARDWARE a 
CONVENTION AND EXHIBITION 
Hotel, Charleston, Jan. 19- 20. 21- on "1926. 
Exhibit at New Armory Building. Jam 
B. Carson, secretary, 1001 Schwind Build- 
ing, Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, Kansas 
City, Mo., Jan. 12-13-14, 1926; headquar- 
ters, Coates House; convention sessions, 
Missouri Theater; H. J. Hodge, secretary, 
Abilene, Kan. 

WISCONSIN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND HWXHIBITION, Audtl- 
torium, Milwaukee, Wis., Feb. 2-8-+-5, 
1926; G. W. Kornely, 1476 Green Bay Ave- 
nue, Mitwaukee, Wis., manager of exnivits. 
Pv. J. Jacobs, secretary, Stevens Point, \\ ‘+ 
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NATIONAL LEVELS 





PERFECT—CORRECT—TRUE 


Our levels are manufactured by highly skilled me- 
chanics, and the best of material used. 

All levels are guaranteed against warping. 

Write us for our latest catalog and price list. 


NATIONAL LEVEL MFG. CO. 
6197 FIELD AVE. DETROIT, MICH. 
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WINSLOW’ 


Skate 
Be Readyfor the Rush 


Fill your stock 
We can 


NOW 
ship 
promptly 














The Samuel Winslow Skate Mfg. Co., Worcester, Mass. 
New York Sales Office & Stockroom, 54 Warren St. 

















COMBINATION 
SOLDERING AND TINNING FLUX 
it’s easier and more profitable to sell the 
best known products. Ruby fluid is preferred 
because it is non-corrosive, non-explosive and 
nun-injurious. 


(order from your jobber or write to 


The RUBY CHEMICAL COMPANY 
68 McDowell St. Columbus, Ohio 








Free Sample 

and our latest 

prices sent on 
request, 




















Extra Profits. 
Thru Extra Sales 


Dealers who display the Turner No. 45 soon 
learn that its many patented advantages are 
self-sale features. 

The patented Burner Baffle and Heater Plug 
gives 400 d-grees hotter flame—built for pres- 
ent-day kerosene or gasoline. Safety from explo- 
sion is assured by the patented Automatic 
Safety Valve. Separate Adjusting Needle—no 
orifice trouble, A paterted seamless, so derless, 
polished Brass Tank with but one opening and 
that above ful line——no_ leaks. The Pistol 
Grip is a co fertab’e fit for any hand. FEAR- 
LESSLY GUARANTEED. 

Order from wour Jobher. 
Write us for New Catalog. 


i: tem 
f [HE TURNER Prrenave-yg 0 ERB vo pti Ill. $2 Fe Ne 


The World’s Largest Exclusive Manufac- 
turers of Blotorches, Fire Pots and Brazers. 
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TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 











ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many styles of 
eaves trough hangers made by us which may be adjusted every 
eighth of an 
inch for 
drainage in 
the gutter. 

These hangers are 
widely used through- 
out the United States. 







Write for catalog No. 
27, which also _ illus- 
trates and describes 
conductor hooks and ©] ead 
fasteners, 


Free sample gladly 
furnished. 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 











it Bits’ 


‘ 
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Two styles Mr. Russell Jennings | 


in 1855 


of shanks, — S 4 
ithree threads for sss "Fw 3 
poring all woods , 
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Patented by | 











“Keystone Westcott 
ot MFG.CO) Es 


“ «x ci 


6 Sizes—4 to 14 in. 





An unbeatable Adjustable “S” and Nut 
Wrench. Useful in many places in iccessible 
to a Monkey Wrench. “Keystone quality.’ 
lorged-Steel Jaw and Malleab le handle. Write 
for Discounts. 


The Keystone Manufacturing Co. 


Sales Representatives—Surpless, Dunn & Co. 


Buffalo, N. Y. 

















New York Chicago 
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Keep your sales on the jump! 


Holiday time is approaching, as well as a steadily increasing 
demand for Nationally Advertised ARCADE TOYS. They have 
proved winners, and a stock of these items will mean real 









In the whirlwind of 

play-room “events” Ar- 

: cade ioys are always in action. 
They’re built to stand rough treat- 

ment and they do get hard usage because 

the kiddies can’t leave them alone. Kids like 

toys that “look real.”” That is why Arcade cast iron 


miniatures are so popular. If you are not cashing in on these 
items you are missing some real business in your community. 


-they sell fast 






FAGEOL 
SAFETY COACH 





McCORMICK. 
DEERING 





MACK TRUCK 
(Body Hoisted) 






| et 


“They Look REAL” 






FORDOR SEDAN 


DOUBLE DECK 
YELLOW 
COACH 


YOUR JOBBER CAN SUPPLY YOU—IF NOT ASK US 
ARCADE MANUFACTURING CO., Freeport, Ill. 


ARCADE 


HARDWARE 
and TO*YS 












profits to you. 
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| Giving Them What They Want 


(Continued from page 39) 





would feel like kissing him on both cheeks the 
way they do in France! 

However, one hardware dealer in Larchmont 
did send me a paint circular. I read it very care- 
fully. It was evidently gotten up by the manu- 
facturer and the retail merchant had his name 
and address printed on it. Sending out this cir- 
cular indicated enterprise on the part of this re- 
tail merchant. Next Spring when I paint up, he 
will get my business. The coal, ice and wood 
dealer has written me several letters suggesting 
I buy coal before the prices advance. The coal 
dealers all seem to be on the job. 

* * * 

By the way—have you noticed how the price 
of the stocks of these refrigeration concerns is 
advancing? I mean the concerns that are manu- 
facturing refrigerating plants for private resi- 
dences. I understand the demand can hardly be 
supplied. The ice is frozen in your own refriger- 
ators just two inches square—exactly the right 
size! When you wish ice in a tall glass in a hurry, 
there is no delay. You do not need an ice pick. 
One of my neighbors has one of these plants. 
Every time he brings the ice and the tall glasses, 
he always calls your attention to the fact that 
he makes his own ice in blocks just two inches 
square! The new apartment houses being put 
up in New York all have their own ice plants. 
When a man can push a button and turn on the 
heat in his oil burning furnace; then push an- 
other button and start his own ice refrigerator 
working, we are making some progress. I wish 
some fellow would invent new golf greens with 
straight grooves slightly inclined downward from 
the edge of the green right into the cup. I have 
tried the new square-handled aluminum putter 
but I find results are still the same. I am glad 
the golf season is almost over. Playing golf has 
been giving me an inferiority complex! 

* * * 

Speaking of books and book reviews, you should 
get “Outwitting Our Nerves,’ written’ by 
Josephine A. Jackson, M.D., and Helen M. Salis- 
bury. This is the most sensible book I have read 
in a long time. However, I will not attempt to 
review it. A recent attempt at book reviewing 
has already gotten me into serious difficulties! 
I do not propose to write anything more of a 
serious nature for some time. I propose to lie 
low and allow the effects of several recent articles 
to blow over!! 

* * * 

The other day I was trying to sail a boat. I 
made an interesting philosophical discovery. Not 
only do boats go forward as a result of resistance, 
but they are actually kept in a straight course by 
resistance. The wind gives you resistance on the 
sails and the water gives you resistance against 
your rudder. Now by playing the resistance of 
the wind against the resistance of the water, your 
boat goes forward. In life all of us make progress 
in direct proportion to the amount of resistance 
we stir up. *If you are not getting any resistance, 
just make up your mind that you are not making 
any progress. If you do not understand this 
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theory, I refer you for further information to 


Einstein! 
Os * * 


Thank goodness the high-powered salesman is 
becoming unpopular. 

* * * 

Once, two high-powered advertising salesmen 
called on me. They made a personal engagement 
on extra-heavy paper. The letterhead and type- 
writing as well as the signature were beautiful. 
They came in on the minute. Each of them carried 
his gloves in his right hand and had a stick in 
his left hand. One of my employees in the adver- 
tising department was so impressed that he at- 
tempted to take their gloves away from them. Of 
course there was a scuffle, as they resisted. No 
high-powered advertising man can do his best 
work without holding his gloves! This poor em- 
ployee displayed his ignorance. He had never been 
to Europe. He did not know that in Europe gloves 
are a very personal matter. So are sticks. You 
know, in the early days, all the knight errants con- 
stantly wore gloves. They also carried swords. 
In these days modern knights also wear gloves, 
and their sticks take the place of swords. Imagine 
a Knight of the Round Table going around with 
bare hands and without a sword! Imagine a mod- 
ern high-powered salesman going around trying 
to sell anything without his gloves and his stick! 
These gentlemen had had a high-powered talk 
arranged. They got into an argument between 
themselves and then they both appealed to me to 
settle the argument! I had to admit that I did 
not know anything about advertising, either! The 
argument was never settled. They, however, were 
very high-powered. They recommended that if we 
did not advertise in their medium, after a careful 
study and a thorough analysis they had decided 
that we should advertise in the medium of one of 
their competitors. By recommending this compet- 
itor’s magazine, they showed how broad-gaged 
they were. They were knight errants. I do not 
know exactly what “errant” means, but I do know 
that I took their advice and have ever since been 
advertising in the other magazine! 

* kK * 


I have been watching one concern that two years 
ago suddenly blazed on the market like a consum- 
ing fire. They let loose a force of high-powered 
salesmen on the country. They were just going to 
burn up everything. They proposed to do in two 
years what one of their older competitors had 
been slowly and laboriously doing the last twenty- 
five years. Well, Nanette, you should see how the 
high power worked. There were quotas and prizes 
and show windows and electric lights and all kinds 
of high-powered selling stuff. Everybody talked 
about what they were doing. All their competi- 
tors shook in their boots. They dictated to jobbers 
just what they should buy. If a jobber did not 
sell enough of their goods, they canceled his ar- 
rangement and took on another jobber in his town. 
There were all kinds of excitement. Then sudden- 
ly all the high power seemed to die out of the live 
wires. You could take the wires in your bare hand 
and they would not even give a shock. What was 
the matter? Nothing, Nanette, except that the 
money gave out. That was all. The money gave 
out and the electricity ceased to flow down the 
wires to the high-powered salesman. 
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Why Hardware Jobbers 
Recommend 
“Warren Fixtures” 


Customers buy more hardware—that’s the an- 
swer! When people enter your store and see 
the many things you have on display in 
Warren Fixtures, they are certain to buy more 
than they originally intended. 


No “‘explaining’’ to do—Warren Fixtures show 
at a glance the lines you sell; they push slow 
moving items; make seasonal goods go over 
with a rush; and give customers new buying 
ideas. 


No wonder the tendency of the Retail Hard- 
ware trade has been to standardize on War- 
ren s—to use it as a foot rule to measure efh- 
ciency and quality! They meet your demand 
for beauty without extravagance—sales effect- 
iveness with flexibility—highest quality with- 
out excessive cost. 


Our Service Department will glad- 
ly offer suggestions. Catalog upon 
request, 


There is no Substitute for 
Warren Fixtures 


Ludwig Bockenek, 5339 


News Item: Milwaukee Ave., Chicago, 


erected a 
store and installed Warren Sectional Hardware 
Fixtures. 


J. D. WARREN MFG. COMPANY 
159 No. State St., 


Chicago, IIls. 
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Euy spruce ladders and step ladders. 

Don’t buy cheap ladders and step ladders. 

You buy accidents. 

They cost you money to settle. 

Send us your order and we will ship and give 
you spring dating, guarantee you against 
decline. 


Send for our latest price sheet 


W.W. BABCOCK C2, Bath, NY. | 
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How to cut your rent 


Do more business per square 
foot of floor space by using 
Heller sales- making store 
equipment. 


Build Trade 
With Toys 


Only a few years ago Toys 
were looked upon as a novelty 
in a Hardware store. 


It cuts down your rent, per 
dollar of sales; it reduces 
your cost of selling, yet lets 
you pay your good clerks 
better wages; it reduces 
your advertising cost, and 
lessens your general over- 
head. 


Today Toys are a staple in 
many Hardware stores and all 
who sell them agree that noth- 
ing so attracts the trade of 
Boys and Girls. 


Any - representative of the 
Heller Organization has in 
his pocket the facts to prove 
how Heller equipment has 
helped others, and will help merniee wretits. 
you. Ask for the facts, and Iv’s FREE. Ask 
get started now to making for it today! 
more profits. Act promptly. | 


W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 
20 Vesey St., New York City 





This is the book 
that will help you 


You can keep posted on 
what is New in Toys, as well 
as New methods of displaying 
and merchandising them by 
reading Hardware Age. 





W. C. HELLER & CO., Montpelier, Ohio. 28A 
a ae the new book, “The Heller System of Laryer HARDWARE AGE 
Dt! tc tee Ceeteneué ho eihesc bho eek hak eebeeeeesees 239 West 39th Street, New York, N. Y. 
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GUARANTEE 
This article is guaranteed for 
10 years not to chip. change 
sotee. re et, break or deterlor- 





Every “SNO-WITE” Bath Room Trimming Is Guaranteed for 10 Years 


This Guarantee Tag creates confidence. Customers “SNO-WITE” Bath Room Trimmings HAVE— 
realize that Bath Room Fittings Guaranteed for 10  they’re made of Genuine Porcelain Enameled Metal 
years not to chip, rust, break or deteriorate, must —that’s why they last. 

have the right material in them to back up the guar- pe stand squarely back of every article and every 
antee. ealer. 


Originators of Porcelain Enameled Bathroom Trimmings 


American Enameled Products Company 
CHICAGO New York 


Boston 
Detroit 


San Francisco Atlanta Toronto 
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> a Th e Sale of Sate LY 
,. \ ts Real Service ( 


Many fatal accidents and more less seri- 
ous ones, have resulted from smoking 
drivers attempting to “light-up” with a 
match without slowing down. And the 
narrow escapes—Whew!!! 
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An Electric Match insures safe “lighting- 
up,”’ convenient “lighting-up”’—at high 
speed; in a high wind; in heavy traffic. 


o "6 . 
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bt Po bir e s ¥ Every sale means safety and service, and, . 
incidentally —Profit. a 
Priced from $1.25 to $15.00 
“4 Price for Every Pocket; All Models Fit Any 
Car” Ge. 0° *3 
ow? . . . e* 


The Cuno Engineering Corp. [[:.0.%.: 
80 South Vine Street Meriden, Conn. - nee oe ae 








tl] No. 600 E-Z-On [leon ieee 
oe **«t| Model. Clamps to . ar ty 
‘0% *, ded pas * o etre either wood or ae: | 
Dieta] metal dash. No [p03 ee" 
Set hole required. [[Uffiite 3% we 


Canadian Representatives 
Colonial Traders, Limited, Chatham, Ont. 
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Buy from the Jobber 


Who Sells Self-Adjust- 
ing Ball Bearing 


LAWN MOWERS 


_ 





" 


Screw adjustments are annoying, difh- 
cult and mean the ruin of any good 
mower if and when not properly ad- 
justed. 


Note the F. & N. 
Self-Adjustment 


Illustration above 


NO CHANCE FOR LOST MOTION, 


WEAR OR NEGLECT 
THIS SELF-ADJUSTING BALL 
BEARING DEVICE ASSURES A 


Self-Sharpening 


Lawn Mower 


If your jobber cannot 
supply you, write us 


The F. & N. Lawn Mower 
Company 


Richmond, Indiana, U. S. A. 


The World’s Largest Lawn Mower 
Manufacturers 











HARDWARE AGE 


This is the time of 
the year prospective pur- 
chasers of pumping 
jacks recognize to the 
fullest extent what en- 
closed working parts, 
self-lubrication, machine 
cut gears, steel side arms 
and other imptovements 
found on Myers Self- 
Lubricating Pump Jacks 
will mean to them in the 
way of better service 
during the winter sea- 
son. 


There is no compari- 
son between this and 
other jacks of light 
weight construction 
with exposed work- 
ing parts. You are 
selling real pumping 
service with better prof- 
its when you sell Myers 
Self - Lubricating Pump 
Jacks. Ask for circular 
and prices. 


The F. E. Myers & 
Bro. Co. 


Pumps—Water Systems—Hay 


Tools—Door Hangers. 


Ashland Ohio 











November 5, 1925 


VERS 
Self-Lubri 


=— 




















HARDWARE AGE ‘ 93 


% 


November 5, 1925 





CORBIN 


consumer, year in and year out, 
wy has won for GALVANOID 


American Brand 
“The Recognized Leader’’ 


Satisfactory service to the 





the pre-eminent favor of the 
trade. 


It is heavily zincked after 

ts 4 weaving by our modern elec- 
tric process. Then a transpar- 

ent coating of varnish is baked 

on. This protects the attrac- 

tive finish, and adds to the 

firmness and _ durability of 





Wood Screws—Machine 
Screws—Cap and Set 


Screws—Saw _ Screws, 
and Special Screws of 
every _ description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 
ers, Register, Sash and 
Ladder Chains. 





GALVANOID. 


Your trade will appreciate the 
even mesh, uniform finish and the 
long wearing satisfaction of GAL- 


VANOID. 


We can now assure you of 
prompt shipment of your supply. 
If your jobber furnish 
GALVANOID, advise us and we 


will see that you are supplied. 


cannot 


Look 








Do not accept substitutes. 
for the red-lettered tag. 

We also manufacture AMERI- 
CAN BRAND Painted—Bright Gal- 
vanized — Bronze — Copper — 
grades for particular re- 


furnish quotations im- Special 


mediately upon receipt - 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The American Hardware Corporation 
Successor 
229 High Street 
New Britain, Conn. 
Branches: 


New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 


quirements. 





American Wire Fabrics Corporation 


subsidiary of 


Wickwire Spencer Steel Co. 
General Offices: 
41 East Forty-second Street, New York 
Western Sales Office: 208 South LaSalle Street, Chicago 
Worcester Buffalo Cleveland Detroit San Francisco 
Los Angeles Seattle 
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Record Consumer 
Sales 


Reported by Witt Dealers 


Month after month, Witt dealers 
throughout this nation are report- 
ing an amazing increase in Witt 
Can sales. 

The reason is clear. The Witt 
Guarantee, wired to the handle of 
each Witt Can and Pail, protects 
the buyer—and builds confidence in 
your store. 

Already, the Fall demand for Witt 
Cans exceeds all former records, 
and every sale will pay live dealers 
3 to 5 times the usual profits on 
Cans and Pails. 


Don't wait. The Ash Can season is here. 
If your Jobber cannot supply you, write 
at once to 

Department D 
THE WITT CORNICE COMPANY 


Cincinnati, Ohio 


Vanufacturers of 


Wit 


CORRUGATED 
*CANS and PAILS” 








FROST'S 


Friction Catches 
The Most Practical 


Friction Catches 
for Small Doors 


Most practical not only 
because they do their work 
well but because they 
are very easy to install. 
Special tools are not re- 
quired. 


Let us send you a sample. 
Put it on any small door 
in your own home and it 
will prove its practica- 
bility. 

They sell well because 
they work well. 


C. L. FROST & SON 


345-347 Summer Ave., N.W. 
Grand Rapids, Mich. 
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KITCHEN TOOLS 


‘SNO-CHIP’’ wHITE ENAMELED HANDLES 


NEITHER 
PEEL, 
CHIP 
NOR 


Mo. 095 Ho. 0132 


ASK FOR . 
SAMPLES *% \. 


“Rlercnandes of Distinction’’ 


i Sie ee 


No. 0140 % No. 099 


VAUGHAN S$ 


FAMOUS 


No. 1008 


COMBINATION CAN OPENER, BOTTLE OPENER, CORK SCREW 


VAUGHAN NOVELTY MFG. c : 3213-27 Carroll Ave. 


CHICAGO 
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Here's the List need- 


Its Verified 





LEA 


Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Gives names and addresses of Hardware Retailers, 
with ratings based principally upon annual sales; 
and also shows names, addresses, capitalization, ter- 
ritory covered, number of traveling men, names of 
buyers and lines handled by Hardware Wholesalers. 


CONTENTS 


Wholesale Hardware Houses and Manufacturers’ 
Agents in United States, Canada and Foreign Coun- 
tries. 

Retail Hardware and Housefurnishing Stores, includ- 
ing Retail Departments of Wholesale Houses in 
United States, Canada and Foreign Countries; also 
General Stores, Lumber Yards, etc., handling hard- 
ware. 

5c, 10c and 25c Stores carrying hardware in United 
States and Canada. 

Department Stores carrying hardware and housefur- 
nishings in the United States. 

Automobile Accessories Jobbers. 

Dealers in Mill, Steam, Mine and Machinery Supplies. 
Export Merchants handling hardware and kindred 
lines. 

Sporting Goods Wholesalers and Retailers. 

Mail Order Houses handling hardware and housefur- 
nishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every sales 
manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
issue was published there have been more than 10,000 
additions and corrections, and these all appear in the Sixth 
Edition which is the current issue. 


Hardware Wholesalers find Verified List of great value in 
“checking” their retail proapect records. 


$12.00 postpaid 


HARDWARE AGE 


(Verified List Department) 
239 W. 39th St. New York, N. Y. 
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Profit is One Thing q| } 
Good Will is Anothere 


Both Are Essential to Building 
a Permanent Business. 


Each SUPERTRON is serial numbered with a 
GUARANTEE Certificate bearing a corresponding 
number—for your protection—for your customer’s 
satisfaction. 

A GOOD PROFIT to the Dealer—he deserves it. 

A GOOD PROFIT to the Jobber—he earns it. 

A GOOD TUBE to the PUBLIC—they’re entitled 


to it. 
ALL TYPES $9.90 EACH 


(Canada $2.75) 





DISTRIBUTORS 
EEE Cs sega SEE Ee .. .Chicago 
PU CO GE GB. ics ccceceadceeess a eile a aah og da a ah Chicago 
eked a alee ee een _.... Milwaukee 
i ee ee ww weee bem ee eww ewe Portland, Me. 
vue Wepre Ge.........-:. a ar ee _....» Minneapolis 


Hippee-States Auto Sup................. ae i ..Des Moines 
Sorenson Lamp Co......... x ach 
Orr Bros. 
Radio Dealers Sup. Co..... 
Western Light & Fix. Co.. 


.,...Des Moines 
Cedar Rapids 
... San Francisco 

...Los Angeles 





Keystone Radio Dist. Co. ...... .. .Philadeltphia 
Franklin Electric Supply Co. . _. Philadelphia 
Allentown Radio Dist. Co. — _,.. Allentown 
Goodlin Auto Sup. Co. ........ .. South Bend 
Swanson Electric Ce. .......... i .. . Evansvilie 
M. H. Johnson Electric Co. ..... Te a. a digi @ 0a wae le abe es Ones Utica 
M. A. Baker SSE ar Elmira 
Hinsdill Electric Co. ....... _. Troy 
American Phonograph Co. ...... sea Ga aa. ss datlauev mia make Albany 
Rosen Talking Machine Co. .. oe ae = = ..... Boston 
Balt. Hub Wheel & Mfg. Co. _... Baltimore 
Cycle Aute Supply Co. ........ eae s ee tere ...... Buffalo 
i ee ye i eed eed ede eka dew ew ce eed Buffalo 
Iroquois Sales Co. ..... i ; ane Buffalo 
Hamburg Bros. ........ : is awe - Pittsburgh 
Radio Stores Inc. ....... Oo ee oa ae aie are eee Denver 
Reynolds Radio Co. ... . Denver 
Burr-Fowler .......... ' . .. Syracuse 
<_< 2. eee ....Cincinnati 
American Radio CS Ee er eee Se ee ee Cincinnati 
Elgin Radio Corp. ......... - .. Elgin 


j _... Alberta, Canada 
Sault Ste. Marie, Canada 
_......Montreal, Canada 


Alberta Radio Co. . 
Imperial Radio Co. 
F Guillevin. . 


BRANCH OFFICES 


Eb sd ag es gis ae eae Georgia Savings Bank Bldg. 
a a ee vane he ey @ Oe a eat Wee Se 2006'/2 Commerce St. 
a ht oe ee a 6 wee Sa Oe oe 353 No. 4th St. 

GO 21 East Van Buren St. 
PITTSBURGH .. Federal Reserve Bldg. 
i ats ak huh tiga de> aiid ie 0. leh lh OO 714 Lafayette Bidg. 
i ad. ok ed Mano (uy et do aE Wider Os! Oe 229 So. 4th St. 
KANSAS Y 3955 Mercer Ave 
i . a Lore ; .....1641 Stout St 
BUFFALO..... = ; ; fii .293 South Elmwood 
BOSTON........ a. iad hee .......99 Bedford St. 
OMAHA, NEB. .. Said ; , _.,..625 Securities Bldg. 
LOS ANGELES. : ; _.,..3208 Glendrie Bivd. 
PORTLAND xe oa ...997 Forest Ave. 
TOLEDO _..Summit-Cherry Bldg. 


SUPERTRON MEG. CO., Inc. 
HOBOKEN, NEW JERSEY 


Export Department, 220 Broadway, N. Y. City 


SUPERTRON 
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Now 


Ready! 
Our 


New 
1926 
Catalog 


¥ 


a 
+ | WHOLESALE JEWELER 
| IMPORTERS oOFDIAMOND: 
= 


4 


~~ 


- 


VEW YORK 


Free! 





Send for Your Copy To Day 


Between the 254 pages of this book are illustrated the 
popular brands of Silverware listed below together with 
complete lines of Diamond and Solid Gold Jewelry, 
Watches, Ivory Pyralin Toilet Articles, Electrical Goods, 
Cameras, Opera and Field Glasses, etc. 


Yow carry no stock—SELL from the catalog. All orders shipped 
same day received, 





H. M. MANHEIM & Co. 
87 Nassau St., New York 


Wholesale Distributors of 
1847 Rogers Bros., Community, Holmes & Edwards, Wm. Rogers 
& Son. 

















Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 











BRAND 


Mark 





Boat Oars 


Crown Brand on a boat 
oar means perfection 
and quality. It means 
sales for you and satis- 
faction for your cus- 
tomers. 








Write now for infor- 
mation and prices. 


Manufactured by 
DE GRAUW, AYMAR & CO. 


Established 1827 


34-35 SOUTH STREET NEW YORK 
FACTORY: PLAQUEMINE, LA. 











Note heavy steel wire 
folded around edge and 
through handle, mak- 
ing absolutely lela 
breakable handle. 


Strongest pans 
sold, enameled 
black. Complete 
line made 


° Storm- Proof Mail 
Here are three prime requi- atone ia Ap ae 


sites for the trade—quick sell- fine finish. Packed 
ers, with rapid turnover, each bulk or cartons. 
one a profit-maker and busi- 
ness getter. You'll find M. M. White Enameled Toi- 
P. Products sturdily built — | RIGA ioeeesOuoe 
each giving full measure of | SRARIeeeOoenee 
service—a line that you can | (ail 

cash in on extra profits. 


Sold by all leading Jobbers 








Michigan Metal Products Co. 


Battle Creek, Michigan 
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Better 
Machine Screws 


for the 
Hardware Trade 


HARVEY HUBBELL 


MACHINE i SCREWS 
BRIDGEPORT “E> CONN. U.S.A. 
NEW YORK.N.Y 
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Double Your Sales on 
4. Leading Tools with || 
the “YANKEE 4-TD & 





This fascinating demonstrator catches the attention and in- 
vites every one entering your store to operate four leading 
“YANKEE” Tools exactly as in use. It is hard to resist. 

Put one on the counter and watch your sales grow without 


extra expense. 
YOU GET IT FREE 
with a small steck order for “YANKEE” Tools. 


Ask your jobber about it 


NORTH BROS. MFG. CO. 
Philadelphia, Pa. 











os | . 77ND 
0S CONN I C00 
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Casement 
Operator 







A moderately priced, 
well built, neat appear- 
ing operator to handle 







outswinging casement 







windows: inside screens 
do not interfere with 





operation. 







Friction Stay 






For application on 
Doors, Windows 
Swinging in, and Tran- | 
soms, holds them open | 








in anv desired position, 
or when closed abso- 
lutely prevents. rat- | 


tling. THE RIXSON 
| FRICTION STAY 



















Circular upon request | 












po ee it 
THE OSCAR C. RIXSON CO. 
4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 












The ROOSEVELT 


‘“Adjusta”’ Wrench 
» ” 


Most practical and versa- r 
tile wrench ever invented. N 
Covers 95% of all uses of a 
wrench, fits all Shapes of 
nuts and grips securely 90% 
of all exposed nuts on all 
makes of automobiles. 


Retails at 
One Dollar 


West of Denver $1.25 
Canada $1.50 


Weight 13 ozs. Length 8 ins. 
Made of cold rolled steel case 
hardened. 

Quickly adjustable with thumb | 
or forefinger. Wonderful range | 
—takes care of 24 sizes in hex. | 
nuts and 8 sizes in sq. nuts, 3/16 
to 1% ins. Cannot slip. Good 
profit. 

If unable to obtain this wrench 
from your jobber, we will ship di- 
rect at dealer prices. 

Sample sent to rated dealers on 
receipt of $1.00, postage prepaid 
and insured. 


Roosevelt Mfg. Co. 


| 
| 
53 West Jackson Blvd. | 
Chicago Ill. Le 
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The M. W. Dunton Co. 
670 Eddy Street, Providence, R. I., U. S. A. 


NOKORODE 






PUT IT ACROSS 
The Counter 


A flux is an essential for any soldering 
job, yet most customers have to be reminded 
of it. 








Without a flux any soldering job is bound 
to be a failure. 
NOKORODE in convenient packages is the 


key to soldering satisfaction. 






U. S. & For. Reg. 


Our sales proposition carries a real profit to the 
dealer. 











Known as Reliable for 
over Fifty Years 






Priest’s 
The bobbed hair fad is at its peak 
—take advantage of it. 





Priest’s Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 
tract women customers. 


Remember Priest quality and 
service are back of every clipper 


AMERICAN SHEARER MFG. CO. 
NASHUA, N. H. 








responsibility — 
your profit 


aM 6This straight-from-the-shoulder guarantee is 

} given to every buyer of Ney equipment: We guar- 
antee all Ney goods to give satisfaction tothe user. 
There is no quibbling—no two ways to take this 
guarantee. It isa simple, straight forward pledge 
from men who are confident of the dollar for 
dollar value they put into the goods they make. 


This guarantee is one of the biggest business assets of the dealer who 
sells Ney equipment. It is his word of honor to his customers—a force 
that adds to his reputation—a business builder and a definite aid in build- 
ing steady profits. 


THE NEY MANUFACTURING CoO., Canton, Ohio 

Minneapolis, Minn. + ESTABLISHED 1879 + Council Bluffs, Ia. 

Manufacturers of Dairy Barn Equipment and Haying Tools 7 
stanchions, stalls, pens, litter carriers, water bowls, hay carriers, 
» pulleys, hay knives, barn door hangers, and hardware specialties. 







includin 
hay for 








aire e6 &8 
em enl. 
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“COLD HANDLE” FRY PANS AND SKILLETS 





= ~=SMade in 






QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 


convinced. 


the “L. & G.” 








NEW YORK 





LALANCE & GROSJEAN MFG. CO. 


CHICAGO BOSTON 
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: The nthe < 
ia ca : | 
en ULTIMATE Wringer = 
— - ANCHOR BRAND 

Best on Earth 


Warranted for Five Years :-@ 


LOVELL MFG. CO. Erie, Pa. 


Largest Manufacturers of Clothes Wringers in 


the World 











Every 
00 
Guaranteed 













A Real 
Seller 





The large Acme factory and our many 
years experience in learning how to 
properly design, and select the most 
suitable material for Hand Planters 
and Sprayers, make our facilities un- 
matched for supplying the kind of tools 
that bring business and hold trade. 


Make Steady Patrons 
Every ACME Tool is inspected, tested 
and guaranteed. You can say to your 
customer: “If it isn’t all right, bring 
it back.” We protect ACME dealers 
in making good this guarantee. Thou- 
sands of farmers know and respect the 
ACME line. 


Dealer Sales Helps 
In addition to our yearly advertising 
campaign in leading farm papers, we 
supply our dealers free with attractive 
booklets, window signs and electros 
for local newspaper advertising. 











A sidewalk 
ice chopper that 
sells on sight on 
account of its qual- 
ity. Made just like a 
chisel—tool steel edge 
and a real handle. 













Cities all over are 
standardizing on them 
for schools and street 


gangs, 









A Complete Line from One House 
No shopping around. Stock easily and 
quickly replenished from one jobber con- 
veniently near you. Faster turnover on a 
smaller investment—larger profits. Write 
for complete dealer plan and name of 
nearest jobber. 







Write us about this 
and see a sample. 








ALLL LTE ELE ELEY ELIE THE L. & I. J. WHITE CO. 
Potato Implement Co., Dept. 11 Traverse City, Mich. 125 Columbia St., Buffalo, N. Y. 


























GFAIN BOXWOOD RULES 


fTT PTT jseueuuns! 
se lil 110 N? 781 |9 

———_ Sa TTITTOOTITI OO T T  T 
= 2 SST ey cea ssapransesseesmessasesast 
tf vit oh 










































a ceeeeet nee anaes | ams 
BEST SUITED sew SEND FOR 
TO THE 4. 15 16 1? 1 CATALOGUE OF 
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The Job He Disliked Most 
Is Easy Now 





ltl] 








my MPLEX. BOOKS 


Flat Opening—Duplicating 


Iie just couldn’t keep his records straight—they were his 
igeest bugaboo—until he tried the new, easy way, with 
Simplex Duplicating Books. 

’ 7 -_ - 
lhese handy duplicating record books save time and work, 


They are simple to use, easy to handle, extremely eco- 
nomical Simplex Books are made in over 40 different 
for every business purpose. We also make up spe- 

s, if you prefer, with your firm name imprinted. 
stationer or write us for prices and full details 


ial bool 
\sk your 


7 I O N INSTITUTIONS 
AND INDUSTRIES 
Office Supply Dept. ZION, ILL. 
Wilbur Glenn Voliva 














“Improved” Guaranteed 


Jersey 
Shoe Lasts and Stands 


They are lock bearing and absolutely the best of their 
kind. 

If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch with 
us before placing your next order. 

We will show you that you will increase your sales on 
Lasts and Stands by stocking JERSEY. 


Look 
for 
This 
Mark. 


AW 
S) 


V 


Denotes 
Quality, 
Durability. 





STAR HEEL PLATE CO. 


Louis Sacks. Ine. 


397-391 Wilson Ave. Newark, N. J. 





Your Profits Keep on 


Most public 


Oe 
2355 washrooms’ use 
oo he, liquid soap dis- 
i pensers, and 
a . 
have to buy liq- 
uid soap right 
along; so_ that 


the sale of dis- 
pensers starts 
an endless proft 
on soap. 








Gey) 


—_ 
ere A RL 
(f ye | ite, After exhaus- 
(dour = CI | we“ tive tests, our 
on? procun 

d Soapurns were 


adopted as standard equipment by one of the 
largest corporations, with branches everywhere 
in the United States and Canada; and for many 
years, we have had the contract to supply them 
with dispensers. 

Let us tell you more about Soapurns and liquid 
soap and quote you prices. 

Manufacturers of the famous Morrill Sawsets, 
Nail Pullers, Bench Stops, ete. 

Look up our complete line in your copy of Hard- 
ware Buyers Catalog. 


CHAS. MORRILL, Inc. 
102 Lafayette St. New York 











Hold Up to 100 lbs. 


7-Graffca— 


Note the Nail! 


TRADE MARK REG. 





I! | Picture H 
board icture Mangers 
es are winners for the dealer who wants 
Fall Out! to give his trade the best. These hang- 


Size No. 2 ers have big money-making advantages 

















for him, particularly the sure-to-stay-in 

nail, which is also instantly removable; 

the flat back, which prevents injury to 

/ walls or woodwork and make them the strongest 
hanger made; their 3 handy sizes retailing 10c a 
packet, any size; and other features. Our offer 
includes a handsome display case free. Write 
for details. 


| _ GRAFF-UNDERWOOD Co. 
Sole Mfrs. Graffco Vise Signals, Vise Clips, Index Tabs, 
20 Beacon St., Somerville, Boston 42, Mass. 


CUSHION| 
TIRE 


STORE LADDERS 


Insure perfect shelf service for any line of mer- 
chandise. Deep tread steps, properly spaced, with 
convenient full length handholds on both sides of 
ladder permit mounting or descending with ease. | 
Both hands free to remove or replace stock without 
danger of falling. Cushioned Tired Trolley and 
Truck Wheels eliminate noise and prevent vibra- 
tion. Erection as simple as A, B, C. Utilize 


small space. Make top shelves safely 0 
























4 
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available for stock purposes. One 
style—neat of design—nicely 
finished—any height ceil- 
ing. Thousands in 
use. Circular on 
request. 
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Copper and Bronze 
FLY SCREEN CLOTH 


If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample | 
and Prices. It sells on its merits. 


SPARGO WIRE CoO. 


ROME , N. Ee 














aguas Machine Screws 
\ Cap Screws 
1 Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Nuts 
Rivets 
Burrs 
Specialties 
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Light Electric | a 


Careful and accurate workmanship has placed the 
Kimball Light Electric Elevator in its present envi- 
= position of leadership. Wherever a light electric 

‘levator is needed the Kimball will successfully oper- 
ate with a maximum amount of service and at a 
minimum cost of upkeep. 

All parts are built sturdy to withstand rough 
usage and all parts are sawed, drilled and 
fitted and easily installed. 


anil 


mmm 
AMARA ARAN 


ve 


Badd333 010) 
= 
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—— 
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Every individual unit must meet Reed & Prince standards of 
quality and accuracy. Whether finished plain, blued, nickel, 
brass, copper-plated, sherardized or hot-galvanized, it may be 


selected with the utmost confidence . 
| >K|MBALL BROS, (Oe 


COUNCIL BLUFFS, IOWA. 


2 & 


nmin 7S 
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IDOL OPPPPAL OSS 
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If you need an elevator machine, write or wire 
your needs to us and we wi.l supply you with de- 
scriptive matter 6n the Kimball Elevator Line. 











bE 
REED & PRINCE MFG.CO. _ 
WORCESTER, MASS,U.S.A. j_ - 1117—4, Ninth St. Council Bluffs, Ia. 


J WESTERN BRANCH arCHICAGO- 12] NORTH JEFFERSON ST. 
— ae 
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° MAKE FIRST KEYS WITHOUT TAKING LOCKS APART 
Make Holiday Show Cards Sell Goods ng oll 
fm™ Nothing will attract BEISSER KEY MACHINE 

a | quicker attention to Add profits to your store without extra expense. Your errand 

holiday goods’ than MACHINE, tu make = kinds of keys with the BEISSER KEY 
. ; turning idle moments into mone 
neatly lettered Signs, He experience se, Sy i y. 
Price Cards _ and Put in a Key Department. 
Streamers. Your Make $15.00 to $35.00 per day profits. 10 day free 
’ = SE, tri 


clerk can make them 
all with a National 
Show Card 
Writer and 


Write today! 





Beisser Key 


save your Machine Co 
money. . 
407 East 
Write for Fort St., 
F 0 Ider and Dept. 105 
Prices. Detroit, 
Mich. 








National Sign Stencil Co. 299%, University Ave. 
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PRIVATE BRAND Post Hole Diggers Are Not 
IWAN Tools 


We do not make private brands for any jobber, nor compete with you by 
selling to mail order houses. Specify GENUINE IWAN Auger, Invincible 
Digger, Eureka Digger, —— (Atlas) Digger, Hercules Digger and 
Vaughan Auger to your jobber 

See complete IWAN line, page 229 Hardware Buyers catalog. 


IWAN BROS., Mfrs., SOUTH BEND, IND. 





O 





Osborne High Grade Punches 





Belt Punches + Arch Punches 


Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our pi: “ducts. 

We 7 back of every tool we make. Try us. Write for Catalog 
and Price 





C. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED i826 











REVOLVING 
CABINETS 


Hardware stores, dealers in 
auto supplies and garage 
owners like these cabinets. 


They prevent mixing of bolts 
or screws. 


Large ‘capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


American Bolt & 
swow Case Co. 


Dayton, 














| G “W il vr Ic ce Tools 


\ Made in all types for every ice harvest- 
ing and handling requirement. 
ee are Write for price list and discount sheet. 
y GIFFORD-WOOD CO. 
7 Hill St., Hudson, N. Y. 
New York Chicage Besteon Pittsburgh 
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You can save your customers Te 
dollars—and earn their ever- 
lasting good will by stocking 
and recommending 


Half Soles—Heels—Strips 
Easy to attach at home. Com- 
plete with nails—ready to put on, 
Outwears Best Leather 2 to 1 
Black—tan—for men, women, 
children 
(See page advt. next week) 


+ Panco Co., Chelsea, Mass. (— 


























QE PusH-Pins ai\ 
Metal \; Mor ieee Contains 


| 


“StyleL” [ET Pees 150 
Counter oe - Ess a) = 10c Packets 
: bee eer] Sell for $15 
Display Pee F | Cost $10 
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Moore Moore 
Push-Pins | Push-less Hangers 
“*Glass Heads-Steel Points’ ‘The Hanger with the Twist’’ 






For “Hanging Up Things”, Without Marring Walls 
Moore Push-Pin Co. (Wayne Junction), Phila., Pa. 











A Faster Selling Mop Offers More 


Profit and Quicker Turnover— 


Convince yourself by sell- 
ing SQUEEZ-EZY. The 
mop that wrings by a twist 
of the handle. Keeps hands 
out of water. Saves time 
and back-bending. 





SQUEEZ-EZY : 

MOP CO., INC. Wf). . 
(N_\ 

New Orleans, La. (CECI NL” 








Prices Prompt 
are 25% Shipments 
lower than 
any other — rg 
Rating “Tote 
Ladders Shelving. 

on the 

Market. Complete 
Satisfaction Catalog on 
Guarant Request. 

SUCCESS FURNITURE CORP. 
St. Louis (Kirkwood), Mo 





IDEAL LINE 
ROLLING STEP LADDERS 




















November 5, 1925 HARDWARE AGE 103 





Help! Murder! Police! 


Here! Here! What's the row? Well 
you see we all were discussing Fire 
Pots and all agreed that Clayton @€ 
Lambert Mfg. Co. made THE BEST, 











Speco Solid Sal Ammoniac Then Jones claimed that C. & L. No. 
cleans a Soldering Iron 91 was the best all around Fire Pot 
thoroughly clean, the quick. made. McCarty yelled: “Come off ; 
handy eway. Unlike “I ump” Cc. & L. No. 22 beats it a mile, 
A 4 O'’Harra yelled: ‘‘You’re both wrong; 


Cc. & L. No. 80 is my choice.’’ Then the 
row began. Circular No. 140F is free, 
it will settle the dispute. 


Sal Ammoniac, there is no 
waste with Speco—it’s 100% 


usable. 
Send for Trade-prices. Jobbers supply at factory price. 








Clayton & Lambert Mfg. Co. 


6275 Beaubien St. 
DETROIT, MICH. 





Special Chemicals Co. No, 91 Fire Pot 
Highland Park, Ill. Ask for latest price. 

















Original House Established in 1850 =: 
RED X BRAND 


Friction Tape, Rubber Tape and 
White Mason Tape 


Force-O, the Peerless Fuel Invigorator 


3 in 1 Cement Auto Metal and 
Patching Cement Nickel Polish 
Vuleanizing Cement Top and Cushion 
Relining Cement Dressing 

Channel Cement Neatsfoot Oj] Solu- 
P. B. & B. Cement tion 

Bicycle Rubber Carbon Remover 


An EXPANSION SHELL 


With a Sure-Dependable Hold 


Superior advantages: 
(1) It gripe at the bottom of the hole by 
(2) + its jaws in the sides of the 


ole. 
(8) By Underwriters Laboratory test it 
holds until] the bolt or the material, 
into which it is placed breaks. 
(4) — properly set it will not come 


oose. 
(5) Quickly installed. 
Overcomes these disadvantages: 





(1) It is NOT a friction hold. Cement Penetrating Oil 
(2) No waste from broken or misfitting Wood Rim Cement Radiator Seal Com- 
parts. Tire Gum pound 
(8) Vibration does NOT affect it. Plug Tight Rubber Patching 
Made in two types for 15 sizes of bolts. Quick Repair Solu- Outfit 
Practical in any Solid Material. tion Patching Cement 
Air-Tight Solution Tire Fluid 


A trial] order for testing will soon con- 
vince you. 


Bamplee on request—No charge. Send for Bulletin No. 55. 
. THE PAINE COMPANY Catalogues and Samples on Request 


2051 Carroll Ave. Chicago, Ill. 
33 Warren St. New York City, N. Y. ST. LOUIS RUBBER CEMENT CO., 3951-53 Laclede Ave., St. Louis, Mo. 


_ Black and G 


for Bicycle Tires Gasket Shellac 
Hard Tire Cement Hand Soap, Etc. 
Auto Body Polish And Many Others 




























i 















H. B.Ives Co. Bj — 






7 New Haven, Conn. 
U. S. A. 





FAN 


MOM 


\ Mit 






} 


TIN AND TERNE PLATES 


Established 1876 
Incorporated 1900 We manufacture SHEET AND TIN MILL PRODUCTS for all pur- 

poses — American Bessemer, and 
* American Open Hearth Stee! Sheets, 
Keystone Copper Steel rust-resisting 
Sheets, Apollo Galvanized Sheets, 
Formed Roofing and Siding Products, 
4; Culvert and Flume Stock. Sheets for 
Mt Special Purposes, Roofing Tin Plates, 
Bright Tin Plate, Black Plate, Etc. 










Manufacturers 
BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 


AMERICAN SHEET AND TIN PLATE COMPANY, Frick Bidg., Pittsburgh, Pa. 


Send for booklets and weight cards— valuable to hardware merchents. 


BURNLEY 


The Soldering 
Paste that has 

MAI we satisfied cus- 
B U : tomers for over 


23 years. 




















At Factory Prices 
From Your Jobber 





rrX. 8 U hee Le 


Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 





400 N. Monticello Ave., Chicago, Ill. 
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THE ADVERTISERS INDEX is published as « convenience and not as = part of the advertising contract. Every care wil] be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
A | G R 
Mie TIRE: Doin so ccvceccccsessescesssess 57 iat Wood Co. seteceeeeaeseseeeee sess . Reed & Prince diz. Co. cable cen ptanwnene set 
Allith-Prouty Co. ....-.--eeeeeeceeeerees 18 Gret—-wmmerweed Cae. 2... ccc ccccccccccces 100 me Rubher Co ee 63 
Aluminum Goods Mfg. Co...........+---- 47 Greenfield Tap & Die Corp............... 55 Richards-Wilcox Mfg. Co Achglnipbitsatethsgancate 49 
American Bolt & Screw Co.......------. ie “— “% “aippeineseeeperonannnne S | eee ee teseterse ete 107 
American — ~ * * Pao sinc aden aen 4 Rixeon "te a aio epoca tte 97 
rican namele roducts Co......... 91 | © gyi SRERSOM LO., USCA L... 2 0c cece eeseeecces 
en a Ge. cocscescvececseescces 83 H Sek iddend Eee } ei ee ee ee 3 
American Saw & Mfg. Co..........+++++- 10» Hardware Age Verified List............. 95 Rome Mfg. Co... rap atelneia aka Aagaanth 107 
American Screw Co........ccceeecccecces 69 Hart & Cooley Co., The................. 107 Rencavelt Mfg ‘Co Be eee eee eee 97 
American Shearer Mfg. Co............--- 98 RE SS OE ee 90 Rose & Brothers Wm ce ee 85 
American Sheet & Tin Plate Co.......... 103 Se ,. . cnciseeceebeawees 97 Ruby ———_c ©... 87 
American Steel & Wire Co ere One 10 eeevreeeveeeeeeeeeeeeeees 
Donericnm Bteve Ce... .ccccocecscscccses . 10% I 
American Wire Fabrics Corp........... 65, ~ S 
Arcade Mfg. Company.......------------ a Independent Lock Co.................++. 85 , 
Armstrong Mfg. Co.........---++-+e0000> 77 eens _tns 12 | Sacks, Inc., Louis......................- 100 
Atkins & Co., E. C........---0 00s eee ee: : International Silver Co................... 2 | St. Louis Rubber Cement Co............. 103 
a we Seen eS 103 | Samson Cordage Works.................. 87 
ES or ee 102 | Shapleigh Hardware Company........... 110 
B ; Sidney Elevator Mfg. Co................. 107 
J eo a tonomge a eT er 105 
Smit f meomeonway Ce., ERC.....ccccsce 105 
Dalen: Gan, TD Ws WH ec ccccsecccsccvees 90 mi < } , , 
Me MU, cskieacusiancsorewes 79 | Jennings Mfg. Co., Russell............... EE Ay ae -aedepeeeepbeneseanaten + 
re Sn oe... nee bh e6e eee eeeene - 81 Special Chemicals Co ea Ree oe Cane ar a oe 103 
Beisser Key Machine Co...........-++++-+- 101 K Sqeez-Ezy Mop Co.. a é ; ' ' ; 102 
Berger Co., L. Du... 2. cc eee ce secees .* 54 Standard Ce ts Mn . oc seenece seen 107 
Blair Mfg. Co... .. 2... +s eee eee ee ere enees 105 Kawneer Co. .......................-..59-60 | Starrett Company, L. S.................. 56 
Bommer Spring Hinge Co,.. \OCevnVeeee sl re 87 Sterling Wheelbarrow Company.......... 109 
Bowen Products ¢ ad ae eee is SY 101 Stewart Iron Works Co.................. 105 
Bridgeport Screw Co............. veccee 6S I MS i 6 sc ob thee beewws.ees 105 
Brown & Sharpe Mfg. Co................ é l Success Furniture Corp.................. 102 
Buffalo Wire Works Co., Inc...... 105 IS Se ec ceeéern 95 
Burnley Battery & Mfg. ih..« 103 Lalance & Grosjean Mfg. Co......... 98 Syracuse Stamping Co., The............. 107 
Burroughs Adding Machine Co.. 10% ~~ — “Seep S PR RRReRerane 99 
Ludlow-Saylor Wire Co................6. 73 T 
Cc Pn «cnc uae bed een eee ene nt 99 
M es crete 107 
. . . oe a oo I A ia ogee ewe 107 
‘arborundum Co. ........ pe eetenceueens 0 Threadwell Tool Co., The................. 7 
eerie I Le ee ee 71 i uae ea ee en 20 Torrey Razor Co., “ ENS ee — 
Clayton & Lambe rt Mfg. Co............. 10.5 Manheim & Co., H. M................... 96 Tremont Nail Co... o.oo coco cece 77 
Cleveland Wire Spring Co............ 96 rr en er i cuwecbetbeceses 105 Trow & Holden Company................ 107 
a ee 77 I ete eee ees 105 Tubu'ar Rivet & Stud Co................. 71 
Congoleum-Nairn, Inc. .............6.55- 51 Maydole Hammer Co., David............. 4 Turner & Seymour Mfg. Co.............. 17 
Connecticut Valley Mfg. Co.............. 105 EES OS ee 107 | Turner Brass Works..................... 87 
Consolidated Electric Lamp Co...... 107 Michigan Metal Preducts Co............. 96 | 
Continental Wocd Screw Co.............. SI Milwaukee Corrugatinge Co............... 107 
rr Cn eects neens 6 obehes es 9% Moore Drop Forging Co.................. 8 | U 
Cuno Engineering Corp............... 91 Moore Push Pin Company............... 102 | _. 
Ci Cah und end 665 66408 6b06 100 | Union Hardware Co ee 13 
» Myers & Brother Company, F. E.. 92, 100 | U. S. Clothes Pin Company.............. 107 
| 
N | V 
) vy Chur OE a eee 16 | 
a _ o> e A 8 tek ee Oe ae 96 National Level Mfg. Co.................. 87 | Vaughan & Bushnell IN on nit ea 3 
Deming Co., The...........cccccceccccee 89 National Sign Stencil Co................ 101 | Vaughan Novelty Mfg. Co............... 94 
rr re ee. Ce we ccc eecnceseen 103 New Britain Machine Co................. 105 | 
tn a i e coccoecnaeeene il Now Gavem Cieck Co...........00ccceeees 61 | w 
es os Keke skeonneneceues 98 om dy ee Feet eee eee eee eee ee eee 7 
— ee eT PeLENER SSE COS Warren Mfg. Co., J. Di... 2.02. eee eee. 89 
E O Wheeling Corrumating Cen... .ccccccccces 105 
ian a 2 Se Se ere 93 
i? oa ci eteeled peat cewek s © bac ‘ 
iti Mie Oise osu iisenesenseensvsaes 1 eee oe S.....--.-.----+---- 85. | Wickwire Spencer Steel” Gov... 000000. 65, 93 
Energy I a a a a 107 Outing Mfg. Co wey ee Te eee ee 94 Williams & Co., Be eeeeeesoveeeeeosss 6 
Oe er eeereeserrreneeesereees | Winslow Skate Mfg. Co., Samuel......... 87 
p | gg en 94 
F 
a a a ia las a ee a 103 Y 
F. & N. Lawn Mower Co., The........... 92 CS ee ene 102 ; ; 
Fate-Root-Heath Co. .................... 81 Peabody & Company, H. W.............. 15 Yerdon, Wm. ..........sesecsececeeeeees 107 
i Ce ee... scesctesesconees 79 Potato Implement Co.................... 99 
Ford Motor Co....................+-+-.. 14 Pratt & Lambert, Inc.................... 67 Z 
Fowler & Union Horsenail Co............ 105 I a ie 56 
ES Me a ew ee eee een dee 94 Progressive Mfg. Dita vstObeheeecwtevne 107 Zion Institutions & Industries........... 100 











A. C. Electric Manufacturing Company... 61 
A ax Electrical Specialty Company....... 74 
Atwater Kent Manufacturing Company.. 47 
Brandes Products Corporation............ 78 
Clements Manufacturing Company........ 71 
Coldwell Lawn Mower Company.......... 63 
Ee ee om 
Dunham Corporation, Geo. W............. 73 
Electrical Products Manufacturing ae 6 
Electric Vacuum Cleaner................ 7 
Eureka Vacuum Cleaner Company........ 55 
Fansteel Products Company, Inc..... 68 


Fitzgerald Manufacturing Company...... 75 
Geimaday Electric Co..........ccccccccee 77 
Goldschmidt Company, T. H.............. 67 
Greist Manufacturing Company.......... 59 
Grigsby-Grunow-Hinds Company ......... 12 
Guth Company, Edwin F................. 3 
I ld a els ile a een 14 
Horton Manufacturing Company......... 5 
ie a be ee be 66 
Hurley Machine Company................ 11 
Irving Radio Corporation................ 51 
Knapp Electric Corporation............. 4 
Landers, Frary & Clark Co..............38-39 


| 
| 
j 
| 


Lindemann & Hoverson Company, A. J. ~ 


National Lamp Works................... 41 
Radio Cerp. ef Americ&®..........cccccccs 2 
merwemy Comey, Bie... ...ccccccccccvces 9 
Singer Company, Inmc., E.............00- 69 
Stewart-Warner Speedometer Corp....... 64-5 
Tebevecal Corporation .......cccccccccces 74 
I PEE OO ES PO Te 74 
United Radio & Electric Company........ 10 
Utah Radio Preducts Company........... 76 
Voss Bros. Manufacturing Co............. 49 
RR i ee ee 57 
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Robertson “Horse Shoe Magnet” Hammers 


Permanent magnet which holds Patten 
~ tack in position for driv- 7 10: a —— 
ing. Awarded the Silver Medal eaten and Wire Werk 
tae eet offered a,. the Panama-Pacific Exposition. - — 
profit. Write for price lst. CHAIN-LINK 
Name ané design trade marke registered U. 8. Pat. Off. WIRE FENCE 
AR 








Iron Fence, Gates 

Lawn Vases 
Settees 

General Iron 



































THUR R. , Ask for Catalog 
R. ROBERTSON 94 Portland St., Boston, Mass THE STEWART IRON WORKS CO., Ine., 225 Stewart Block, Cincinnati, 0. 











STRA TTO Plain or — in 


‘“‘Red Devil’ Tools 


Pliers Wrenches 
Glass Cutters Chain Drills 
Auger Bits Linemen’s and 
nips Electricians’ 
Screw Drivers 00 


Hack Saw Blades and Frames 


For Small Tools, Utensils, Electrical Goode Bte. 
Bnameling, both baked and air 


STRATTON MFG. CO. sonal Maine 


Honestiy made — popularly 
priced — nationally advertised. 


Smith & Hemenway Co., Ine. 
117 Coit St.. Irvington, WN. J. 


CRECOITE NONE BETTER 
Tools You Can Sell SOCKET WRENCH SETS 



















With Confidence NINE D T SETS 
Half Hatchet ie tr Cae 8 The New Britain Machine Company 
Marion Tool Works. Ine. - 
Menten inultee New Britain <NB} Connecticut 
































Waste — Mops — Wicking 
Cleaning Cloths 


Caulking Cotton — Chemical Cotton 
Send for samples and prices 


Wright’s Jennings 
High Grade & 
Auger Bits ma \' 









MASCO 
The Conn Valley PRODUCTS MASSASOIT MANUFACTURING CO. 
Mfg. Co mane Fall River, Mass. U. S. A. 
ve 6 wy eee New York Office - -« - - 350 Broadway 


Chiecage Office - - ~ 189 West Madison St. 


Heel 


Catalog No. 8 AB Mailed Gratis 
BUFFALO WIRE WORKS COMPANY, Inc. 


(Formerly Scheeler’s Sons) 























QUALITY SERVICE 
UNIFORMITY OISTINCTION 


BAND "LE NOX” SAWS - 
o—_—=<=_> 





“The Jools in the Plaid Bor” | 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW DRIVERS - GLASS CUTTERS 53 518 TERRACE BUFFALO, N. Y. 


33.3252 S335 eeeeeeoeee © eereee & eeeoeeeeeoeeee 
«ee $33330% eeeeeeee teesee eeeeeeeee 
































THE FOWLER & UNION mamas wane a 
HORSE NAIL CO. , morn oe gandother | 
ae a f} BUILDING 

HON SIO HAS “us (Wheeling) zzz: 

Plant of Put Your Needs ut Your a 

1000 MILITARY RD., BUFFALO, N. Y. up to Wheeling | up to Wheeling 























SO BOSS The Improved Cow Hobble SEYMOUR SMITH 


Selling fast wherever cows are ; 
milked. The So Boss Com- Self-Piercing Bull Rings. Made in all 
bination Hobble and Tail i 

sizes of pure copper. Send for our 
new descriptive catalogue. 







Holder retails at 75c. with 
generous profit for the dealer. 
Packed in individual cartons 






Sold by 





Leadi —unit k of six i 
ing lee Ghana quanantainnSlt> SEYMOUR SMITH & SON, Inc. 
Jobbers tionally advertised. Oakville, Conn. 











Simonsen Iron Works | 


Sioux Rapids, lowa ___ Seles Agents: John H. Graham & Co., 113 Chambers St., New York 




















” MONEY-MAKING 
REICHARD WEEDERS 


The Magic Weeder With Spring-Tooth. 
Great Sales Appeal—Write. 






F. H. REICHARD MFG. CO. 
Bangor, Pa. 











Ble air Mts Co Soe lass. 
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Classified Opportunities 





BUSINESS OPPORTUNITIES 


PURCHASER WANTED. 





PARTNER OR 


Owner of well equipped store in Southern Tier | 
wishes to sell half interest to well posted, am- | 
bitious hardware man. Owner feels he is not | 
well enough posted in hardware to successfully 
handle entire proposition. His finances need 
additional capital as well as help in management 


of the store. 


good reputation and trade. Frank ‘‘show down’’ 
of every detail will be made by owner to any 
person really interested. About $12,000 would 
be required to handle partnership, or owner 


City is prosperous and store enjoys | 


would sell his interest if prospect prefers entire | 


ownership. Address -_ G-824, care of Harp- 


WARE AcE, New Yor 


Se 





FOR SALE—Northern Indiana, Hardware and 
Grocery Stock, Fixtures and Equipment will in- 
voice from $9000 to $10,000. Will sell or rent 
building. Located in a good farming and dairy 
section. Two railroads, interurban, electric 
lights, gas and water. Reason for selling will 
be given on inquiry. Address Box G-778, care 
of _Harpw ARE AGE, New York 


‘OR SALE—GENERAL HARDW ARE 
IMPL EMENT STORE, located in a good farm- 


ing community in Western Pennsylvania. Busi- 
ness is making money, but for good rcasons 
owner desires to sell. Will give figures of past 
year’s business. Address Box G-823, care of 


HarpWarE Ace, New York. 

FOR SALE—HARDWARE, HOUSE FUR- 
NISHING, sporting goods, lumber, building ma- 
terial and coal business. Situated in the center 
of a summer resort and lake region of Northern 
New Jersey. A growi ing. business in a growing 
section. Address ESTATE OF JOHN WILLS, 
Stanhope, N. J. 








DIES FOR SALE for the manufacture of a 








AND | 





brass ring lawn sprinkler and also children’s 
steel garden sets. KEYSTONE MFG. COM- 
PANY, (288 A Street, Boston, Mass. 

FOR SALE—No. 1 Wilson Indoor Golf Out- 
fit $35.00. This outfit is practically new. THE 
GRAY HARDWARE CO., Coshocton, Ohio. 

HELP WANTED 

YOUNG MEN TO SELL POWER LAWN 
MOWERS—Should have an automobile. We | 
have at the present time two openings, one in 


the New York district and another in the Phila- 
delphia district. Wonderful opportunities for the 
right men who are willing to work. Liberal com- 
mission. Will grant exclusive distributor con- 
tracts to men who can prove ability to handle. 
Address Box G-812, care of Harpware AGE. 
New York. 





MANUFACTURER DESIRES 
specialty salesman to cover New York, Pennsyl- 
vania and New Jersey to sell sleds, wheelbarrows 
and a complete line of clothes reels to the hard- 
ware, furniture and department store trade. 
Strictly commission basis. Preference given to 
those acquainted in this territory. State present 
connection and give references. Address Box 
G-801, care of Harpware Ace, New York. 


OPENING FOR GOOD SALESMAN. An 
established sales organization have an opening 
for an experienced salesman to sell hardware 
and mechanic’s tools of standard make to the 
wholesale trade in New York State and northern 
part of Pennsylvania. State age, experience and 
compensation desired. Address Box G-816 care 
of Harpware Ace, New York. 


an experienced 








SALESMAN FAMILIAR WITH hardware 
jobbing trade to sell nationally advertised line 
of kitchen glassware especially packed to grocery 
and hardware jobbers. Commission and drawing 
account. Territory unrestricted. State full par- 
ticulars in writing. ddress Box G-819 care 
of Harpware Ace, New York. 


SALESMAN — NEW YORK HARDWARE 
jobbing house offers excellent opportunity to 
young man with hardware experience to sell in 
Central and Southern New Jersey. Resident in 
above territory preferred. Give age, hardware 
experience and references. Address Box G-743, 
care of Harpware Ace, New York. 








3 STOVE SALESMEN WANTED with retail 
or road stove experience to sell the complete 
Monogram line of gas, combination, oil and _ coal 
ranges and heaters in Indiana, Michigan and Ok- 
lahoma territories. THE QUINCY STOVE 
MFG. CO., 


Quincy, Illinois. 


Classified Advertising Rates 


Gppsstenity Guehenge Section 


Set Solid, Minimum 50 words 
Each additional word 

All Capitals, Minimum 50 words... 
Each additional word 

Allow Seven _Words for Keyed Address 


BOXED DISPLAY RATES 











Dicoounte for Classified Advertising 


10% off; 8 insertions, 15% 
o 
Remittance Must Accompany Order 


Positions Wanted Pe 
30% off the above rates 


4 insertions, 











Address your advertisements and replies to 
Hardware Age, Classified Oppor- 
tunities, 239 West 30th St., New 


Vy ork c ity 


is published each 
Days previous to date 
publication 


“Thursda Vv 
ot 





LiTARDWARE 
Forms close 


AGP 
Ten 





SALES ACCOUNTS WANTED 


REPRESENTATIVE 





MANUFACTURERS’ 


/WITH NEW YORK OFFICE and_ warehouse, 
traveling salesmen, in 150 mile radius of New 
| York, wants line of mechanics’ tools, chisels, 


' screw drivers, 
| no competing line; 
'trade and established customers. 


wrenches, etc. No cutlery. Have 
fifteen years’ experience with 
Address Box 
G- 826, care of Harpw ARE AGE, New York, 

SAL ESMAN COV ERING NEW YORK, New 
Jersey, Eastern Pennsylvania, Connecticut, 
Massachusetts and Rhode Island firmly established 
with accounts in this territory. At present sell- 
ing specialty; is open for another line or side 
line of merit. Must be a repeater. Commission 
basis. Address Box G-828, care of HARDWARE 
AcE, New York. 


SALESMAN WITH SEVERAL YEARS’ ex- 
perience and familiar with the general and build- 
ers’ hardware trade, department and furniture 
stores. Jobbing and retail in the state of Texas 
desires to secure line of merit on commission 
basis, with headquarters at San Antonio, Texas. 











Address Box G-805, care of Harpware AGE, 
New York. 
SALESMAN WISHES TO REPRESENT 


manufacturer in Metropolitan district for build- 
ers’ hardware and marine hardware. Has had 
wide experience in selling hardware jobbers and 
retailers and is thoroughly acquainted with lines 
mentioned. Address Box G-814, care of Harp- 
WARE AGE, New York. 








seston 
eS Ee 
Se 


ee 


HELP WANTED 


POSITIONS WANTED 





SALESMEN WANTED—A large manufactur- 
ing concern doing a national business with hard- 
ware and electrical retailers, has several openings 
in its sales organization. Territories open are in 
the East and Middle West. Permanent position ; sal- 
ary and commission with opportunities for ad- 
vancement. A knowledge of the retail hardware 
business is essential. Prefer men who have had 
past experience or are now employed in a retail 


_ hardware store as salesmen or in charge of a 


department. The position requires men who are 
neat appearing, aggressive, tactful and ambitious 
—who like to sell and who can sell. Age 35 to 
40. Unless you have a good past record and are 
willing to work hard, do not reply. Address Box 
G- 810, care of HARDWARE Ace, New York. 


REPRESENTATIVE 


Los ANGELES 
West 


WANTED to sell in Southern California, 
Bend Quality 


to dealers. Exclusive territory. Liberal com- 
mission paid promptly. Only experienced sales- 
men wha are acquainted with retail trade han- 
dling aluminum ware need apply. Give, fully, 
experience and_ references. WEST BEND 
ALUMINUM COMPANY, 180 New Mont- 


gomery St., San Francisco, Cal. 

SALESMAN WANTED—Calling on hardware 
trade to sell our line of shingle brackets. am- 
ples furnished free. Write for further informa- 





tion Address NEWARK LADDER & 
BRACKET MFG. CO., 317 Springfield Ave., 
Newark, N. J. 





SALESMAN—MANUFACTURER OF COM- 
PLETE LINE of builders and shelf hardware 
has opening for young man in their New York 
branch. Experience preferred. Address stating 
age, previous experience, etc., Box G-820, care 
of Harpware Ace, New York. 


WANTED —A BUILDERS’ HARDWARE 
MAN of good education, ambitious, for position 
in Philippine Islands: good opportunity. Address 
Box G-811, care of Harpware Acer, New York. 


HUSTLING SALESMEN wanted to sell on 
liberal commission basis our popular line of 
labor saving Magic Weeder Hoes to hardware 
trade. REICHARD MFG. CO., Bangor, Pa. 











SALES ACCOUNTS WANTED 








CENTRAL CALIFORNIA 


Energetic, responsible business man wants 

) selling ageney of Household Utensils to be 

sold direct to retail stores. San Francisco 

Ray District, Central or Northern California. 

Commission basis preferred. If conscientious 

efforts count, IT am your man. Address Box 
G-822, care of HARDWARE AGE, New York. 5 





= — 





POSITION WANTED—YOUNG MARRIED 
SALE AND RETAIL HARDWARE EX PERI- 





Aluminum Cooking Utensils direct | 


a 


| 





J 
om 


YEA A 
BUSINESS: DESTRES CONNECTIO Wi 
RELIABLE. FIRM Mat tS ADVANCEMENT 
INTEREST WOUL BE_ POSSIBLE. 
‘FIGHEST REFERENCES, ADDRESS BOX 
Soma CARE OF HARDWARE AGE, NEW 





DO YOU WISH A_ PACIFIC COAST 
SALESMAN? Experienced hardware salesman 
thoroughly acquainted with local merchants and 
| territory maintaining offices at San Francisco; 
has automobile. 12 years association with hard- 


'ware firms. Give your _ proposition in full. 
| References exchanged. Box G-817 care of 
| Harpware Acre, New York. 





REPRESENTATIVES 
WANTED 


SALESMEN WANTED—MANUFACTUR- 
ERS AND IMPORTERS of a line of exclusive 
staple hardware articles, proved good sellers, 
practically without competition in this country, 
have several good territories still open for com- 
mission salesmen to carry as a side line. Must 
have established trade and best connections with 
wholesale and retail hardware trade. State de- 
tails of territory and submit references. Address 
Box G-808, care of Harpware Ace, New York. 


SALES 











MANUFACTURERS of full line household 


specialties want local representatives in all impor- 





tant cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big 
users. State experience, lines handled and ter- 


We want none but those who can 
For such our proposition is an 

Address “S. H.,” care of Harp- 
York. 


ritory covered. 
“make good.”’ 
excellent one. 
WARE AcE, New 


SALFSMEN WANTED BY ESTABLISHED 
MANUFACTURER to carry a side line of hard- 
ware specialties on commission. iddle Western 
states and Pacific Coast. Must have following 
among hardware jobbers and large retailers. 
State line now carried. Address Box G-818 care 
of Harpware Acer, New York. 


WANTED—SALESMEN AND DISTRIBU- 
TORS to handle a very profitable line of floor, 
window and counter brushes and fibre brooms 
on a commission basis. Dept. TI. BARTLETT, 
VAN TINE & JONES, INC., Jonesville, Mich. 




















WANTED — SALESMAN NOW CALLING 
on Tlerdware or Lumber trade in Towa territory 


| to sell as side line a nationally advertised article. 
TE PR 


YCER COMPANY, 


Towa. 


Commission hasis. 


| 709 Third Avenue, East, Cedar Rapids, 











November 5, 1925 HARDWARE AGE 107 





FORSTNER BITS ier 


The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 


arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 
expeditious than chisel, gouge, scroll-saw, or lathe tool combined for core- 


boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 









Co. ss - TORRINGTON, CONN., U. Ss. A. 


/ = 


THE PROGRESSIVE MFG. 











Millions of Advertisements Yearly 


on Lorain Oil Burner Cook Stoves are increasing the demand every- 


Meet every ‘“‘call’’ 


Taste in percolators varies—but the 


pe a gy Mg cco D5 where. Consider the reputation of the maker. Consider the number 
able turnover. of actual sales made by tens of thousands of satisfied users. Go out 
and learn how supremely good the 1925 Lorain Burner really is. 
Write— (Sexe And make your own estimate of the profit you can earn by selling 
Jil Cook § e ui i the Lorain High Speed Burner. 
ROME MFG. Co. (ROME) Oil Cook Stoves equipped with " g I 
AMERICAN STOVE COMPANY, St. Louis, Mo. 


Factories and Offices, Rome, N. Y. 


THE GENUINE ; , 
HUNTER’S SIFTER wemenene in Ebampin, Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


CONSOLIDATED ELECTRIC 
LAMP CO. 

















4a 





The Standard of the World Since 
1880 


The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio 





DanVers, Mass. 


‘‘Licensed under the General Electric 
Company’s Incandescent Lamp patents.’’ 






Imitated But 
Never Equalled 














There is a Handy Craft 
Burroughs Machine The New lh Building 





for every figure job Toy for Boys 
in every business Retails for 75 Cents 
. “yan eeeemeed THE HART & COOLEY CO., New Britain, Conn. 




















Many good salesmen are looking for profitable “Side Lines” 
to handle. 
What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
reliable salesman to represent you. 




















. FG. ’ 
American Can J. L. THOMPSON MFG. CO 
‘Tubular and Bifurcated 


—RIVETS= 


S.S: TAKS PVR 
“They Have a = 
Bull Dog-Grip?> — 


Ne Manufactured by 
U. S. Clothes Pin Co., Montpelier, Vt. 





American Can Company 





Sales Dept. 
| 1015 Union Bank Bidg., Pittsburgh, Pa. 














The “TORREY” shyrace ELEVATORS 
9 Oil, Molasses and f DUMBWAITERS 

A Real Man’s Razor westenien "Falnes Write for our catalog 
Send for Catalogue of Full Line Made in All Styles. ' Energy Elevator Co. 


J. R. TORREY RAZOR CO. 


Ss i . ? 
WORCESTER, MASS. een ' tam ping 211 New St. Philade!phia 











o. 
Syracuse, New York 














YERDON CAST 
BRASS HOSE BANDS 


give JUST THE SERVICE 
you want Hose Bands for 


Taintor Positive Saw Set 


All steel. Fully 





For over 30 years the leaders in 
making tools for stone workers. 













Guaranteed. Send Catal 1e 
Peat "ew & WeSeEN comPan ae 

, UDE! ‘Oo! I trial will convince. o 

TAINTOR MFG. CO. BARRE, VERMONT WILLIAM YERDON, Box 102, Fort Plain, N. Y. 





113 Chambers St. N. Y. City 


ELEVATORS | | LUMBER | |SCYTHES AXES 
for House, Sink a one Write CRAYON Ss ne il 1912. Axes since 1880. 




















for particulars. State your require- 

ments as to size, capacity and lift. A N AR R A Mfg. Co. 

THE SIDNEY ELEVATOR MFG. CO. ST D 5 D c _— co. RIX FOR D ratiitincate,ve. 
anvers, Mass. | 








Sidney, Ohio 
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Get known in your vicinity 
as The Ventilation Expert 


HANCES are that if you went after the Ventilation business which 
you are missing, the profit would more than pay all your expenses. 
There’s money in ventilators and a big, undeveloped market. 


Yoy are equipped to handle this work. Go after it. Let the architects 
know about the complete line of Milcor Ventilators you can furnish and 
erect. Make a list of every building in your vicinity now under construc- 


tion, and of old buildings that might be improved by proper ventilation. 
Barns, Factories, Stores, Theatres, Creameries, Office Buildings, Public 
Buildings, Apartments, Churches, and many other structures, need 
ventilators—a big market. 


These Ventilators Establish You 
as an Expert in Ventilation 


Milcor Ventilators will “make good” for you. The line is complete, 
with an efficient type of Ventilator for every condition encountered. A 
few successful installations by you will quickly establish your dependa- 
bility on work of this sort. You can build up valuable prestige by in- 
stalling Milcor Ventilators. Give this your most earnest attention and 
lay definite plans to develop this phase of your business. 


Quantities of illustrated literature, bearing your 
own imprint, gladly furnished free, on request. 
MILWAUKEE CORRUGATING COMPANY 
MILWAUKEE, WISCONSIN 


Kansas City, Mo. La Crosse, Wis. 


Chicago, IIL. 


MILCOR WS 


Ventilators 
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Ventilators are 


Highly Recommended 
—FOR INSTANCE: 


“We are very much pleased that all your promises 
have proven true and we take pleasure in recommend- 
ing your ventilators for theatres”’—From Theatre 
Visalia, Calif. 

“This is the only ventilator with an induced draft that 
would fully meet our requirements”—From Standard 
Oil Company of Louisiana. 

And on thousands of other successful installations of 
Milcor Ventilators, the owners are also boosters. 





Sa | 


CT 


Milcor “Alpina” Revolving 
Syphon Ventilator 







Sz ppt ey \ 
= =; fgeeees all Wan 
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“ilcor Barn Ventilator and Cupola 


( Notice Roof of “Kuehn’s Ridge-Sheet”, the famous 
new Milcor Product combining Ridge Roll and Roof- 
ing Sheet in one unit.) 


| 





Milcor Ventilating Skylights 
Many stock models, or made in any designs desired 
to meet architects’ specifications. 





If you haven’t a copy now, write for 
the “Milcor Architectural Sheet 
Metal Guide”. It’s Free. 
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be Viling \ Exclusive Improvements 
TTENTION to details has 

\ Bearings put the Sterling barrow in 

~ sisal a class by itself. Self-lubricating 


bearings — Handle clamps _ in- 
stead of bolts—Riveted leg con- 
struction — Steel leg shoes — 
Keyed steel axles. 


These are Sterling improve- 
ments which lessen repair costs 
and add to the efhiciency and dur- 
ability of Sterling wheelbarrows. 
These are the refinements that 
spell economy for your custom- 
ers and increased sale to you. 





, : 8. Cc ~ at & i) 2 . % E es 7 
s Wheelbarrow Company 





HARDWARE AGE November 5, 1925 







CTR 
wghtinn 


oe OS : @ 

‘ i 

wn aie cape, all 
Seagal ee ay, 


. 





J1Z1 (ON Setl4eg JeuoneN ysiajdeyc 













391440 ANZivVd & 1 BHA NI 
OBZusisiosyu Nevnw sovHi 


> = 7 
* Uy a 
cael 
‘ 3 
eetetemannl 
acts 
; Sens 
a ood - 
: Z See 
. 
ne pond 
per 4 
an —" os 4 a 
whew ©] ee, ted 
7 ‘ 


| 


a 


S/ JOGJ GNOWVWIG, 





2 
7 nH F —— 
= Fe a 
eemenell SS oo P 
umnene _ ~ - ; 
oe -_ 
ote = o Zz 4 
amen c <a 
‘ 7 DS 
am J = 
= _ - fy 
#5 285 Wig 
A oe + — 4 
on ~ - § mise ® RS ai 
; Ys - : 
3 cond . “ sy a od 
4 3 ms “~ 
~e, . we 
— ~~ ee eee 
and oe 
Pr ~~ 
+ sey ee 
>> -emenene 
~ 
Nee 
~ 
~~ eaves 
> 


> 


351440 AN3iVd 6 ON BHI NI 


‘ 





Os4esi6iosys Wevw BsavwHa 


“OO ANVMGUVH HDISId VHS 




















TWO SECTIONS—SECTION TWO 
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SECTION TWO 











In this issue— 


From Wood Stoves to Electric Ranges; A Merchandise Romance.— 
Timely Comment on Good and Bad Lamp Sales Methods by 
Mrs. Bernice Bowser, Lamp Editor.——The Merchandising Lesson 
from Christmas Tree Lamps.—A Radio Message for Both the 
Dealer and Manufacturer.— Mrs. Chantler’s Monthly Comment. 
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Radiola 28, “Jefferson desk’’ 
type new RCA uni-control, 
cight-tube Super-Heterodyne 
with attached loop. As dry bat- 
tery operated receiver, gives 
volume in excess of that ob- 
tainable from storage battery 
operated receivers. Space in- 
side cabinet forall dry batteries. 


If used with Radiola Loud- 
speaker Model 104, Radiola 28 
operates completely from 60 
cycle, 110 volt A. C. lighting 
circuit, eliminating all bat- 
teries. Tuning mechanism con- 
sists of new RCA uni-control 
system employing “‘straight 
line’ frequency condensers 
giving equal spacing of all sta- 
tions on tuning scale. List 
price, including 7 Radiotrons 
UX-199, 1 Radiotron UV-877 
and 1 Radiotron UX-120. 
$260. 





> 


RCA-Radiola 


MADE BY THE MAKERS OF RADIOTRONS 





OLUME! Tone! Fine appearance. 

And all the performance of a Radiola 
Super-Heterodyne. Add to these the new 
uni-control operations and other refine- 
ments—and you have a vigorously re- 
awakened radio market. 


Surveys of the past year have shown that 
the one set most asked for by prospective 
Now 
everyone is asking to see and hear the new 
Super-Heterodyne. If you have it there to 


buyers was the Super-Heterodyne. 


show, you have a self-made sale. 


Ask the nearest RCA distributor for catalog 
describing all the new Radiolas and Radiola 
Loudspeakers and Radiotrons. Get in line 
for radio's biggest autumn season! 


Creating new 
loudspeaker standards 


Plug in the new RCA Cone type 
Loudspeaker Model 100 on any 
good set. One hearing will sell 
you—one hearing will sell any 
customer. Itis clear-toned—true 
in every range of tone, high or 
low. List price $35. 








S2X and &ight tube 


“SUPER-HETS 
ane stirring a buying market 


99 


























Radiola 25, new RCA six-tube 
uni-control Super-Heterodyne, 
table type with attached loop. 
Dry battery operated with space 
in cabinet for all necessary bat- 
teries. If used in conjunction 
with Radiola Loudspeaker Model 
104, Radiola 25 operates from 
60 cycle, 110 volt A. C. lighting 
circuit, requiring no batteries. 


Tuning mechanism consists of 
new RCA uni-control system em- 
ploying ‘straight line’’ frequency 
condensers giving equal spacing 
of all stations on tuning scale. 
List price, including 5 Radiotrons 
UX-199,1 Radiotron UV-877 and 


1 Radiotron UX-120 $165. 





RADIO CORPORATION OF AMERICA: - - NEW YORK - 


CHICAGO 


SAN FRANCISCO. 


























TRADE MARK REGISTERED — PATENT APPLIED FOR 


Te Porcelai 
LITE Enamel Units 








You Sell Health 
When You Sell 
Aglites 


and make a mighty good profit besides. 
Aglite’s glistening, smooth surface, en- 
tirely free from dust-catching screws, 
enables them to head the list of mod- 
ern electrical equipment designed to 
promote sanitation and health. 



























Thousands of women, whose first con- 
sideration for the home is perfect light 
and absolute cleanliness, have installed 
Aglites in their bathrooms, kitchens, 
laundries, nurseries, etc. Thousands 
more will follow suit, if you display 
Aglites in your shop. 


Besides being easy to clean, Aglite’s 
permanent porcelain enamel finish is 
guaranteed not to check, peel, tarnish 
or discolor. And they cost no more 
than the old style units. A post card 
will bring complete information con- 
cerning our co-operative sales plan for 
dealers and literature describing Ag- 
lites in detail. You will not be obli- 
gated. 





Aglite Prices 


Ceiling Type 
No. A722 Keyless - - . $2.75 


No. A723 Pull Chain - - $3.60 
Standard Package—Carton of 4 
Wall Type 
No. A724 Keyless - : - $2.75 
No. A725 Pull Chain : . $3.60 
Wall Type With Plug Receptacle 
No. A729 Keyless - - = $4.10 


No. A730 Pull Chain - - $4. 
Standard Package—Carton of 4 











She FpWwin EF. Guim ComMPANY 


DESIGNERS- ENGINEERS-MANUFACTURERS 


Lighting Equipment 





2625 Washington Avenue St. Louis, Mo. 
BRANCH OFFICES (Sales and Service) In Principal Cities 
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AMERICAN INDUSTRY 


IN MINIATURE 


KNAPP QUALITY TOYS 


Here’s a name that is making itself known through NATIONAL ADVER- 
TISING in 8,000,000 homes—right now. 


Here’s a line that has instant appeal to every boy—(if you’ve never been a 
boy ask someone who has)—at a price which makes parents feel that there 
is still a Santa Claus—at profits which put YOU on good terms with your 
cash register. 








Address us a postal. Say “Tell me more.” We have a catalogue, a line of 
dealer helps, and a proposition which will appeal to you. 


Knapp Electric Corporation 
Dept. 103, Port Chester, N. Y. 


“AMERICAN INDUSTRY IN MINIATURE” 


Bench Drills Knapp Transmission Knapp Motors and Motor Electric Questioner 
Sensitive Drills Accessories Accessories Rheostats 

Punch Presses 3 pulley Countershaft Miniature motors, battery, or Motor Generators 
Rocker Screens 5 pulley Countershaft A.C., D.C., from $1.50 to $5.50 Hand Generators 
Mixing Kettles 7 pulley Countershaft many models Motor Gear boxes 
Lathes 9 pulley Countershaft Knapp Bild-Own Parts Hand drive gear boxes 
Hack Saws Transformer Electric Thriller 
Emery and Buffing Wheels The only 1-volt step Transformer Accessories 
























The Horton No. 40 with cop- 
per or white vitreous enamel 
tub uses the Three Cup Suc- 
tion method. The No. 33 is 
of the Dolly type. 


The Horton 30” Roll Ironer. 
The ideal home size. Open 
end makes it possible to iron 
every piece in the laundry. 





Year in and Year out 
DEPENDABILITY 


N your relations with the manufacturer __ to business of those qualities in mankind which. 


oT: cerity and consideration for the other fellow. It 
and year out Dependability. is, in fact, a spirit of service. 


Consider Horton’s qualifications: Horton Spirit lives—is human—is a most vital 


i of our business. 

For over 50 years the efforts of this company have been force in the conduct 7 - 
devoted to simplifying the home laundry problem with You can depend upon Horton! 
the finest Wash d h ilt. . 

annette veukion seen . The three machines shown above are selected 
Our products are as near perfection as can be attained = from our line because thousands of dealers have 
by men who have spent their lives in this business, aided 1 re endl LY t 
by the most advanced mechanical facilities known. selected them as Naving no equal. fou owe IC to 

your business to see them; learn more about their 


Relations with our dealers and jobbers have been so : : an 
pleasant, so profitable and so dependable that letters of features, their quality, their dependability. 
good will from them provided the material for our 1924 Jobbers throughout the country have HORTON 


a Washers and Ironers ready for immediate ship- 
There is a very definite reason for Horton's ™ént to you. Give your jobber an order. Get 
phenomenal growth during the past several years. —o theentire Horton _ Washers 
It is because of Horton Spirit and Horton De- 47@ *FOnEers—~it covers every need. 
pendability. HORTON MANUFACTURING CO. 


Horton Spirit is simply a practical application 3146 Fry Street Fort Wayne, Ind. 
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ception 
is like Vision | 


through plate glass ) 





More 


About 
DYMAC 


National 


oo i 


Advertising 

















This DYMAC adver- 
tisement appeared in 
SATURDAY EVENING 


AS looking through plate glass 
gives a clear eye-picture, so re- 
ception from a DYMAC Selecto 
Five gives a true, clear ear-picture 
of transmitted sound. 


The DYMAC represents something 
different in set construction --- it’s 
not just a receiver, but a fine, musi- 
cal instrument built to render com- 


The DYMAC is built exclusively 
of time-proved, DYMAC-made 
parts. Cabinet is walnut finish ma- 
hogany with ebonized panels. 


Its price is $75. If your dealer 


can’t supply you with a DYMAC 
Selecto Five promptly, write direct 
to us. DYMAC Type G Headset 
($5) and Loud Speaker ($8.50), 


_—— ee Oe — hy i 


shown above, will increase your 
reception enjoyment. 


Every DYMAC a is snhtegestes for one year 


Type E Headset, $3 Electrical Products Mfg. Co. 
Vernier Dial, $1.50 Providence, Rhode Island 


Loud Speaker Unit, $5 ; 
Soldering Set (Standard) $2.50 N. Y. Office: Metropolitan Tower 
t Crystal Set (Complete) $7.50 Export Office: Ad. Auriema, Inc., 
..... Sub-panel Socket, 75c. 116 Broad Street, New York City 


POST of October ® 
17th and in RADIO 
NEWS AND COUN- 
TRY CENTLEMAN 


for November. 


plete and accurate reproduction of 
tonal values. 
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In the September issue of this publication we told you how completely DYMAC National Ad- 
vertising covers the field of prospective radio buyers. 
Don’t you agree that DYMAC advertisements like the one above will sell more sets than ads 
that merely burst into “hullabaloo” about “the radio sensation of the century”? 
Is it not better to sell one idea—clarity of reception—and hammer that point home from a new 
angle in each advertisement? 
Many dealers and jobbers are writing to us saying we are right. Let’s hear from you. 

DYMAC Factory Sales Agents 





. TE, n6o0cbeedivsesesteee eeu Hastings Elee, Sales Co. 
( . | ( ‘A ( YT PL 2 ac coset eed ¥e weeneed Erlichman, Harris & Klein 
ELE RI L PRODU S MFG. CO. oe peibace tones -ebeewseeeeeeeuad Ww ——. a 
° Cleveland ...... errr rrr Tr eT TT Factory sales Co 
Providence, Rhode Island en  .  ee can eae E. V. Finson 
Minneapolis ..... or rr ys Te Twin City Ro _¢ 
» ne ea66 6 ces. 446690006 0.008664ka 0058 t Gardner 
Wow Zork Office: Mewepesinen Tower ee pices + 0 HCCURRS SCORERS S Wm. S. Reid Sales Co. 
Export Office: Ad. Auriema, Inc., 116 Broad St., N. Y. City DE bttbeUh et 6oes.0 4 e804 ooh bees oe eee Leonard Kohn 
Dt settedees «<4: <<: «bees oe~en seen Schmidt Sales ~ 
W rite t YMAC F Ss EE ee ee ee Fred. L. Tomlinson 

ae Om Ge rae —— sigue nes AGE Per’ eaeNe San Franciseo .-..ccccecccee----------Fred, L. Tomlinson Co, 
showing complete line of DYMAC Cuaranteed Radio Products Leos Angeles ..... ha eA PEE? Fred. L. Tomlinson Co. 
Wort Worth ccccccccccecccccccccccccccces Sava » 3 Ss Schmid 

Atlanta ...+- mb OOSSOOS 0000 00000606462 509% & Co. ial 


& Ou, 


n. a Vancouver, B. ©. cccccccccccsscsersecers John in “T. * yewdali 
EVERY Diyipjac propuct 


\ GUARANTEED FOR ONE YEAR 
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— O reasons for carryin 
the PREMIER DUPLEX | 
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1—It sells quickly! Its doubleaction efficiency—powerful suction 
and motor-driven brush—its ball bearing motor and brush 
which need no oiling and last a lifetime—make quick sales for it. 


2-—It needs no servicing! Built sturdily—protected against break- 
down by ball bearings in both motor and brush—it is always 
: efficient. | 


3—It carries a trade-in allowance! A generous trade-in allowance | 
on all old cleaners paves the way to easy, quick Premier sales. 


4—It is advertised nationally! Women everywhere in the country 

: know the Premier’s foremost qualities. Vivid two-color double 
iti pages in the Saturday Evening Post—striking black and white 
ini single Post pages—and ads in all the important women’s 
magazines put the story over. - 


5—It is part of a large sales-organization! There are 40 Premier 
| Service Stations scattered around the country to help you stage 5 
sensationally-successful sales. All kinds of display and adver- 
tising material are to be had from these stations and Cleveland. 


6—IT YIELDS LARGE PROFITS! There is a large profit on every 
single Premier Duplex sale. And it’s a big seller! 


| WINTER SALES LOOK BIG! Get busy and get your share of them! | 


@ 
upre ip 


Electric Vacuum Cleaner Co., Inc. 
Cleveland, Ohio 


Manufactured and distributed in Canada by the Premier 
Vacuum Cleaner Company, Ltd., Toronto, and also dis- 
tributed by the Canadian General Electric Company, Ltd., 
General Offices, Toronto. 
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Full Automatic Time 
and Temperature 
Controls 


Both are automatic features 
of L@H Electrics Ranges— 
easy to operate and absolutely 
dependable. The Time Con- 
trol is much simpler than a 
clock. Accurate and unfail- 
ing, you set it at the time you 
want your cooking to start 
and stop. The Temperature 
Control regulates and main- 
tains even heat, automati- 
cally stopping and starting 
current so that temperature 
does not vary. Save 60% o 
current. 




















Double Your Range Sales 


with L&H Electrics 


ERE is a line of ranges that hasa real salesappeal. Beauty, efficiency, 

economy and lasting good service—these are the virtues sought by 
range buyers which you will find in L®@H Electrics Ranges. 
Outstanding features are the Full Automatic L&H Electrics Time 
and Temperature Controls. Simple, accurate, practically fool-proof— 
permit the user to go out for the entire afternoon with assurance that the 
meal will be done at any predetermined time. 


Rust-proof, porcelain enamel finish is another strong sales feature. The ovens are made of 
one-piece with rounded corners and finished in porcelain enamel both on the inside and out- 
side. Removable high speed cooking and baking elements with heavy knife blade contact con- 
nections, reciprocating switches, removable switch and fuse panels—these are just a few factors 
which have made L&@ H Electrics Ranges the leaders. 


Let us send you more detailed facts. Learn how they will increase your volume and boost 
profits. 





ELECTRICS 


—Ranges and Appliances 


L @ H Electrics Appliances Include: 
Testing Ovens 


Reflector Heaters Curling Irons Table Stoves Hot Plates 
Turnsit Toasters Waffle Irons Heating Pads Irons Urn Heaters 
Manufactured by 
A. J. LINDEMANN & HOVERSON CO. 
435-437 Cleveland Ave., Milwaukee, Wis. 
Long Beach Building L @ H Building 1636 14th Street Rialto Building 
New York, N. Y. Chicago, IIL. Denver, Col. San Francisco, Cal. 


DEALER'S NOTE—The best jobbers are prepared to supply 
LG@H Electrics Ranges and Appliances 



































THE NEW LIGHTING PRINCIPLE FOR 


Commercial Desk Lamps and Decorative Home Portables 
NO DIRECT LIGHT RAYS REACH THE EYE 


The Camera Tells The Story 





The No. 92 Silvray Desk Lamp at the Left Is Equipped with a Silvray Indirect Bulb Which Entirely Protects 
the Eye from Filament Glare and the Resultant Eye Strain and Fatigue 
Same Lamp at Right Equipped with Clear Bulb Shows Full Force of Glare from Direct Lighting 


Silvray is the Only Desk Lamp Using the Indirect Lighting Principle 
IT ATTRACTS ATTENTION — SELLS — MAKES GOOD FRIENDS AND GOOD PROFITS 
SOLD DIRECT TO THE TRADE BY THE MANUFACTURER 


Write for Prices and Display Suggestions 


SILVRAY CO., INC. 


103 Park Avenue New York, N. Y. 




















Talk is cheap—especially radio talk. What you want is PROOF. 
And the one certain proof is PERFORMANCE. 


If you are using URE CO Radio Tubes on your own set, you are already selling 
[TRECOS because you’ve had all the proof you need. Otherwise make this test. 
Tune in on any station you wish. Listen closely. Then change to URECO tubes 


and listen again. Note the amazing improvement in power and tone. 
That's because URECOS are made to pass the severest of all tube tests in the 


factory. 
And try the new URECO GOLDENTONE Power Tube in your last stage. It 


kills every last trace of distortion and increases range marvelously. 


THE UNITED RADIO & ELECTRIC CORPORATION 


418 Central Avenue Newark, N. J. 





Youll prefer URECOS in your own set 
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Mail the Coupon 


The one minute it takes will earn rich 
profits for you. ° 


Here is an appliance that is sweeping the 
country. Every wired house is a pros: 
pect. It has the least saturated market 
of any major appliance. Hurley easy 
terms make it fit in every home. 
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Started October 24th 
The New Thor Folding Ironer is so simple a es —_ Es , tng hogy 
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child can operate it. It finishes a day's big iron aa” x 24° rolls into a corner or 
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of electric heat without special wiring (or gas 
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It folds! It offers big profits! = meme mec co. ba 
There’s more than we can tell you here. Clip 4g 2103 South 54th Ave., 
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Section Two 
— Some Buying Tips 
Editorials 32 O much trouble in the electrical 
appliance industry is due to 
From Wood Stoves to Electric Ranges 16 the cords that we have decided 
This progressive small city merchant always kept up with that some space in ELECTRICAL Goops 
the times, so it was not a long step for him to become a shall be devoted t di all f 
radio jobber after 41 years retailing. eee nei 0 a ciscussion 0 
Sell Illumination, Not Mere Lamps 26 The buyer who knows his cords 
Lamps, as Mrs. Bowser explains, are merely a means to and will insist that all of the cords 
wee so sell the major idea. that come into his department shall 
Merchandising Lesson from Tree Lights 20 be good cords, will stop a lot of com- 
This merchant preached a sermon for himself on service plaints and service trouble. The 
and safety for his community and then did as he preached. subject of cords was prominent in 
Timely Comment for the Lamp Department 18 our investigation for the service 
Mrs. Bowser picks suggestions from her travels for the articles. 
benefit of those who cannot go out to hunt ideas. Now we have the promise of a 
ELECTRICAL GOODS IN PICTURES ee ee 
. sales and manufacturing depart- 
The Creed of ore Lamp 35 ments of the electrical appliance in- 
Lord & Taylor’s Lamp Department 36 dustry to tell us, and consequently 
Lamps Well Used in Homes 37 our readers, about cords. We antici- 
Light and Radio Novelties 40 pate that this will be a well worth 
Christmas Window Suggestions 42 while article, for no appliance can be 
better than the cord. This article 
When Milady Sews 28 will appear in an early issue. 
Mrs. Chantler this month discusses the sewing machine and 
what the housewife thinks of selling methods. Eh 
hi ave been especially pleased 
The Radio Editor’s Message to Dealers and Manufac- during the last few days by 
turers 34 some words of commendation that 
Arthur Sinsheimer writes of the outlook feature that most “have reached us. These messages 
impresses him. were not the kind that a person 
New York’s Electrical Show 44 writes merely for flattery, but they 
Good sales result although the methods of those in attend- came about quite as a matter of 
ance at exhibits are criticized. course, sO we appreciate them the 
More and Better Sales by Better Salesmen 30 more. : 
Winners of last month’s problem and some suggestions. : The Otto Heiskell Hardware Co., 
. 4 jobbers at Wheeling, W. Va., says in 
How a Department Store Finds Radio Prospects 22 a letter to Mr. Soule, editor of 
How New York Edison Helps Merchandising 23 Hardware Age: ‘We find an increas- 
First Floor Space to Boost Sixth Floor Department 43 ing interest being taken by the re- 
tail hardware trade, not only in elec- 
New Goods to Sell 52, 54, 56, 58, 62 tric household equipment but in radio 
50 as well.” This indicates that ELEc- 
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TRICAL GOODS is making itself felt. 

Mrs. Elizabeth Martin, who sells 
table lamps and appliances in the 
Jones Store Co. in Kansas City, says 
in a letter on another subject: 

“I have received some wonderful 
helps from the Electrical Goods Sec- 
tion and I look forward to it each 
month.” 
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That product for 
which the public 
spends the most 
money is the real 
leader in any industry. 
The Hoover leads all 


others by millions. 


|; HOOVER COMPANY, NORTH CANTON, OHIO 
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Now Comes a Season When You Can 


Capitalize Your Good Intentions 


SIN wishing you a Merry Christmas and Happy New Year at this early 
: | date, we are not unmindful of the date of issue of this magazine, nor have 

3.4] we made a mistake. The early reminder of the holiday spirit is pre- 
Saaz dated to this extent merely to permit a merchandising suggestion in time 
that it may be made operative. 





The holiday spirit really begins with Thanksgiving and many people, with 
money to spend begin their Christmas operations with the preparations for the 
great annual dinner day. Dining room and kitchen expenditures and the house 
decoration plans for this holiday are often made to fit into the plans for Christ- 
mas and the merchant who plans wisely makes this connection of near events in 


his displays. 


Electrical ranges, lamp sockets, cookers, grills, percolators, toasters, waffle 
irons, griddles and similar appliances all come in this class, as well as incandescent 
bulbs, floor and table lamps and other decorative effects. 


Thanksgiving ushers in the season of family and formal dinner entertain- 
ments and is the beginning of the winter season when convenience, comfort and 
beauty are sought in the home. The connection between the two festivals is defi- 
nite and the merchant who makes his displays and his advertising suggestions 
along this line is the merchant who will profit much. 


After Thanksgiving all spending, except for the barest necessities, is made 
with a view of Christmas. The efforts of the recent years to bring about an early 
shopping date have been amazingly effective and the merchant who is alive to his 
position, will have his Christmas windows in place and his merchandise on the 
counters as soon as possible after Thanksgiving, to follow up the hints that he 
has given in his earlier displays. 


And in this great rush of gift buying is where the merchant can capitalize his 
good intentions. Every worthwhile merchant wants to be of service to his custom- 
ers and his community. There is no greater service a merchant can render than to 
see that the money spent in the great Christmas scramble is wisely spent. 


Electrical appliances are not yet so routine in most home buying as to exclude 
them from the luxury class. Few homes are entirely equipped with all of the ap- 
pliances that make for comfort, luxury and convenience, and we believe that the 
merchant who can influence the course of gift money and divert it from tinsel and 
perishable stuff to the health, pleasure and comfort equipment, like electrical ap- 
pliances, is doing his community a great good, for, in addition to the comfort he 
indirectly supplies, there is the lasting economy in this equipment. 
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ROM kitchen tinware to elec- 
FH trea appliances; from wood 

stoves to electric ranges; from 
a few crude toys to the largest radio 
dealer in Vermont. 

The above contrasts indicate in a 
sense the merchandising advance- 
ment of W. W. True in the 42 years 
he has been the head of True & 
Blanchard, Inc., of Newport, Vt. 

Mr. True has always been inter- 
ested in developments. He has 
never held to the theory that the 
present is good enough. He be- 
lieves that working conditions, liv- 
ing standards and amusements 
should keep up with science and civ- 
ilization and he has made an honest 
endeavor to maintain his store in 
keeping with the times. 

As an indication as to how Mr. 
True has lived up to this ideal, a 
convention given by his firm early 
this fall might be mentioned. It came 





Mr. True became a radio 
jobber after 41 years of 
retailing hardware 


about this way: 

When radio was 
“wireless,” there 
was an amateur elec- 
trician working in 
the True & Blan- 
chard store. He was, 
of course, interested 
in the then mystic 
science of hearing 
without wires. He 
dabbled with an ap- 
paratus at home and 
talked about it with 
other local “nuts.” 

Eventually he said 
to Mr. True: “There are a good 
many people hereabouts interested in 
wireless and I believe that if we 
would stock some of the supplies they 
need to build their instruments we 
could sell them. Some of them are 
sending away for these things.” 

The man told Mr. True that prob- 
ably $25 would be needed for the 
stock and he was given permission 
to place the order. 

At the same time Mr. True ar- 
ranged that this man should put a 
receiver in the store where he could 
test it out a bit himself. 

“I was not greatly impressed by 
the squeaks and the sounds that the 
enthusiasts called music,” said Mr. 
True, “but I read much of the pro- 
fessional experiments that were be- 
ing made and I had confidence in the 
future. As the quality of the tones 
that we heard improved, I could see 
the day when we would have regular 
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From 


WOOD STOVES 


to 


Electric Ranges 


How W.W. True, Originally a Tinware Dealer, Has Main ; 


listening outfits, although I make 
no claim of foreseeing the ‘sets’ of 
today.” 

However, True & Blanchard per- 
sisted in the parts business and they 
did not have the disastrous experi- 
ences of overstocking on transient 
parts that some dealers had, and 
when the sets really came on the 
market, Mr. True was waiting in 
a friendly frame of mind. 

The first set he bought was for 
his own use. It was not satisfac- 
tory. Perhaps this was due to local 
conditions for, whatever may be the 
reason, the best radio reproduction 
in this community comes from Pitts- 
burgh and it must be a fairly long 
distance set to give the desired re- 
sults. 

Finally Mr. True obtained the set 
that gave results that he thought 
would be satisfactory and it was 
placed on sale. Results were satis- 
factory and the business jumped 
ahead. Then Mr. True saw his op- 
portunity to step out and he ob- 
tained a jobbing franchise and set 
sail successfully for a larger busi- 
ness. 

Last summer he attended a job- 
bers’ convention at the Atwater 
Kent factory and when he saw on 
the map that there was only one 
other jobber for this line in New 
England, he thought he saw his op- 
portunity for a greater business 
than he had been counting upon. On 
the train enroute home, he planned 
a dealer’s convention and display 
for his territory. 

Arrangements were started at 
once and it occurred to the organ- 
ization that while this effort was 
being made on behalf of radio, some 
of the other articles sold by the firm 


From 


CO 


‘Electric Appliances 


Lain tained Merchandising Leadership for 42 Years 


might well be included. And so the 
convention was held in the State 
armory and the public, as well as 
visiting dealers, was invited to see 
the goods on display. 

A roster of the lines displayed will 
indicate the extent to which True 
& Blanchard have extended the tin- 
ware and kitchen supply stock of 
42 years ago. We mention a few: 

Atwater Kent receivers, complete 
line. 

Standard electric stoves. 

Gainaday electric washer. 

Forest Co. battery chargers and 
test instruments. 

Philco Storage batteries. 

Burgess batteries. 

Frigidaire electric refrigerator. 








At the time this ea or 
story was written |. 9 
there were three (SS. 
appliance and (== aes a 
lamp displays in Fie anton 
the store: this 


hy 








window, a counter in the main floor store and a counter in the women’s basement store 


Appliance booth, featuring Uni- 
versal line. 

Several booth spaces were used 
by True & Blanchard for various 
departments of their regular busi- 
ness, including automobile acces- 
sories, paints and other lines. 

“As to the complete success of 
this dealer convention, we are not 
yet ready to state positively,” says 
Mr. True. “It cost us a good bit 
of money and we want to judge it 


This store was 
up-to-date in 1887 
when the photo- 
graph was made. 
Mr. True believes 
it is his obliga- 
to keep it 
up-to-date 


tion 
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on its merits as a radio enterprise. 
We cannot pass final judgment un- 
til the season is more advanced. 
Present indications are that it was 
successful.” 

It is very apparent that there 
are really no regrets about the con- 
vention. The convention itself and 
the impression it made on the com- 
munity; the opportunity it gave to 
issue a special 24-page supplement 
of The Express and Standard, the 
local tri-weekly paper, are all to be 
taken into consideration. There is 
little doubt that the verdict, when 
rendered, will be favorable to the 
convention—which was probably an 
innovation for an agricultural com- 
munity of 5000 people. 

It must be remembered that the 
summer season in this_ section, 
within a few miles of the Canadian 
border, is short and busy and the 
home comfort merghandising season 
does not begin until frost checks the 
outdoor occupations. 


“In selecting our radio dealers,” 
said Mr. True, “we have more than 
a single standard. Of course we 
want reliable merchants and stores 
with good credit, but we always ask 
the prospective dealer if he is will- 
ing to ring doorbells. 

“We have employed outside sales- 
men in our business for several 
years. We believe that we owe it to 
the people of this community to bring 
good merchandise to their attention. 

(Continued on page 70) 





Timely Comment 


Sales Methods in 


What Mrs. Bowser, Lamp Editor Has 








The Dresden figure which is es- 
sentially dainty. Here we have 
the customary dainty shade of 
georgette and lace 
Photos, Courteay of Art Lamp Mfg. Co. and 
10. 


Lightolier C 


<< E are now planning our 
big Thanksgiving busi- 
ness. I rather think that 


the average merchant overlooks a 
good bet there. We are half way 
across the continent from New Eng- 
land, the only section of the coun- 
try which seems to take Thanks- 
giving seriously as a day of giving 
thanks, but we have in our State 
many thousands of people who orig- 





Price does not govern 
lamp buying, as may 
be seen by comparing 
these lamps. At left, a 
lamp of gold plate and 
black enamel with 
green polychrome. The 
gold taffeta shade dec- 
orated with black vel- 
the same 


vet and flowers 
“ At 
a lamp 


gold with green and 
red polychrome, with 
empire shade of 
changeable taf - 


price, 
French 









feta, trimmed 

with velvet and 

applique. Chic 

describes this 
lamp 








inally came from New England, and 
these people make Thanksgiving a 
very big day. 

“All the families get together, 
maybe for the only time in the year, 
and we find that the particular 
branch of the family doing the hon- 
ors each year, ‘spruces up’ a bit. 
They buy new furniture, rugs, 
china, silver and particularly lamps, 
probably because new lamps make 
more of a show than any other one 
thing. 

“We get the names of the mem- 
bers of the local branches of the 
various New England State Socie- 
ties and we see that they receive an 
invitation to our Thanksgiving Sale. 
Our windows are devoted to Thanks- 
giving displays with the rich fall col- 
orings, and we find on comparing fig- 
ures for the last five years that this 
event has made November business 
almost equal to our record Decem- 
ber business.” 





“Many miles away 
from the Loop, vaca- 
tion bound, wanting to 
forget all about lamps 
and lamp shades, we 
stopped in a small town 
I’d never heard of for 
gas. Across the street 
I saw a hardware store 
with some _ stunning 
looking lamps in the 
window. I could not 
place the manufacturer, 
but I was determined 
not to think about 
lamps. 

“We left town and 
motored on 35 miles. 
All the way those lamps 
troubled me. Where 
could they have come 


Pe am ae > ee ~ 





from? The shade had 
line and style even 
from a distance. All 


night it bothered me, 
and the next morning. I 
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sneaked back to that hardware store. 
_ “T found the lamps were familiar, 
but the shades were exceptionally 








An Italian Motif is suggested in 
this elaborate lamp with the green 
onyx shaft, augmented by gold 
and green enamel and Dresden 
flowers. The orange gold cloth 
shade is finished with handmade 
vari-colored fan trimmings 


fine, typical Marshall Field style. 
After a little the proprietor con- 
fessed: 

“My wife started to make lamp 
shades two years ago, and I laughed 
at her, told her she couldn’t sell 
shades in this town for $35, $40 and 
$50. Well, she sold them! I watched 
her for a year, then I offered her 
some space in my store, and she told 
me she wouldn’t have a lamp shade 
here unless I gave her a little sec- 
tion, fixed up my windows and let 
her sell lamps complete and some 
related gift merchandise. 

“To make a long story short, you 
see the result. We use the lamps to 
decorate other merchandise, we 
never do a window without a lamp, 
and you’d be surprised to know how 
many we sell. We have people who 
come for miles for our lamps. We 


t+ on Good and Bad 


Lamp Departments 


s Heard in Her Contact with Many Buyers. 


have strangers who stop out of 
curiosity, as you have, and we have 
a mighty neat profit on lamps. 


ihe 
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This lamp is exactly the same 
price as the lamp opposite, and 
to many people will have a de- 
cided appeal. A gold and purple 
calcide glass vase set in F’rench 
gold with shade of gold taffeta 
over peach with hearts of orchid 
ribbon 


“But, the best part of it is, 
they help us Sell our regular lines. 
People come here for gift merchan- 
dise and often, instead of buying a 
useless gift, they buy cutlery, elec- 
trical appliances or similar ar- 
ticles.” 





“I don’t know whether other 
stores do it, but we have found the 
radio a great stimulant in our store. 
We do not sell radio sets, but we 
have one in our rest room, and we 
watch the radio programs very care- 
fully during the women’s hours. If 
there is somebody scheduled to talk 
on electrical appliances, we have 
somebody from that department 
listen in. and the next time we. get 
together for a store talk, we have 
a report on it. r 
-.“The chances are the .clerk. who 


listened in has told everybody in 
the department all about it, and they 
have talked it over and formed their 
own ideas as to the value of the 
talk, before we discuss it in open 
meeting. 

“If there is a talk on lamps or 
shade making, we have somebody 
from the lamp department on the 
job, and you’d be surprised how 
many things women are thinking 
about these days—good furniture, 
color combinations for interior dec- 
oration, lamp lineage, the history of 
rug making, there seems to be no 
end to the talks which are in some 
way linked up with the home fur- 
nishing items we handle, to say 
nothing of the daily fashion talks. 

“These are short talks, so we can 
always afford to have a clerk off the 
floor while they are on, because they 
learn so much without having any 
idea that they are being coached. 
They consider it great fun to be 
delegated to listen : 
in, and as we have 
an excellent radio, 
they get many 
distant stations. 

I think that this 
one thing has « 
done more con- 
crete educational 
work in our or- 
ganization than — 
all the lecturing 








And here the dignified gentleman 

of Dresden, mounted in the same 

way, but set under a canopy of 
plain taffeta 


that it seems only normal growth 
to us. Ten years ago we had to 
realize that the hardware store in 
this town to be successful must ex- 
pand. 

“Less farming is done every year 
around here, and the Normal School 
and the Model Schools bring people 
who stay here for a few years, then 
move away and other people with 
children come to town. 

(Continued on page 66) 





we have done for 


a year.” 





“Manufacturers -; 
tell us that we do . 


a phenomenal 
business for the 
size of our town, 
in small tools and 
gift merchandise, 
but it does not 


seem big to us, wé . 


have built it so 
gradually and. 
steadily for years 
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English Renaissance 
Bridge Lamp with ornate 
shade of putty georgette 
over rose with champagne 
linings, trimmed with an- 
tique lace ruffles and green 
mulberry and putty shaded 
ribbon and flowers 


Another English Renais- 
sance model, the same price 
as the one opposite. The 
dignified lamp is of solid 
brass and the ever pop- 
ular pleated shade of green 
and henna is with double 
ruching 








~The Merchandising Lesson 
From Christmas Lights 


> 





— 


track mind man. He said so him- 
self. When he took up a question 
concerning his store, he shut out 
all other matters for the time being 
and gave himself up to a considera- 
tion of the store’s record on this 
particular item, and took out of the 
folder all literature received since 
this question had been up before. 
Horton also prided himself on be- 
ing a hardboiled merchant. “Senti- 
ment,” he often said, “has no place 
in business.” 
On this particular evening Horton 
was to decide upon the orders for 
Christmas tree ornaments. He had 


pines: HORTON was a single 


taken the data into his den and was 
thinking over the history of tree 





ornament sales for several 
before taking up the facts. 

He recalled those first years when 
the electric lamps for trees were on 
the market that he had examined 
several makes of strings closely and 
had brought an electrician into the 
investigation. He had convinced 
himself that because the wiring was 
poor, that when one lamp became 
defective that all would go out and 
the colors were crude, that there 
would be considerable grief in the 
merchandising of them and so, being 
a hardboiled business man, he had 
passed them up. 

Later there was a Christmas tree 
fire in the home of a friend and a 
child that he was very fond of was 


years 


“Oh Daddy, you 
ought to get a lot 
of these electric 
strings. I am go- 
ing to use them 
to decorate for 
my party and I 
know the _ girls 
will be crazy 
about them” 
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burned. This evening he shuddered 
a little bit as he thought of that — 
accident. It had always been in the 
back of his mind that if he had 
stocked the electric lights in those 
pioneer days, that this friend would 
have bought them instead of the 
flame ornaments that came from the 
Horton store. 

Shaking himself free from these 
thoughts and forcing himself to his 


strictly business attitude, Horton 
took up the reports. 
This record amazed him. In the 


years that he had stocked electric 
lamps for Christmas trees, there was 
a record of sell outs. He had in- 
creased his orders steadily from 
year to year and each year on the 
notation made when the counters 
were cleared of this merchandise 
read “could have sold more. Need 
more replacement lamps.” 

Carried along with this sellout 
record were the reports on the old 
fashioned ornaments, including many 
that depended upon open flame for 
brilliancy. Each year this order had 
been decreased and each year there 
was a steadily growing hangover. 

Horton sat back in his chair and 
studied the photograph on his desk. 
It was an interesting family group 
and again the accident to the little 
girl whom he loved flashed into his 
mind. Tonight he was not a hard- 
boiled business man, sentiment was 
creeping in despite all he could do. 

He picked up the paper on which 
he was to write his recommendations. 
He looked over the hangover stock 
record and then wrote: 

“Destroy all flame ornament ma- 
terial—Caution, do not sell this as 
a job or as junk, destroy it.” 

He started to figure the loss but 
stopped. “It does not make any diff- 
erence, it is not worth the risk.” 

He picked up the literature concern- 
ing lighting sets and was amazed at 
the varied line of ornaments illus- 
trated. His thoughts again turned 
to those days when he had refused 
to buy. His verdict that the strings 
were poorly wired and that the lamps 


Horton Had Thought of Light Strings 

Only as a Seasonal Specialty, but an 

Evening at Home Convinced Him 
They Were an All Season Service 


were not reliable had been sustained. 
The one thing that he could not for- 
give had been the poor packing on 
the part of the manufacturers. 
Strings of lamps in those days came 
packed carelessly in excelsior, all 
wrapped more or less haphazardly 
in paper of varying quality. 

There had been no effort at good 
merchandising, no sales promotion 
helps but the business had jumped 
ahead from year to year. In time the 
wiring had been improved, the sets 
were more reliable and lamps gave 
better service and the packing of sets 
in individual boxes had helped. 

But there recurred to him a story 
told by one of his competitors about 
those pioneering days. He had over- 
heard this man talking at a Chamber 
of Commerce luncheon: “There was 
a lot of grief,” the merchant had 
said, “but it was fun. We had to 
make two and three calls on nearly 
every customer to change the lamps 
or make extensions on the cords, 
but we saw more Christmas that year 
than we ever had seen in all of our 
lives and it made us happy to think 
that in each of these homes there was 
as near Christmas safety as they 
could get.” 

It was no use! This was not a 
business evening. He would give 
up and visit with the family. 

His little daughter asked “What 
were you doing daddy?” and he re- 
plied “trying to make out the order 
for Christmas tree ornaments.” 

“Oh Daddy,” said the girl, “You 
ought to get a lot of those electric 
strings. You know those three 
strings you brought home for us to 
use. I am going to use them to 
decorate the table for my party next 
week and I know all of the girls will 
just be crazy about them. I need an- 
other string and some lamps. I had 
the strings out yesterday planning 
my decorations.” Then she ran to 
the closet and brought out the strings 
that he might see them in order to 
match them. 

His promise to supply her wants 
was given and the subject was 


“I must make this 
business a service 
to the commun- 
ity and my 
family” 


dropped but when the family retired, 
he went back to the den and looked 
over his instruction sheet and wrote: 

“Triple last year’s order for lamp 
strings, order five times as many re- 
placement lamps.” 

He read this over, 
moment, and then added: 

“Place this order for immediate 
shipment, put on display as party 
decorations and for advance orders 
for Christmas use. Reserve sets on 
small down payment for Christmas 
delivery.” 

He turned then to the accumu- 
lated literature and after a few 
minutes study of it he wrote: 

“Order equal quantities of tinsel 
and stamped metal reflectors to equal 
the number of replacement lamps 
and equip all sets on display with 
them. 

“Order samples of specially shaped 
and specially marked lamps, includ- 
ing those with lodge and business 
club designs. 

“Look out for junk stuff. Remem- 
ber we got bit two years ago? Buy 
only of established manufacturers.” 

Again studying his recommenda- 
tions, he added: 

“These lamp sets should not be 
confined to Christmas selling. They 
are especially adopted to all sorts 
of social functions. Make a special 
effort to call attention of lodges, 
churches, restaurants and other 
people inquiring for decorations as 
to their availability for special 
effects. Put samples in the party 


studied a 
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favor and decoration case for all 


year display. 

“Remember nothing depending 
upon flame is to be merchandised in 
this store for decorations at Christ- 
mas or other times for any event 
where children can be included.”’ 

After he had closed the folder, 
Horton sat for a time looking at 
the photographs. Then he mused: 

“We all must have something to 
set us on a proper level at times. 
Here I have been making speeches 
about merchandising. My favorite 
phrases have been: 

““A merchant must be of service to 
his community. 

“A merchant must pioneer worthy 
merchandise. 

““A merchant must be first to see 
the old go out and the new come in. 

“A merchant must not only keep 
up his totals but his net. 

“These have been mere phrases in 
this case. Had I been of proper 
service to my friends, I would have 
been the first to order these safe 
decorations. I might have saved a 
life and had a clean sell out this 
year. Instead cautiousness and old 
fashioned sentiment kept me from 
stepping ahead and replacing failing 
merchandise with popular articles. 

“I wonder why I fell down here. 
Was it because the manufacturers of 
this line fell down on merchandis- 
ing their stuff? That is no reason. 
I am a full grown business man and 
I should have seen the possibilities. 

(Continued on page 67) 








| How One Deg 





jartment Store Went After 
“the Radio Sales 


The Maison Blanche of New Oblate sent out a float to gather together radio fans 
and then made'sales or took names of prospects 


HROUGH the use of a radio 
display float, conceived by and 
built under the direction of S. 
J. Shwartz, Jr., vice-president of the 
Maison Blanche Company, the radio 
department of the Maison Blanche 
department store in New Orleans is 
merchandising radio sets to people 
that it could never have reached 
without the use of some such porta- 
ble display vehicle. 

This float on a large Ford truck, 
is made of wood, tin and beaver- 
board. It has six electrically lighted 
show windows, three on a side, in 
which are displayed radio receiving 
sets, taken from the store’s complete 
stock. These instruments are pro- 
tected by glass front cases and 
roofed over so that they are safe 
from the elements. Stationed at the 
extreme rear of the float are four 
public speaking horns, which are 
connected to a portable receiving set 


This float is equipped 
for excellent repro- 
duction of broad- 
casted programs; never 
fails to gather a 
crowd, wherever it 
stops. The salesforce 
accompanying the float 
mingle with the crowd 
and there pick up 
prospects for the 
Maison Blanche de- 
partment store radio 
section. 


By A. W. Roe 


which brings in the radio concerts, 
chiefly from New Orleans’ fine, new 
station, WSMB, the Saenger Amuse- 
ment Company-Maison Blanche sta- 
tion. 

Through the use of these powerful 
horns, one can hear the concerts for 
a distance of two blocks. When the 
float is being driven through the 
streets during broadcasting hours, 
people in the tall office buildings rush 
to the windows to get both an eye- 
ful and an earful. 

Artistically, the float is a triumph. 
It is painted gold, rubbed down in 
blue and highly glazed. The origi- 
nality of the idea makes it a wonder- 
fully unique and unusual attraction, 
either in day or night. It is illumi- 
nated by its own system of electric 
lamps, supplied by electric batteries. 

Naturally the float does its biggest 
business at night. Upon request 
Maison Blanche give the services of 


the float to entertain clubs, asylums, 
playground organizations, and even 
church programs. Every day the 
truck gives a concert at one of the 
public schvols in the city. 

Now we come to the sales idea 
back of the float. The float natu- 
raliy attracts big crowds wherever 
it is parked and causes excitement 
when it is being driven slowly 
through the streets. People hear the 
concerts and see the radio sets dis- 
played in the windows. Along with 
the truck go two expert radio sales- 
men who mingle with the crowd. 
These men secure immediate contact 
with prospective customers. They 
give out literature, and actual sales, 
begun and completed while the truck 
is standing in a park or elsewhere, 
have been frequent enough to be 
very gratifying to the radio depart- 
ment of the store. There is never a 
question that people are interested. 





Can You Sell This Idea to the Electric 


Service Company i in Your Town: ? 
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about having the appliance load on its lines 

as any service company in the country. This 
company has a great deal at stake in property, fran- 
chise, load on the wires and other items that go to 
make up a very big business. 

The heads of this company have gone into the ap- 
pliance sales thoroughly and it has been decided 
that it is better to help all worthy merchants to sell 
these current builders than for the company to sell 
them. As a result advertising like the above is used. 

One item, such as irons, is advertised each month 
by inclosures in the monthly bills. An order blank 
is inclosed and this blank covers the price. of stan- 
dard appliances, as you will note by reading the 
order blanks for irons and électric cleaners, repro- 


fk: New York Edison Company is as keen 
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duced above. Orders and prospects are distributed 
to approved dealers. 

The New York Edison Co. believes that by having 
a large number of enthusiastic merchants selling 
appliances, more will be distributed than if the 
company offered them for sale amd thus competed 
with merchants who are among the company’s good 
current customers. 

The company has ten salesrooms and employs 
about forty persons to assist dealers in the sale of 
appliances. Any dealer can exhibit in these sales- 
rooms when he establishes that he is a reliable 
merchant, that his merchandise is standard and the 
company making it has facilities to supply mer- 
chants in a proper amount and parts for service. 

An official of the company, in explaining this 
policy, said: 

“Qur business is selling current, not selling mer- 
chandise. We cannot afford to let a dispute over an 
appliance, sale: disgust ‘a current customer. Tf we 
did, we would fose heavily fn. the long run.” 











How Ten Stores Have Solved the Problem of 


Cutting Down Radio Repairs by 


Buying Quality Merchandise, Instruction of Customers in “Use’, 
and Proper Installation Are Cheapest Ways to Keep 


ADIO service, considered in 
R its broadest aspect, includes 
everything a merchant does 
to help his customers, from the buy- 
ing of his stock as the purchasing 
agent for his community, to the in- 
stallation and repair work done after 
sets are sold. 

It is the merchant’s duty and 
privilege to give “service” and it is 
only just that his “services shall be 
well rewarded.”’ Service costs him 
time and money, and he should get 
a cent for cent return, providing he 
is doing his work well. He gets his 
reward from the original price paid 
for the set, increased good will, and 
charges made for repairs. 

Although repairs often are con- 
sidered as synonymous with service, 
analysis reveals them as only closely 
related, and that repairs often are 
cut down when service is increased. 

From this angle, let us consider a 
dealer who buys sub-quality receivers 
and accessories. Calls for repairs 
are likely to be high, and his repair 
expenses rise. 

Then let us consider the other 
side. One chain of ten stores in 








Set Owners Happy 


New York endeavors to buy only 
the best merchandise, sell it right, 
install it properly and thoroughly 
instruct customers in the details of 
how to use it. Their repair calls are 
reduced to the minimum—yet they 
give good service. 

“Thanks to a careful selection of 
stock, repairs made necessary by de- 
fective material in sets are reduced 
to practically nothing,” explained 
E. J. Clarke, Landay’s radio service 
manager. “The better manufactur- 
ers are getting their sets down to 
where we have little trouble due to 
inherent faults. About the only com- 
plaint we have to make against 
manufacturers is that they are slow 
in furnishing parts.” 

As with most merchants, Landay’s 
have found that most of their service 
calls are made necessary by ignor- 
ance of customers on how to use and 
care for their instruments. The 
weapon used to put ignorance to 
route is education—instruction of 


customers in the details of how to use 
and care for their equipment. 

It is the duty of both salesmen 
and installation men to educate cus- 





tomers. “If, instead of exaggerating 
what a set will do, salesmen would 
devote their time to telling what a 
set actually will do under ordinary 
circumstances, it would lighten our 
burden,” said Mr. Clarke. “Atmos- 
pheric conditions, for instance, often 
affect reception. This should be ex- 
plained. 

“Nine out of ten of our service 
calls are due to run-down batteries 
or weak or burnt-out tubes. To cut 
down the number of these calls, we 
advise our customers something like 
this: : 

“‘Tf the signals are weak, you 
probably will find the trouble either 
in low battery voltages, weak tubes, 
or in the connections of batteries, 
antenna or ground. Use a voltmeter 
(or hydrometer, in care of storage 
batteries) on your batteries, try a 
new tube in your sockets, and go over 
the connections to see if they are 
all right.’ 

“Right here certain warnings 
should be given. For instance, in 
changing tubes around, care must be 
taken not to leave the battery switch 
on, or the remaining tubes will be 
overloaded, causing pre- 
mature deactivation. 
Also, frequent changes 
subject the tubes to 
vibration which often 
causes breakage or short 
circuited elements. 

“Our most emphatic 
warning is, ‘Don’t force 
your tubes.’ Customers 


As a first step cut- 
ting down calls for 
service, Landay Bros. 
thoroughly test out 
each new type of re- 
ceiver for quality of 
material, workman- 
ship and_ reception 
before it is put into 
stock. W.L. Linde is 
here seen looking at 
the “inards”’ in the 
company’s shop 


y Increasing Service 


Be Certain of Quality of Accessories 
by Selling Them Yourself 


always deny they do this, but the 
frequency of calls for this trouble 
shows they are careless. We always 
advise them to keep extra tubes on 
hand. 

“Then, there is the matter of hook- 
ing up batteries the right way. [If 
an owner is expected to go over the 
battery connections, or put in his 
own new or recharged batteries, he 
should have a reliable diagram show- 
ing exactly how they should be 
hooked up. Some manufacturers, of 
course, include these with their sets. 

“These diagrams are explained, 
and customers are warned to follow 
them, if right results are to be ex- 
pected, and tubes prevented from 
being burnt out. Manufacturers’ 
service manuals also are gone over in 
this way.” 

When giving this_ instruction, 
there is a real opportunity to build 
accessory sales. If a customer is 
expected to test his own batteries, 
he should have a voltmeter, or a 
hydrometer, and always should have 
extra tubes—and an invitation to re- 
turn to “this store” for supplies 
when needed. 

It is taken for granted that the 
store which sells the set also sells the 
necessary accessories, although some- 
times this is not the case. One ser- 
vice man tells the story of going ona 
rush call, only to find a new set with- 
out batteries and tubes. The mer- 
chant that sold that set not only lost 
the accessory sales, but lost a lot 
of potential good will. 

Loudspeakers, also, have an im- 
portant part to play in the building 
ef good will. A set is no better than 
its mouthpiece, and a merchant 
should find it profitable to send his 
sets out with good mouthpieces. Wise 
merchants are beginning to adver- 
tise, display, and sell sets complete— 
ready for operation. 

Unlike the plumber, a radio service 
man goes out on his job fully 
equipped to handle the job. Among 


E. J. Clarke, radio 
service manager, gives 
E. T. Wood, one of 
the outside _ service 
men, directions before 
sending him out on a 
call. He is handing 
him the “trouble re- 
port”’ 


hy- 
drometer, voltmeter, tube tester, two 
45-volt batteries, ammeter and milli- 


the necessary equipment are: 


ampere meter. Often the additional 
equipment needed may be found by 
asking the owner over the phone tne 
details of what seems to be the 
trouble. Other desirable information 
is the size, voltage and number of 
batteries actually used. 

If the trouble is complicated, or the 
set needs a thorough overhauling, it 
is advisable to take the set to the 
store. “Tearing a set apart” before 
the eyes of an owner is bad psy- 
chology. 

If a merchant hopes to keep out 
of complications with his customers, 
he finds it necessary to make definite 
rules concerning the service he will 
offer, what calls are “charge,” what 
calls are “free,” and how long he 
will handle this service. 

Because Landay’s sell most of 
their sets on an instalment ‘basis, 
the “free service” period is extended 
to one year—the manufacturers’ 
guarantee period. 

Calls made after the service man 
is assured the set is installed proper- 


ly are “free” or “charge” according 
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to the company’s schedule as follows: 

1. Free, if the trouble is due to 

defect in the set itself. 

2. Charge, if due to: 

a. Run-down batteries or weak 
or burnt-out tubes. 

b. All other causes, including 
abuse by owners and natural 
wear and tear. 

There is no regular exception to 
the charge rule, although it has been 
found impossible to collect in some 
cases, so, in order to preserve good 
will, the matter is not forced. The 
service man writes his report in sight 
of the customer, places the “charge” 
note on it, and asks her to sign it. 
If she refuses to pay, he merely 
writes, “Refuses to pay” across the 
face, and it is turned in to Mr. 
Clarke. 

It is too much to hope that a radio 
service department should pay for 
itself, according to Mr. Clarke. Some 
of the costs must be charged to the 
sales department. However, it is 
shown that these costs may be great- 
ly reduced by buying quality mer- 
chandise and thoroughly instructing 
customers on how to use and care 
for their equipment. | 








Sell Illumination 


The Lamps Will Then 
Take Care of Themselves 


The buying of a lamp for appearance only is 
likened to the buying of a watch for the case— 


By Mrs. Bernice Bowser, Lamp Editor 


OR ten years all sorts of mer- 
K chants have been selling lamps, 

relying upon color.and design 
appeal, forgetting all about the prac- 
tical side of illumination. Possibly 
they have not forgotten; maybe they 
have been clever enough to realize 
that illumination is an _ intricate 
probiem and they have kept away 
from it because they apprehended 
clearly their inability to cope with 
the subject. 

Now the public is a little tired of 
the meaningless slogans which have 
been fed to them, such as: “Better 
lighting in your home,” “Notice the 
Lighting Equipment,” and is asking, 
“What do you mean by better light- 
ing’? “How do you accomplish 
good lighting with lamps’? 

Men who are looking for some- 
thing to bring women into their 
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stores have the answer here—‘Sell 
illumination rather than lamps.” 

Now, what is good illumination ? 
Claude Bragdon told a story at one 
meeting of the Illuminating Engi- 
neering Society which may answer 
this question. He had just completed 
a special lighting effect in a New 
York theater and he took a friend to 
see the new show. Later he asked 
him what he thought of the illumi- 
nation, and the reply was, “Why, er, 
er I didn’t notice it.” 

Mr. Bragdon assumed, and we 
agree with him, that this was one 
of the greatest compliments he ever 
received. 

The important thing was to have 
the lighting blend into the scheme 
of things and produce the proper 
atmosphere and lighting effect, with- 


This _ photo- 
graph was taken 
by the illumi- 
nation of the 
lamp only. The 
indirect  light- 
ing is thrown 
to the ceiling 
and down to 
the “living 
plane” 


out in itself being conspicious so as 
to detract from the play. 

In the home we have the same 
problem. Business men and illumi- 
nating engineers have spent much 
time and money in the improve- 
ment of commercial lighting because 
it produces concrete, material, money 
value results, such as increased pro- 
duction and increased sales. 


Important in Home 


It may not be as easy to chart 
the increase of output and improve- 
ment of quality in kitchen produc- 
tion and the health and comfort of 
the family, yet no man would deny 
our statement that good lighting is 
quite as important in the home as 
it is in the factory. 

There are twenty-four hours in a 
day, eight for work and sixteen for 
relaxation and comfort. You cannot 
relax with glaring irritating light 
sources or with light sources so sub- 
dued that you have to strain your 
eyes to see. Incompatible lamps are 
just as irritating to the disposition 
and far more deadly on the nervous 
system than disagreeable associates. 

During the last ten years lamps 
have been sold largely on exterior 
value, because they suited in design 
the house or the room in which they 
were to be used. 

This is just exactly as if you were 
to go to a jeweler and buy a watch, 
because in design and color the case 
suited your personality, without tak- 
ing any thought of the works. You 
know that the important thing in a 
watch is the works. After you de- 
cide upon your movement you can 
put it into any case which happens 
to make an appeal. You may spend 
as much money or as little money 
here as you care to, knowing that 
with good works you will have ser- 
vice. | | 

In selling lighting in the homes 
would it not be an excellent idea to 


dwell more upon the “works’’—the 
illumination, that the lamp will give 
your customer? 

If you know the requirements, the 
necessary practical equipment, you 
can show them how to secure -the 
results they want in illumination, 
then you can build your decorative 
scheme around the “works.” 


Planning the Room 


We show here a photograph of a 
lamp, taken by its own illumination. 
In a room which has no overhead 
outlets and where, at times, a gen- 
eral even illumination is desired. 
This particular floor lamp is used, 
because it gives from two sources, 
indirect lighting, guaranteeing 
even illumination without glare. In 
this photograph light is thrown onto 
the ceiling and light is thrown down 
into the room. 

It is possible to use only the over- 
head illumination or the lower 
lamps, making this one of the most 
flexible lamps on the market. This 
photograph is proof that the lamp 
met the demands of this particular 
room. 

At the opposite end of the room, 
near the fireplace (as shown in our 
photograph) less illumination is nec- 
essary, as the lamp caters to one 
person, only. A bridge type lamp 
with the same system of indirect 
lighting is used, with equally suc- 
cessful results. 

One has only to study the ap- 
pearance of these lamps to realize 
that style and lamp technique are 
not forgotten in building the lamps 
around the practical “works”—in 
this instance, the indirect lighting 
feature. 

The man who sells good illumi- 
nation is sure to make many friends 
and each friend means additional 
customers. Good lighting is so 
rare it is a topic of much conversa- 
tion and there is no advertising in 
the world so valuable as “mouth to 
mouth” recommendations. 

The man who sells not only good 
illumination, but pleasing designs, 
gives double value. He verily ren- 
ders service and, today, the biggest 
sales producer, and the most last- 
ing, is the ability to render service. 

Retail competition is so keen that 
the successful man must do more 
than trade in merchandise. In the 
retail lamp world there is urgent 
need for the men who will take the 


time and trouble to study illumina- 
tion as well as lamps. 

The furniture man, the cabinet 
maker and the upholsterer have pro- 
vided a good deal of material com- 


-fort-in the .scientifically designed 


chair, the convenient utility table 
for magazines, the attractive smok- 
ing cabinets, for use near the big, 
open fireplace. 

You can fill in the picture with 
the lamp which renders service in 
illumination as well as soul-satisfy- 
ing design. If the lamp is not right, 
there must necessarily be mental and 
physical discord which will ruin 
everything. 

“Seeing is believing,” and it is 
very easy to demonstrate good and 
bad lighting to a customer. Once 
this is understood, you can show 
your customers how to select their 
lamps with as much discrimination 
as they use in selecting the other 
items for the comfortable lounging 
room. 

The idea of selling illumination, 
which means selling lamps for 
their value, may be rather new to 
many merchants who have sold 
them only on a price basis. In this 
method the display means so much, 
while the price means so little. 
Price has been, of course, a lure 
for sales, but the following story 


This bridge 
lamp, also in- 
direct lighting, 
concentrates the 
light where it 
is needed by 
the fortunate 
“Tired Business 
Man” who uses 
this corner. 
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told by a buyer who used: price 
alone as a means for sales promo- 
tion will illustrate the point. So 
often less business means greater 
profits. 

“Two policemen, one thousand 
lamps and no net profits, that was 
the result of that day’s sale! The 
first time in the history of this 
business that we ever had to call 
in the police force to hold back the 
crowd, and I’ve made up my mind 
that it is the last time we run a 
sale like that! 

“You give away a lot of mer- 
chandise and then all the women in 
town want to come in for the next six 
months and buy lamps at the same 
low price. You sell a thousand 
lamps in one day and your delivery 
is bound to get some of the lamps 
mixed up and you arouse more ill 
feeling that you can smooth over in 
a year. 

“IT only ran the sale in order to 
get volume business and thereby re- 
duce my overhead and I’ve decided 
that all I did was to increase my 
overhead by making it impossible to 
sell regular merchandise at regular 
prices. So, that’s that!” 


It must be remembered that a mer- 
chant is in business to make money 
and to do so must sell good merchan- 
dise and sell it comfortably. 


Photo by Bruehl 








When Milady Sews 


She Is Apt to Think of the Efforts to Sell Her 
an Electric Machine and Why They Failed 


an old story to the average 

housewife, but one in which 
she never seems to lose interest. 
Today’s housewife is just as much 
interested in the electric sewing 
machine as was her grandmother in 
the treadle type of the last century 
and wants it just as much. 

The reason is plain. In the elec- 
tric sewing machine we recognize 
an ally which has come to help us 
accomplish sewing tasks we never 
would have dared to attempt with 
the foot power machine. Not that 
we ever doubted the ability of our 
loyal old friend to pull us through, 
but we were doubtful of our own 
strength to furnish the necessary 
foot power. 

For this reason it has required 
less effort to sell us on the idea of 
the electric sewing machine than it 
has on practically any other elec- 
trical appliance. 

I am convinced, from talking 
with housewives in various walks 
of life, that there are few who do 
not have need for an electric sew- 
ing machine, if indeed there are 
any. However, the field is far from 
the saturation point, for of the 
11,000,000 and more. electrified 
homes in the United States, only 
about 550,000 have an electric sew- 
ing machine. 

Various reasons might be ad- 
vanced to account for this limited 
sale, but two of these appear to be: 
first, the money, and, second, a cer- 
tain lack of sales diplomacy in ex- 
ploiting the machine, which will be 
made clear further on in this 
article. 


What We Want to Know About It 


While “We comprehend in a gen- 
eral way thé advantages of the elec- 
tric over thé old type of sewing ma- 
chine, we, nevertheless, like to be 
told and shown what it is capable 
of doing and what it will cost to 
run it. . 

It is doubtless true that the elec- 


Sie a by hand or machine is 


By Ethel Wan-Ressel Chantler 


tric sewing machine will double the 
output and reduce the labor by half, 
but a general statement such as 
this rarely impresses us, for we 
have somewhat the same vague no- 
tion at the outset, otherwise we 





RS. CHANTLER’S 

objective in present- 
ing her subject in this way 
is to draw a constructive 
picture for the salesman. 
She has studied and used 
electrical appliances for sev- 
eral years and had made it 
her business to talk with 
other women as to why or 
why not they are using or 
not using these labor-sav- 
ing devices. Her home is 
well equipped electrically 
and she talks to women in 
their homes and then brings 
them to her home to draw 
out more completely their 
opinions. She _ discusses 
sales methods as well as the 
use of appliances’ with 
these women for the benefit 
of those who sell for a 
living. 





would not have been interested at 
all. 

But for a sales person to tell us 
what she or a friend, or a relative 
was able to do in one day or one 
hour, will have quite a different ef- 
fect because we can then judge by 
comparing how long the same task 
would have taken us using the 
treadle machine. 

By way of securing first-hand 
data, I have made some experiments 
which ought to be very valuable to 
sewing machine salesmen and wom- 
en who have not had time to make 
such experiments themselves. At 
various times I have made every- 
thing from window draperies and 
furniture covers to shower curtains, 
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and from my own dresses to in- 
fants’ underclothes. 

The speed of the electric sewing 
machine shows up best on straight 
sewing, for if the material is prop- 
erly prepared and one is able to 
feed it in without much loss of time 
in straightening, etc., one can sew 
as many as twenty-five yards an 
hour. 

I have done this in making the 
sides pieces of window draperies, 
each averaging about six yards of 
straight sewing in joining the drap- 
ery material with lining. Of course, 
they were properly basted before- 
hand, and all that I did was to feed 
each curtain into the machine and 
break the thread at the end. 

Sewing at this rate it averages 
about 10,800 stitches in one hour 
at the cost of about one-sixth of a 
cent for current. That is to say, 
sewing steadily for about five or six 
hours costs about one cent. This 
is figured on the basis of ten cents 
per kilowatt hour. 

The greater flexibility of the elec- 
tric machine becomes evident in 
considering the vast number of 
women who did not make use of the 
attachments that go with the foot- 
power machine because effort and 
attention were divided between 
treadling and sewing; whereas now, 
with the electric, there is no tread- 
ling and we can therefore turn 
nearly all our attention to the sew- 
ing and handling of material. 

It was this realization that made 
me undertake the making of seven 
pairs of ruffled curtains and seven 
yards of triple-ruffle valance for my 
bedrooms. They were made of very 
good voile and cost me altogether 
about $15, while the one set from 
which these were copies was priced 
at $7.50 ready made. It took me 
about a week to make them, devot- 
ing on the average of three hours 
an afternoon to the sewing. 

This entailed practically no 
handwork because they were 
hemmed, ruffled and sewed on the 


machine at the rate of about six 
yards an hour, and it was done far 
better and more evenly than could 
ever be done either by hand or on 
a treadle machine. 

A friend of mine boasts that she 
can cut and make a straight-line 
dress of any material in one hour, 
this however, does not include the 
hand finishing of the neck, sewing 
on of buttons, hooks or trimming of 
a silk dress. This I have never 
done, although I have cut and fin- 
ished sewing many a simple porch 
or house dress, binding the neck, 
pockets and sleeves on the machine 
in one hour. Also I have made as 
many as three aprons an _ hour, 
binding all the edges of each and 
sewing on pockets. 

The other day I undertook to 
drape a dressing table in one after- 
noon, which is quite a task if the 
skirt is first to be sewed, trimmed 
and pleated, but I did it. This 
would have been impossible of ac- 
complishment on a treadle machine. 
As it was I not only finished the 
table, but edged two bed spreads 
and bolster covers with fringe. The 
entire task having consumed a little 
over four hours. 


Knowing Your Product 


As I have mentioned before, the 





sewing machine is an appliance 
with which nearly all of us are fa- 
miliar, and the sales person who 
wishes to impress us must know 
what his own product will and will 
not do, and how it will act under 
certain circumstances — circum- 
stances with which any woman who 
has ever used a sewing machine is 
familiar. 

Going through the sewing ma- 
chine department of a large depart- 
ment store recently I stopped to in- 
spect a type of machine with which 
I was quite familiar, that is, fa- 
miliar enough to know its weakest 
point. I asked the salesman if its 
makers had corrected it. 

“Oh, no, we never have had that 
happen to our machine, and that’s 
why we have not had it corrected,” 
he smiled down upon me, fairly 
oozing with his superior knowledge. 

“No,” said I humbly, “I’m very 
glad to hear that. Will you show 
me how it works?” 

“Certainly,” he replied, perfectly 
happy to explain what he didn’t 
know. 

The laborious way in which he 
threaded the machine and having 
done that, the length of time it took 
him to find a piece of material to 
use for the demonstration, instant- 
ly told me his equanamity was due 


entirely to his ignorance and total 
unfamiliarity with his product. I 
had the feeling that not earlier 
than the day before he appeared in 
his present position did he know 
the existence of a sewing machine. 

Unfortunately for him, the ten- 
sion of the machine was not prop- 
erly regulated and he experienced 
further difficulty in adjusting this. 
Eventually I was permitted to try 
the machine. After sewing for a 
minute or two I reached the end of 
the cloth and ran over the edge 
about ten stitches, when suddenly 
the thread snapped and the ma- 
chine would not budge. 

That which, according to the 
salesman, had never before hap- 
pened—did. The machine was 
clogged and it would take consider- 
able patience and time to wiggle 
the wheel this way and that before 
the thread clogging the bobin case 
could be picked out. Looking at 
him innocently I said: 

“I thought you said your machine 
never did that?” 

He assured me this was the very 
first time, and I believed him for I 
knew it was the first time it had 
ever happened to him. When I left 
him he was rapt deep in thought, 
trying, no doubt, to unravel the 

(Continued on page 72) 


Lazar nick 


Photo by 


Electrical sewing requires so little physical effort that it does not interfere with entertaining. The machine, though heavy, 
is much more portabie than the stand type machine. 
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When to Inject 
Personal Note 


In Sale Effort 


EN to use and when not to 
use the personal note in a 
sales effort is a much dis- 


cussed question, yet there appears to 
be a positive line of departure be- 
tween the two methods. Experience 
of many successful sales people in 
the electrical appliance line would 
seem to indicate that personal ex- 
periences can be used with consid- 
erable freedom. 

Electrical appliances are still in 
the experimental stage with many 
people. If a woman has a toaster, 
she may hesitate about buying a 
grill or a waffle iron. There seems to 
be an instinctive fear against chang- 
ing the precedent of years and years 
in more serious cooking. 

The toaster was different. Few 
persons could consistently make good 
toast by the old home methods, but 
most people made good toast often 
enough to convince members of the 
family that they liked good toast. 
So there was so little to lose in buy- 
ing a toaster. All chances were for 
better toast and less labor and ef- 
fort. 

A woman may have an electric 
iron, yet hesitate at an ironer. The 
change is so much greater from the 
hand iron to an ironing machine 
than from merely a different method 
of heating the iron. 

The evidence of a mature sales- 
woman that she uses electric cook- 
ing appliances is likely to go a long 
ways with the hesitant customer. 
A salesman who looks old enough to 
have a home and family can often 
accomplish much by quoting his 
wife. A younger saleSperson can 
add good testimony by quoting 
mother’s practices. 

The situation with appliances is 
quite different from that where 
clothing is being sold.. For. the neck- 
wear salesman to say that he wears 
this particular pattern is usually 
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Where Was the Mistake? 


$20 for those who point out errors 
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looking at lamps. 


The saleswoman approached: 





the customer. 


in this room.” 


“Oh, yes, indeed!” was the answer. 
this year, and it has so much color that it will brighten up any 


= room.” 








The woman, rather obviously a bride 
and in all probability furnishing her first home, was 
She had pretty well canvassed the display 
when she took station by an ivory lamp with polychrome 
flowers, rose silk shade, lace trimmed. Let us grant that it 
was an attractive lamp as it stood in the lamp department. 


HIS incident, like others used in this contest, happened 
on a sales floor. 


“Will this lamp be suitable for my large living room?” asked 
“You see, I want a cozy corner where my husband 
can read, but I want it to be pretty too. 


Three things were wrong. Point out one or all of them 
and to the person actively engaged in selling who supplies the 
best explanation of the fault, ELECTRICAL GOODS will pay $15. 
For the five next best answers, $1 each will be paid. The 
= editors of ELECTRICAL GOODS will be the judges. 
: the number of answers received, it will be necessary to con- 
sider only those who state connection with a retail store. 


Address Sales Contest, ELECTRICAL Goops, 239 West 39th 
St., New York City. Competition closes Nov. 20. 


mieten) 
Tal 


I don’t want a dull spot 


“This lamp is all the style 


Because of 
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fatal to the sale. 
true in the sale of women’s wear. 
Buying clothing is not an experi- 
ment and besides, practically every 
person likes to believe they are 


somewhat exclusive in their dress. 


Recently a woman came home 
from a day’s shopping and told that 
she had bought an electric cooker 
because the saleswoman told her of 
the experiences in her own home, 
where she was compelled to start 
the dinners before she left for work. 
But this shopper had declined to buy 
a fancy scarf because the sales- 
woman said she had selected the 
pattern for her own use. 

It seems from the experiences of 
observant sales people that when an 
article is for use, rather than dis- 
play or wear, that the personal ex- 
perience can be used to advantage, 
if the person putting this experience 
into the sales talk looks the part. 
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The same is often 


It has become almost an axiom in 
the appliance selling business that 
those persons who have actually used 
electrical appliances in their homes 
are the most successful in selling. 





Answering Price Objection 
in Selling Washers 


In answering the objection to the 
price of an electric washer, one of 
the salesman’s strongest points is the 
appeal to the prospect’s desire for 
economy. Some of the points to over- 
come this objection are: : 

Small quantities of soap necessary. 

Small cost of electricity. 

Long wearing qualities of th: 
washer. 

Comparison of cost doing washing 
in the machine and cost of doing 
washing in old way or the laundry. 

“Time is money” and “the modern 
way saves time.” 
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Lies Never Make 
Good Sales Talk, 
Gets the Prize 


RANKLY we are disappointed 
io in the replies to the “Where 
Was the Mistake?” in the last 
issue. Perhaps a part of the dis- 
appointment is due to the way the 
problem was written. The intent 
in presenting the situation was to 
bring out one BIG mistake, we, the 
editors, saw it. That was the dec- 
laration that there was no need of 
soaping and soaking the clothing. 
Several of the persons who an- 
swered pointed out this error and 
devoted their entire letter to this 
point. That was as we intended it 
should be. Probably in presenting 
this one point, in order to save 
space, we shortened the approach 
and made it appear too abrupt. This 
misled some of those who replied 
and in becoming critical of the ap- 
proach, they overlooked the BIG 
error. 


The awards this month are: 


Walter D. Meany, Gardner Hard- 
ware Co., 32 Parker Street, Gard- 
ner, Kan. 

N. J. Golucke, Cliett Hardware 
Co., Bainbridge, Ga. 

Mrs. Elizabeth Martin, 
Store Co., Kansas City, Mo. 

D. R. Thomas, The Elder Johns- 
ton Co., Dayton, O. 

Miss Amelia L. Navarre, W. F. 
Schmidt, 11 Washington Street, 
Monroe, Mich. 

It seems that a good many of the 
people who are selling electric 
washing machines are putting the 
theory of selling above the facts of 
the sales talk. Several of the cor- 
respondents quoted the regular 
sales talk order, asserting that this 
salesman should have told the 
woman something about the me- 
chanical construction of the wash- 
er. At the recent electrical show, 
it was noted that whenever a sales- 
man talked, about mechanical con- 
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HOUSEWIFELY 


by for 15 minutes.” 


the woman. 


moved on. 





The Problem 


appearing woman of 
stopped to look at a washing machine. 
proached with deference, saying: 
“This is our new model machine. 
to merely putting the clothing into the cylinder and standing 


“Will it be necessary to soap or soak the clothing?” asked 


“No need of going to that trouble and this machine will give 
you snowy clothes,” said the salesman. 
would like to give you a demonstration.” 

“It would not be worth your while,” said the woman, as she 


mature years 
The salesman ap- 


It reduces laundry work 


And he added, “We 








struction of his machine that his 
audience quickly moved on, but as 
long as he talked about washing, 
the women remained to hear, pro- 
vided that he talked sensibly. 

The real secret of interesting a 
prospect is to talk about the things 
she is interested in. In the case 
quoted, the woman was interested 
in washing, indicated by her in- 
quiry. 

Mr. Meany, in the.reply which 


- was awarded the $15, says: 


We all know that our modern 
electrical appliances are _ labor 
savers, but should a salesman try 
to give the impression in his open- 
ing remarks that the washing ma- 
chine in question is really a labor 
eliminator? In other words, Why 
iget * * * 

In answer to her question, ‘Will 
it be necessary to soap or soak the 
clothing?’ the salesman (?) should 
have answered. “Oh, yes, the 
clothes should be soaped or soaked 
just as always. That’s important 
in all washing. Clothes may be put 
to soak at night in soapy water and 
in the morning the washer will do 
the actual handwork for you while 
you breakfast and do your regular 
morning tasks. It eliminates the 
real drudgery of washing, but I 
guess every housewife knows the 
value of soaking her clothes in 
soapy water.” 


Why tell the customer that soap- 
ing and soaking are not necessary? 
Any woman knows better. Again, 
Why Lie? * * * 

The greatest trouble with the 
incident js the fact that the sales- 
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man didn’t tell the truth and the 
customer knew it. If this salesman 
would read up a little bit about 
meepne machines, perhaps he could 
sell. 

N. J. Golucke, in his short reply, 
hits a bull’s eye. He writes: 

“Something for nothing’ has 
been severely tried out by most 
“housewifely appearing women of 
mature years.” 

The lady in this instance knew 
electricity had no soap and water 
power when attached to “a week’s 
washing.” 

Honesty is best policy. 

Mrs. Martin says: 


From the description given of 
the customer she was accustomed 
to doing her own laundry work. At 
that moment she was probably 
thinking of hubby’s work shirts, 
or kiddies’ play garments, well 
knowing how soiled they become. 

When she was interested so much 
as to ask “Will it be necessary to 
soap or soak the’ clothing?” the 


‘salesman should have suggested 


that she soap the neckbands and 
wristbands and parts of the chil- 
dren’s clothing, thereby gaining 
confidence of the prospect. Then 
he could have added “It is never 
necessary to do anything to the 
linens.” 

It is a fundamental of all wash- 


ing problems that soap is used be- 
cause it is a dirt solvent and that is 
the only reason. Water, without a 
solvent, will not give the desired 
results, whether the power is hand, 
water or electricity. The task in 
selling the electrical washer is to 
show its superiority and time saved. 








Recognized 
T the recent convention of the hardware jobbers at 
Atlantic City, electrical goods were given a place 
on the program as a proper line of merchandise for 
jobbers to distribute and for hardware merchants to sell 
to the public. 

It is rather strange that recognition of a line of 
household goods running into such heavy turnover 
should have been so long delayed, but we believe that 
this line will quickly come into its own in a great ma- 
jority of the hardware stores, as it has in many of them 
without this official recognition. 

One of the speakers at Atlantic City was the manager 
of ELECTRICAL Goops. Other speakers were men high 
in the manufacture and distribution of electrical appli- 
ances and radio sets. They carried to the members of 
this convention a message on the possibilities of making 
real profits from these comparatively newcomers in the 
merchandising field. This is an electrical age, and those 
stores which keep up with the times and maintain a 
proper ratio of profits with the increase of merchandis- 
ing in their communities, must recognize that fact. 

ELECTRICAL GOODS management had much to do with 
the placing of electrical goods subjects on the program 
of this convention and with arranging for the exhibits 
of some of these lines in the display halls. We are proud 
of this accomplishment, and we predict more speakers 
and more exhibits for another year. You cannot keep 
good merchants and good merchandise from each other. 





Electric signs mean added lamp sales. The 
newest notable sign in Los Angeles is 12 letters, 
28 feet tall and requires 5277 incandescent bulbs. 
Even a small sign in your town helps lamp sales. 


Light Values 


OW would your present window display look if 

you were to change the color of the light? Or if 
you doubled the intensity of the light? Of if you 
decreased the intensity of the light? 

As a matter of fact, some window displays can be 
changed almost completely without changing the mer- 
chandise. The color of the light, the intensity of the 
light and combinations of color will bring to the atten- 
tion of the passer-by—whose attention is sought—arti- 
cles that were practically hidden under the former 
lighting. 

The Edison Lighting Institute at Harrison, N. J., 
is constantly experimenting with these effects and a 
part of the equipment are windows arranged so that 
the lighting effect can be changed instantly. 

Every merchant who values his window display should 
be acquainted with these possibilities and if he cannot 
go to Harrison to take the short course in window light- 
ing (about two hours), he should install some colored 
lights and enough lights and switches to permit him 
to change the intensity of the light as he wishes. Many 
an excellently displayed window has gone almost un- 
noticed because the light was not right. Neither the 
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equipment nor the running expense of proper show 
window lighting is comparable to the expense of the 
window itself. Every merchant who has a show window 
owes it to himself to investigate the question of lighting. 





Spokane, Wash., has a searchlight that can be 
seen as far as 200 miles under the best of con- 
ditions. It is three hundred million candlepower. 





A Merchandising Plan 


HERE is a good deal of talk these days about how 

certain lines of merchandise shall be sold. Men 
behind desks work out plans and the manufacturer ap- 
proves of them, money is put behind the idea and the 
advertising goes out. The goods are placed at the 
points indicated by stars on the carefully drafted plan 
and everybody awaits results. 

Sometimes the plan succeeds and sometimes it does 
not. Usually no one inquires as to the why of the suc- 
cess or failure. Most such paper plans fail and the 
reason is perfectly simple: 

The merchandise was not placed at the points where 
the people wanted to buy it. 

In any merchandising campaign, the first investiga- 
tion should be made of the habits of the consumer, the 
man who is going to pay the bill. Where does this 
consumer expect to buy? 

As a rule the consumer expects to buy a new article 
where he bought the article that it replaces and he goes 
there to inquire about it. If that merchant stocks the 
article, all well and good. If not, the consumer may 
make an effort to buy elsewhere and he may not. 

The rule also is a good guide for merchants. When 
an article is placed on the market to succeed something 
he carries in stock, he must either stock the new article 
or eventually lose the trade. With the present trend 
of changes, the merchant who does not pick up new 
articles, is soon likely to be out of articles to sell. 





Hotels are recognizing the value of portable 
lamps. Each of the 3200 bedrooms in the new 
Palmer House in Chicago has especially designed 
lamps that serve the convenience of the guests. 





Comfortable Demonstrations 


EMONSTRATIONS, as they should, are growing 

in popularity among dealers in electrical goods. 
So any suggestion that makes for more comfortable 
demonstrations should be worth while. The Edison 
Lighting Institute at Harrison, N. J., is making use 
of an idea in the lecture hall that can easily be adapted 
in any demonstration room to advantage. 

In this lecture hall, the screw type revolving chairs 
are used for the audience. The chairs in the front row 
put as low as possible, the middle rows somewhat higher 
and the back rows are elevated as much as possible, 
with the result of a graduated seating, similar in effect 
to the terraced or sloping floor lecture room. This 
same result can be obtained by cutting the legs off 
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chairs to be used regularly in demonstration or lec- 
ture rooms for small audiences. 

The effect is little short of wonderful. At the Edison 
institute, the idea has been thoroughly tested and it is 
found that those in the back rows pay much more atten- 
tion when seated in the higher chairs. 





All cooking on the steamship Malolo, the larg- 
est and fastest highpowered steamship built in 
the United States, will be done by electricity. The 
steamship Republic is the only other large ship 
to have complete electrical cooking and pantry 
equipment. 





An Amazing Development 


OVEMBER 2 of this year was the fifth birthday of 

radio broadcasting. An effort, with considerable 
success, was made Nov. 2, 1920, to announce the elec- 
tion returns. A surprising number of persons heard 
those first night announcements—especially surprising 
when you consider that no definite efforts had been 
made to develop the listeners. 

That was before the day of “sets” and the listeners 
then were “wireless bugs” scattered over the country. 
They were chiefly men and boys who had been lured by 
the mystery of electricity and sound waves without vis- 
ible means of transport. 

The success of the novel venture of telling people 
“through the air’ who was being elected president 
was the beginning of the radio business as we know it 
today. From the crude instruments through which men 
listened in that night has come the “set” that has taken 
so prominent a place as a merchandising commodity. 





Incandescent bulbs of 2500 candlepower are 
being used for street lighting in Cleveland. 





Pt aetna 
Extreme Fixture Styles 
ONTENTIONS of some home decorators that 
the day of the ceiling fixture for some rooms 
of the home has passed meets with active opposition 
on the part of fixture dealers and manufacturers. 
Rightly so, we believe. 

As one fixture dealer put it: “I am quite willing to 
sell any one a set of wall fixtures without the ceiling 
fixture, provided the ceiling outlet is there; my chief 
reason being that I will sell more expensive wall fixtures 
in this way and will later be called in to install the 
ceiling fixture.” 

The point is that the ceiling fixture will sooner or 
later be desired and to complete a home without ceiling 
outlets will be entirely unfair to the home builder who 
is swayed by a temporary style. 

The early days of gas and electricity brought a period 
of too many exclusive ceiling fixture rooms and now 
the tide is turning. But a little thought will reveal 
many occasions when the overhead illumination will be 
desirable. 

Incidentally, a group of live dealers recently sug- 
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gested that the item in most demand by home owners 
at this time was a suitable bedroom ceiling fixture, 
built along the lines of the recently popular kitchen 
light. 


Soviet Russia is planning electrical develop- 
ment which, at the end of the year, will amount 
to $70,000,000 in new construction and rehabilita- 
tion. 








Temptation of Publicity 


OMEWHERE out of the great west there came to 

New York a short time ago a young woman with a 

law degree and an ambition to shine as a Portia. Prob- 

ably because she needed money, she became attached to 

the U. S. district attorney’s office, where the work is 

out of all proportion to salary. Because she needed 
fame, she permitted herself to meet interviewers. 

Her conversations with the reporters were on the 
subject of “The Joy of Work” and she expressed the 
greatest pity for those women who are putting electrical 
appliances in their homes because, she said, they are 
losing the joy of doing things with their own hands. 
And so she rambled on. 

It is to be inferred that this young woman who 
glories in long hair and high shoes, goes back to the 
old days of law when there were few, if any, digests, 
when lawyers tried to read all decisions and remember 
them and all briefs were written with a quill pen. If 
so, this young woman will soon be back in the west, 
living on the family fortune, if there is any. 

Some electrical people were quite critical of this 
young woman’s interview. Probably unjustly so. She 
had succumbed to the temptation of publicity and her 
statements were no more silly than some of the pub- 
licity offered on behalf of electrical labor savers. Some 
publicity writers would have you believe that electricity 
is a labor eliminator. In the household this is not true, 
some one must boss the appliance and supply the intelli- 
gence. The appliance simply lightens the task. 





Financial statisticians say that 40 per cent 
of the securities sold in the United States in 
1924 were those of public utility companies. The 
total was $1,529,639,827. : 





What One Merchant Did 


SMALL department store in a large city received 
during September a considerable shipment of dolls 
ordered for the Christmas trade. At the time the ship- 
ment was received, storage room was at something of a 
premium. A distracted stock clerk finally suggested: 

“Why not take these big babies and put them in 
active stock, stick a lot of them in the window and 
say ‘Put away until Christmas on $1 payment.’ ” 

His suggestion was adopted, but to the stock clerk’s 
amazement, his problem was merely delayed a few days, 
for a considerable number of the dolls were sold on 
this plan and they came back to him for safekeeping. 
The success of the plan amazed every one in the store. 
























NE thing we want you to 
() clearly understand before 

you read the rest of this 
article so that there won’t be a 
chance for anyone to misinterpret 
exactly where we stand in reference 
to the future of the radio industry. 
We are for everything that means a 
healthy growth of radio and we are 
always glad to perform a practical 
merchandising service in the further- 
ance of that cause. 

The subject of overproduction 
comes under this category, and 
while it might be a “touchy” point 
with certain factors in the industry, 
we nevertheless feel an obligation 
to call it to the attention of our 
readers before it is too late and 
while there is yet time to rectify at 
least part of the cause. Certainly 
no one can find fault with such a 
protective. policy, which must be 
considered for the good of the in- 
dustry. 

The radio year has started off with 
the most rosy prospects that this 
young industry has ever seen and 
sales to date tend to forecast a tre- 
mendous volume of healthy business 
for those who have laid their plans 
according to logical merchandising 
methods. 

Yet right here, in this very 
optimistic view of future prospects, 
there is an unmistakable caution 
sign that none of us can afford to 
pass by without giving it careful 
consideration. 

Because of the greatly increased 
market which presents itself at the 
beginning of this season, we find 
manufacturers so over-enthusiastic 
about sales prospects that they have 

































Here’s a Radio Message to Retailers That 
Manufacturers Ought to Read 


It’s About Overproduction and a Resultant Cut- 
Price Orgy Which Is Bound to Repeat Itself 
This Season—Only More So—Unless We 





Check Up on Potential Markets and 
Regulate Production and Sales 


By Arthur Sinsheimer, Radio Editor 


planned to increase factory facilities 
to a point where one would think that 
in this year alone they were trying 
to supply a demand which couldn’t 
possibly exist until the saturation 
point is approached many years 
hence. 

Bearing in mind that in a period 
of about four years, or since radio 
has been popularly broadcasted, there 
has been only an acceptance of be- 
tween five and five and a half million 
sets, how can it be possible to 
imagine for even one minute that in 
this single year we can create a 
market that will absorb as many or 
more sets than it took four years to 
put over? 

And yet we have facts and figures 
of many radio set manufacturers who 
are planning to actually produce 
anywhere from five to fifteen times 
the number of receivers they pro- 
duced last year—and inasmuch as 
many of these concerns didn’t legi- 
timately sell all that they made last 
year, how, by any stretch of the 
imagination, do they expect to sell 
their proposed tremendously in- 
creased production this year? 

And in this fact lies the reason 
for the caution sign that I want to 
particularly hang up before the eyes 


of each and every one of our readers. . 


Viewing the situation from all angles 
and basing it on data which we have 
gathered from everywhere, I firmly 
believe that this will be the greatest 
over-produced radio year that we 
have experienced, and it would be 
wise for every merchant to watch 
his buying orders most carefully 
during the next few months. I may 
be wrong in this assertion and if I 
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am, I’ll be the happiest man in the 
industry to acknowledge it, but— 
watch your step anyhow. 

Great overproduction means a 
general dumping of goods on the 
market by the manufacturer who has 
made the mistake of over-guessing 
demand and takes such means of 
salvaging what cash he can by slash- 
ing prices to a point that will assure 
moving the goods out of his factory 
and warehouse. Now, no one can 
take exception with a man who makes 
a mistake and then tries to recoup 
part of his loss when, to do so, it 
hurts no one else, but the tie-up be- 
tween manufacturer and retailer is 
so closely knit in the fabric of dis- 
tribution that one can’t make a mis- 
step without it affecting the other. 

Manufacturers have been “holler- 
ing” long enough—and rightly so— 
about a certain class of dealers who 
don’t know any better than to cheat 
themselves by cut-prices and long 
familiar gyp selling methods—but 
how are some of these same manu- 
facturers going to reconcile their 
own “dumping” deals to large cash 
purchasers later in the season, in 
view of the demoralization which 
such a selfish method is bound to pro- 
duce in the retail market? 

This game of marketing and dis- 
tribution can’t be played from both 
ends and the middle by anyone, and 
whoever tries it is going to get 
stung.. There is coming a time 
when manufacturers will insist on 
knowing whom they sell their prod- 
uct to, and in that way be able to 
more closely protect fair list prices. 

Also the dealer will want to know 

(Continued on page 69) 
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LORD 
& TAYLOR'S 
LAMP SECTION. 


is put in 





In this enlarged and intriguing lamp department much dependence 
| \ artistic furniture and odd rugs as aids in presenting lamps in a proper and 
3 ‘ ' artistic setting. Backgrounds are shifted from time to time and the smocked 
hostesses are clever at displays and have many helpful suggestions. In the “upper 
picture the lamps are so placed on the table at the right as to permit 
the use of a mirror—a rare feat. In the background may be seen 
the large cases that display the rare importations, many of which are 
equipped with shades designed for and made by Lord & Taylor. 
Adjoining this department is the new shop of antiques 
and reproductions, with treasures from the famed 
cities of Hurope and the Far East. 
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THE BEST FROM SUNLIGHT BY DAY 
AND LAMPLIGHT BY NIGHT 


Above: “Abie’s Irish Rose” might well have been 
written in this well-lighted room in Miss Anne 
Nichols’ home. The Jacobean chintz contains a 
delightful color combination of rust, soft blue, green and gold and 
these colors are used in the lamp shades. A fringe of gold shields 
the unattractive lighting unit. There is a Venetian note in the 
windows and in the interesting wrought iron bridge lamp. Alice 
Gilliam Munyon, decorator. Below: When the sun has set, this 
room will not suffer because of the lack of sunshine. Two interest- 
ing lamps have been skilfully placed against the window 
hangings, so that at night the effect will be similar to 
daylight. Fortunate is the possessor of this room, 
because of the fine old Waterford candelabra with 
honest-to-goodness wax candles, suggestive of the 
>. days of royalty, crystals and candles. 
Aimee Jones, decorator. 
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UNIVERSAL 


Electric Washer .and 





What better Christmas Gift than the Famous 
UNIVERSAL Washer with the Five-Year Triple Guar- 
antee? It gives a lifetime of service, requires no “servic 
ing” and combines the two best washing methods known. 


Recommend the Famous UNIVERSAL Vacuum 
Cleaner—it has no belts to break—no unsanitary brush 
to clean. Its Patented, Self-Cleaning, Thread-and-Lint- 
Picking Nozzle has the most powerful suction ever ap- 
plied to portable cleaners. It gets even deeply embedded 
dirt—but none of the rug! 
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Landers, Frary & Clark 


MOTOR APPLIANCE UY. ON 


NEW BRITAIN, CONNECTICUT 
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UNIVERS 


Electrical 
Appliances 


Ideal Christmas Gifts today must be useful as 
well as beautiful. UNIVERSAL Electric Appli- 
ances have practical uses for each day of the year, 
and each is unconditionally guaranteed to perform 
satisfactorily the service for which it is intended. 

















that makea 


em Merry Christmas 
1 last the Whole 










Sold at popular prices, costing little or no more 
than ordinary lines, UNIVERSAL Appliances offer 
the best values obtainable, whether value be meas- 
ured in quality of materials, attractiveness of de- 
sign, workmanship, or in service rendered. 
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“Do Your Christmas Ordering 


Early” 
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Landers, ‘frary & Clar 


ELECTRICAL APPLIANCE DIVISION 
NEW BRITAIN, CONNECTICUT 
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Kurope ai countries have hee M somewhat hackward aD 
extensive use of electric lights but mass illumination is 
gaming headway. This is a night photograph of the 
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River Seine during the recent Paris Exposition 























Testing the new radio tele- 
phone on the Steamship Co- 
lumbus during a recent trip 
from New York to Bremen, 
Germany. Conversations 
were held with shore stations 


Radio has caught on WD 
Japan and classe a are OTr- 
ganized fo study the new 
science. The illustration 
shows a class of momen lis- 
fening an (/ le clure fie radio 


by radio 


Rohert J. Su glack of She Cps- 
head Bay, N, - claims that 
this rece IvIng set, wh ich he 
hiaailt h imself, is the largest 
in the world. It cost $3,000, 
and he can receive trom three 
stations at the same time and 
distribute through any of 
the six loud Spe akers 
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\“N November Ist the second of the 
new standard line of National 
MAZDA lamps—the 100-watt size— 
becomes available for distribution. The 
2>-watt size was announced July Ist 
and is now generally carried in our 


agents stocks. 


Tell your customers of the many out- 
standing advantages of these new inside 
frost lamps. 


Being frosted, they distribute the light far 
better than clear lamps. And they also 
absorb considerably less light than the out- 
side frost lamps. 


Call attention to the fact that the frost is on 
the inside, leaving the outside smooth so it 
can be easily cleaned and will not become 
dirty like the outside frost lamp. 


The prices of these new National Mazpa 
lamps are less than all other types of frosted 
lamps of the same sizes. The 25-watt lamp 
costs but 30¢ and the 100-watt size is 50¢. 


[hen too, these new lamps are extremely 


rugged and not easily broken. 


All the new National Mazpa lamps are being 
packed in a new style of wrapper so they 
can be quickly identified and tested with- 
out unwrapping. 

And remember that these new lamps are but 
two of the five new standard line lamps 
which will replace the present forty-five 
different types of bread and butter lamps. 
This will of course greatly simplify the lamp 
stock of every National Mazpa lamp agent 


€ NATIONAL &@ 
MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 








Rugs and Electric Cleaners are both good Christmas sales, as the Zion Coop 
Mercantile Institution, Salt Lake City, realised in setting this window. The 
Green Bap (His.) Hardware Co. window is its own evidence of excellence. 
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This Advertiser Has a First Floor Tie-Up 
with a Sixth Floor Display 


By Proctor P. Lincoln 


HE Gilchrist Company of Boston has solved 
a problem which has worried many department 
stores and hardware stores. 

The problem is how to attract the busy housewives 


to an upper floor—in the 
case of Gilchrist’s it is 
the sixth floor —to look 
over the _ labor - saving 
household electrical ap- 
pliances. 

The solution is what 
Gilchrist’s calls a “first 
floor tie-up’ —a demon- 
stration of the electrical 
goods literally in the 
heart of the store, taken 
from the viewpoint of the 
number of shoppers who 
pass the “exhibition 
booth.” Coupled with ad- 
vertising Gilchrist’s finds 
that this department’s 
business is “good,” to use 
the word of an executive. 

The “first floor tie-up” 
with an electrical appli- 
ance display is unusual, 
but Gilchrist’s has found 
it profitable and is in no 
hurry to cede the amount 
of space used to the ordi- 
nary run of first floor 
goods. 

More than 300 persons 
daily stop at the first 
floor section. Different 
electrical appliances are 
displayed at different 
periods. For instance, one 
day there is a vacuum 
cleaner on a counter upon 
which is placed a rug; 
directly behind is a 
wringing machine, and 
beside that is the washer. 
On other days it might 
be an electric cooker, an 
ironer and a washer. 
Table appliances have 
their days. 

Each appliance is at 
work under the guidance 
of a demonstrator. Ordi- 
narily there are _ three 
salespeople on hand at all 
times. These are mem- 
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bers of the sixth floor electrical department force. 
Of the 300 persens who are enough interested to 


ask questions, 


on an average of 25 to 30 daily see 


the demonstrations in detail and are thus led to visit 
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A Demonstration of VAL UES in 
Time-Saving, Labor-Saving 
Household Electrical Appliances 











‘éEasy”’ 
Electric 


Washer 
+40 


Initial payment—the 
balance ro heilt 
t 





under 
Payment Plan.” 


The ee that's “Easy” in name, “Easy” in work, 
and “Easy” to pay for. In thousands of homes this 
- washer is performing the hardest of women’s 
labors and doing it faithfully and well. Now easy 
terms have removed the last ae to Easy Washer own- 
ing one. Stamps wi 

See it demonstrated on rae ne Pe Floors 





Wash Day is simplified with these trustworthy servants! 





Best roner 


Electric Heated 


$10 


Down 


Balance in monthly 

payments er our 

Thrift Payment Plan 
Enamel Table 
Top included 

A companion to the Easy Washer for it does all the 

a quickly and efficiently while you are com 

fortably seated. The enamel! table top is invaluade 

as a kitchen table when the ironer is not in use 

Its operation is as simple as its name implies. } 








See it demonstrated on First and Sixth Floors 

















Table “1 
$15.00 complete 
Cooks from any electric light socket. 
= bake, broil, grill or toast. It 
ooks the ae meal quickly an 
thoroughly. ell-known make o 
cooker fully guerenteed in every way. 

Highly potted & nickel. 


en 








Operates from any electric ~_- 
and cooks an entire meal for 

whole family. Cooks largely oe 
stored heat so it is economical as 





Fully guaranteed in every way. 
SIXTH FLOOR 








Electric Grill $5.95 


Fries, aes stews, poaches and toasts. Erg 
cups, f ob and baffle plate are in- 
cluded o 7 etched. All utensils nest com 


one time. 








Waffle Irons 
$10 and $15 


Make your waffles right at the table 

without smoke, odor or grease. Pure 

aluminum ee overhang the body, 

atter from entering crev- 

hard to clean. Ebonized handles. urn. 

Oblong style, $10; round style, $15. made, therefore fully guaranteed. 
SIXTH FLOOR 





Electric Pad $8.50 
Universal made 
the awkward hot water bot- 
tle. Heat switch and auto- 
matic control. 

SIXTH 





Electric Iron $6.00 


Universal made, Round heel 


well as efficient. Includes two food |f 0 polnts to catch or | keeping it fresh and spotless. Ask | 
} proof. Fully guaranteed. } SIXTH FLOOR 
sIxTn FLOOR \ 





Star-Rits Toaster $5.00 


Durable, reversible toaster, 
toasts two slices of bread at 
All nickel finish. 
Non-heating turning handles. _ finished. 
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FLOOR 








Universal Urn Set 
with Tray $43.25 


Loving cup pattern urn set, nickel 
plated with Pi cup capacity. Set con- 
sists of electric urn with sugar and 
Tray has wood 

Universal 


cream to match. 
handles to match 


SIXTH FLOOR 








Replaces 


The ‘“‘Eoreka’’ 
Vacuum Cleaner 


- coe ae 50, 


Now you may buy this famous Vacuum . | 


| with the attachments you have a 
| Cleaning a that will get into | 
every nook and corner of the home, | 





cleaner at this complete store. Along (| - (Bt 

















Percolator, $9.00 


With electric heating units that start perco- 
lating in 60 seconds. Well made, nickel 
This is a really reliable percola- 
tor at a price that is indeed amazi ing. Faall 


ctly in the grill. Nickel finish and guar- ven Toaster, $2.00. six.cup capacity—good looking and a,re- 
yeseed construction. Nickel finished, liable servant. 
FLOOR SIXTH FLOOR SIXTH FLOOR 





the sixth floor, where fur- 
ther demonstrations are 
held. 

Ordinarily, the first 
floor quota of shoppers is 
exclusive of the quota 
gained through the adver- 
vertising columns of the 
newspapers. It means 
added sales possibilities. 

The location of the 
first floor demonstration 
is unique in that it is near 
the busiest entrance of 
the store, near the main 
elevators, and practically 
every shopper in the store 
who has made a purchase 
must pass the electrical 
stand on the way to the 
legal stamp booth, as Gil- 


christ’s is a legal stamp 
store. 
Another little fact 


taken into account by the 
management is a pair of 
steps which mount just as 
the “booth” is reached. 
Persons have a habit of 
halting a moment to look 
where they are going, and 
the electrical appliances 
capture the eye. Since 
the demonstrators are 
always busy, their move- 
ments attract, and knots 
of shoppers gather. 

If a shopper desires 
one of the demonstrators 
will accompany her to the 
upper floor, providing he 
isn’t exceptionally busy at 
that moment. If he is, a 
card or the name of a 
salesman or a saleswoman 
on the sixth floor acts as 
an introduction. 

The advertising, on the 
other hand, is directed at 
the “buying opportuni- 
ties” by the thrift pay- 

(Continued on page 67) 














The exhibit of R. H. Macy & Co. recalled that firm’s 
electrical show last spring 


trical appliances and equipment was supplied 

by the Electrical Show held on three floors of 
the Grand Central Palace in New York for ten days 
beginning Oct. 21. 

Practically every evening while the show was open, 
a capacity crowd was present. This crowd jammed 
the aisles where electric appliances were being dem- 
onstrated and the much smaller proportion of the 
crowd gathered in the sectious that were added “for 
interest,” such as the displays of the U. S. Government 
light house bureau and other activities that are con- 
nected with the electrical industry. 

Despite the number of free tickets that were dis- 
tributed by the exhibitors and the electric service 
companies of the city, many persons paid admission 
and apparently were satisfied with what they saw. 

The show was a pretty one, well laid out and well 
conducted and reflects credit on the promoters, who 
have profited by their four 
years’ experience. Most exhibits 
were artistic and the _ single 
booths were pleasing, but the at- 
tendants at most of the booths 
supplied basis for the _ usual 
criticism of those in attendance 
not knowing their merchandise. 

It is more than strange that 
any manufacturer will pay a 
good price for a booth at a show 
of this kind and then leave it 
in charge of a youth who does 
not know the difference between 
a heating element and heat in- 
sulation. Yet such was the ex- 
perience of persons inquiring 
about an electric cooker on dis- 
play. The same experience was 
repeated on different days, the 


[ ) vice evidence of the public interest in elec- 








Brisk Selling at 


New York’s Annual Exhibition Attracy 


Interest in Electricg 


later inquiry being made to ascertain if the youth 

had learned something after the first experience. 

Primarily the show is a manufacturers’ exhibit. 
Two specialty stores had booths and are said to have 
done a very good business in taking orders. R. H. 
Macy & Co. maintained a booth, showing some hand- 
some appliances but apparently this exhibit was more 
to carry on the Macy connection with the electrical 
goods line, rather than immediate sales, as no effort 
was made to take orders and only a small part of the 
store’s line was shown. Every courtesy was shown 
to visitors, perhaps more disinterested than was in 
evidence at other booths. 

The conduct of the various booths and the effort 
to get orders—in some cases amounting to strong arm 
work—brought out forcibly the number of manufac- 

turers who maintain retail outlets in New York City. 

The majority of the visitors gave much evidence of 
familiarity with the line of appliances by gathering 
in the largest groups around the newer products. 
Perhaps this was due, as one visitor observed, to the 
fact that the new products were better demonstrated 
than those which had been on the market for several 
years. 

It was evident that exhibitors who had previously 
been in shows assumed that all visitors knew all 
about their products and let it go at that. There was 
one—there might have been more, but if so it is not 
recalled—toaster in operation. Apparently it was 
taken for granted that every man, woman and child 
who visited the show knew all about the operation of 
toasters and how much it cost to operate them. 

One woman who has been having a good deal of 
trouble with her percolator went to the exhibit of 
the manufacturer to learn, if possible, what was her 


ns De 


The Universal line had a prominent place near the entrance 
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Vast Crowds Who Show an Exceptional 
Refrigeration 


trouble. If the attendant knew, he did not tell her, 
but he expressed a complete willingness to take her 
order for another, although he did not know what 
it would cost to operate it in New York. 

Electrical refrigeration had a considerable portion 
of the display space and the manufacturers appar- 
ently made the best of the interest in their product. 
There were electrical refrigeration displays on each 
floor and several on some floors. For the most part 
the attendants in these booths were much interested 
in their own work and much interested in explaining 
to all who would listen just exactly what it was all 
about. 

To an extent that is unusual in a new and high 
priced product, the attendants at these exhibits 
avoided criticism of other manufacturers. It cer- 
tainly was pleasing to one who believes in good sales- 
manship to hear these salespeople avoid comment on 
a competing machine, then to begin boosting electrical 
refrigeration in general and then to point out the 
various and manv features in which their machine is 
superior. There was an absence of “knocking” but 
plenty of boosting. Rather too many superlatives, 
perhaps, and too many who claim to be the pioneers 
in the business, but the ordinary elements of bad 
salesmanship were not prominent. 

Some other new things that attracted much atten- 
tion included a cooker to retail for $6.50, a large sized 
cooker that used 100 watt lamp bulbs for heat, one for 
boiling and two for roasting or baking; an electric 
whisk broom—an electric cleaner about 3 in. wide 
that compared with the ordinary electric cleaner as 
a whisk broom does to a floor broom. The demonstra- 
tor for this appliance cleaned clothing, table covers, 
lamp shades and many other delicate cloth articles. 





The Fitzgerald exhibit was the center of household interest 





The varied Hot Point line was never without an interested 
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group of spectators 


Next to electric refrigerators, probably the larger 
section was taken by washing machines and the use 
of superlatives in connection with these machines was 
rather discouraging. However, it seems from obser- 
vation that most people are becoming discriminating 
as to the interior of washers and the questions were 
detailed rather than general. One machine that at- 
tracted much attention was at its first show. It was 
a machine with which a woman could do a washing 
and really never immerse her hands in the wash 
water. 

While this was a consumer show, arranged for un- 
der the general directions of the electric service com- 
panies of the community, dealers who visited the 
show found much of profit to them. It presented the 
best opportunity for studying an almost complete line 
of products. A buyer for one of the largest depart- 
ment stores in the city said that he had put in several 
hours examining the various exhibits, but had not, as 
a rule, been able to find in the 
booth any person competent to 
discuss the line from his view- 
point. 

A number of women who 
visited the show expressed re- 
gret that there was no home 
lighting exhibit. These women 
had expected to see a model 
home where the various kinds 
of lighting improvements were 
demonstrated and where they 
could get information that would 
be helpful. 

Without a doubt the show did 
much to promote a conscious- 
ness of what electricity can do 
for the home in the way of elim- 
ination of labor and discomfort. 











HELPING WOMEN TO BUY LAMPS 
Mrs. Bowser’s Popular Radio Talks 


RS. BERNICE BOWSER, 
M lamp editor of ELECTRICAL 

Goops, has added to her 
busy day’s work the task of broad- 
casting personally from two sta- 
tions in New York weekly talks on 
the use of lamps in the home for 
decoration and illumination. 

She has undertaken this work be- 
cause she is convinced that there 
is a lack of understanding on the 
part of women generally of the 
fundamentals of lamp use and that 
this exists because there has been 
no fundamental literature on this 
subject available to women. She 
has in mind, also, that this in- 
formation will be of much value 
to those engaged in selling lamps. 

It is suggested that all sales- 
people in lamp departments would 
profit greatly by hearing these 
talks. Recently a number of the 
large stores have delegated certain 
persons in their departments to 
listen to the current radio talks on 
subjects pertaining to their depart- 
ments. 

In her first talk, subject “The 
Purpose of the Lamp,” Mrs. Bowser 
took up “The Creed of the Lamp,” 
which is printed on another page 
of this magazine. For the sake of 
reference, it is repeated here: 

To be useful; 

To be beautiful; 

To spread the gospel of com- 
fort, warmth, happiness. 

To help people to see clearly 
to do the things they want 
to do; to work, to play, to 
study, to live. 

In explaining the useful quality 
of lamps, Mrs. Bowser tells this 
incident: 

“Sometimes people have all the 
lamps they need in number, yet 
haven’t lamps that are usable. Not 
long ago a business man requested 
that I help him to select a lamp. 
I asked if his wife used many 
lamps. His reply was the same I 
have heard from other men: “O, 
yes, we have lamps! We have 
lamps all over the place, but they 
all have these fussy, rose-colored 
silk shades, and I cannot sit down 
and read a newspaper comfortably 
in any room in the house.’ 


“Is it any wonder that many men 
get into the habit of dropping into 
their clubs for an hour or two, just 
to read the paper. Many women 
get suspicious of where their legal 
husbands spend their spare time, 
suspecting flapper interference, 
when they are innocently reading 
their pet magazine or playing a 
quiet game of bridge at the club, 








HE editors of ELECTRICAL 

Goons have this question in 
mind: 

These talks by Mrs. Bowser 
appear to be of even greater 
value to lamp sales people than 
to the woman who considers 
lamps only for her own home; 
because every remark that in- 
fluences the woman to select bet- 
ter lamps for her home, should 
influence a sales person to sell 
better lamps for many homes. 

We would like to know how 
many sales people would read 
these talks if they were supplied 
to them. Even if you are able 
to hear these talks over the radio, 
they are worth later study. If 
you want them write to ELEc- 
TRICAL Goons and tell us so. 








where they can see clearly because 
the correct lamps have been proper- 
ly placed.” 

It is to correct such faults as the 
above and to correct the placing 
of Italian lamps in a room that is 
furnished with early American de- 
sign furniture, that Mrs. Bowser is 
giving these talks. She is firmly 
convinced that when women buy 
lamps more with a view to proper 
use, and when they get both use 
and beauty from their purchases, 
the lamp industry will prosper 
more than it has in the past. 

The second talk of the series was 
on “Lamp Proportion.” In this 
talk Mrs. Bowser explains one 
simple but usually ignored funda- 
mental of lamp decorative value in 
this: 

“Many lamps need new shades in 
the fall, and right here is a little 
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jinx which causes so much trouble. 
You may have had a lamp with base 
and shade designed and made to 
go together. Possibly the original 
shade was of dark, brocaded ma- 
terial and you decided that you 
wanted a light colored, putty shade. 
You ordered the same size shade 
that was on your lamp, and was 
amazed to find that it did not look 
the same. The shade did not seem 
to fit the base and it seemed much 
too large. You had forgotten that 
light material appears larger than 
dark material. You neglected to 
specify 4-inch pure silk fringe, so 
a single weight, 6-inch artificial 
fringe was used, and you see the 
lamp filaments through the fringe. 
However, you had the shade and 
kept it! 

“Your lamp had the effect of the 
little man with the hat four sizes 
too large for him. This is one of 
the most common errors in lamp 
practice. The other equally com- 
mon error is to have the shade too 
small for the lamp, showing two 
or three inches of lamp mechanism. 

“Showmen tell us there are two 
types of men who always get a 
laugh on the vaudeville stage—the 
big man with the little hat perched 
on top of his head and the little 
man with the hat much too large 
for him—the Mutt and Jeff of the 
funny page. Look over your lamps, 
look over those of your friends, and 
you will find many Mutt and Jeff 
lamps in your neighborhood.” 

Selling lamps and replacement 
shades is a delicate task and must 
be approached as such, and the 
mastery of these fundamentals is 
the answer. 

Later talks were on “Color in 

Lamps” and “Lamp Lineage.” The 
latter has to do with the origin of 
design, explaining why Italian, 
English, French and Early Amer- 
ican designs must agree with the 
furniture used in the room where 
the lamp is placed. 
- By the time this magazine reaches 
you Mrs. Bowser’s talks will be a 
part of the program for these sta- 
tions: WEAF, WMCA, WTIC, 
WGY, WJAR, WLW, WJJD, KFKF, 
KDKA and WLS. 

















Ba ata ins 2 


HEREVER people have been asked 

to specify the Radio they intend 
to buy, more of them have answered 
“Atwater Kent” thanany othername. 
For example: 


The Meredith Publications, owned by E. 
T. Meredith, former Secretary of Agricul- 
ture, asked 100,000 readers throughout 
the United States what make theyintended 
to buy. Atwater Kent led. 

The Capper Publications, owned by Sen- 
ator Capper of Kansas, asked the towns- 
people and farmers in Ohio, Kansas, lowa 
and Texas what make they intended to 
buy. Again Atwater Kent led. 


Disregard, if you wish, our own na- 
tional survey, although it was im- 
partial and extended from Maine 


Every survey proves it 





ceiving Sets at the highest re-sale 
value in the market. 

Disregard, if you wish, everything 
except the one question so vital to 
dealers and prospective dealers: The 
people who have no Radio now, and 
those who expect to replace their 
present sets—what Radio do most 
of them intend to buy? 

More of them, we repeat, intend 
to buy Atwater Kent than any other 
Radio. Every survey proved it. 

Atwater Kent Radioisthe most de- 
sired of all. Its reliability, simplicity, 
good looks and sensible price make 


it the Radio which 





to Oklahoma—and 
hadthesame result. 

Disregard,ifyou 
wish, the fact that 
owners of Atwater 


WRAF. New Yoré 
WIAR . Providence 


Kent Radio are so WEFI.. . Boston 
, : WCAP Washingt 
well satished that WSAI. eaudedas 


they hold our Re- 





Hear the Atwater Kent Radio Art- 
ists every Sunday evening at 9:15 
o’ clock (Eastern Standard Time) 
through stations — 


wcco. Minn.-St. Paul 
wrt ) Philadelphia 
woo § alternating 


most people want to 
buy and most deal- 
ers want to sell. 
Write for illustrated booklet 
of Atwater Kent Radio 
ATWATER KENT MFG. 
COMPANY 
A. Atwater Kent, President 


4736 Wissahickon Avenue 
PhiladelphiayPa. 


WCAE. Pittsburgh 
WGR .. .Buffalo 
woc. . Davenport 
WTAG . Worcester 
KSD.. St. Louis 
ww]. Detroit 











Prices slightly higher from the Rockies west, and in Canada. 
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Model L, with Model 20, without tubes, $80 


a ie g’flexible cord, $17 





ee ety | Model 10, including battery cable, 
4s an . but without tubes, 
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Model 20 Compact, including bat- 
tery cable, but without tubes, $80 








Phonograph Attachment, 
with 9g’ flexible cord, $8 





Model H, with 


Model 24, without tubes, $100 
9’ flexible cord, $22 





ee eaed 


Model 12, built on special order, includ- 
ing battery cable but without tubes, $100 
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The Society also 
has booklets, 
postcards, 
wreaths, Santa 
Claus Pictures 
and other helps 
fo 
this 


background 


accom pany 
window 





Note the pleas- 
ure of each 
member of the 
family with the 
appliance _par- 
ticularly fitted 
to their needs. 
There are plen- 
ty to go around 


Let Tony Sarg Help to Decorate Your Windows 


ONY SARG is a very eminent 

artist. The best markets in 

New York are open to him 
and there are very few stores that 
can afford to employ him to dec- 
orate windows. But that opportun- 
ity is offered to you at almost no 
cost. 

The Society of Electric Develop- 
ment employed Mr. Sarg to make a 
window background. Backgrounds 
are the worry of most window dec- 
orators, especially in the smaller 
stores. If you are planning an elec- 
tric appliance window ffor. the 
Christmas gift season, that win- 


dow background problem is solved. 

Because the making of the Tony 
Sarg drawing was underwritten by 
several manufacturers, the Society 
was able to order a quantity of these 
drawings, elegantly lithographed in 
eight colors, and sell them to deal- 
ers in electrical appliances for $2 


each. Send your order to the So- 
ciety at 522 Fifth Avenue, New 
York City. 


As was to have been expected 
from an artist of Mr. Sarg’s tal- 
ent, he approached the Santa Claus 
proposition in an entirely unconven- 
tional manner, and this assures that 
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the window decoration will attract 
much attention and that the appli- 
ances grouped around it will receive 
more than passing notice. 

Electrical appliance dealers will 
be in competition during the gift 
season with every dealer who offers 
the more or less—chiefly less—use- 
ful, tinsel trimmed, gift articles for 
sale and it is up to the appliance 
dealer to get over the idea to the 
people who pass his windows that 
electrical appliances will not only 
give a maximum of pleasure, but 
will be useful throughout the year 
and for many years to come. 

















Voss 
Floto-Plane 






Agitator 


The MASTERPIECE of the 
Oldest Washer Manufacturer 


EARLY fifty years of experimenting and study, backed by un- 
limited resources, have produced this Model E-25 (Electric) 
Voss Floto-Plane Washer —and a new era in home laundering. 


20% added efficiency is the result of this “Thorough Cleansing with 
a Light Touch.” The dirt is out, but all the wear is left in. 


The Floto-Plane Agitator takes advantage of 
the tendency of clothes to rise close to surface 
of water. At this point it functions—where 
Four-position self-locking wringer with 12- suds are thickest— with no roughing of clothes. 
inch cushion rolls. Easily controlled. It is the water-level agitator that makes wash- 

ing easier on clothes, gets them cleaner, inless 


Special motor—simple flatbelt drive—cut- time. 


———— Retailing for $99.00 
Floto-Plane Your Clothes! 





Model E-25 Electric — compactly built, with 
mechanism enclosed. Heavy, self-draining 
copper tub—one-piece cast-aluminum lid. 








[nooet 25) 
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Ask for our 8 Page 
Illustrated Folder And Complete 
Sales Proposition 


VOSS BROS. MFG. CO. 


DAVENPORT, IOWA 
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Electrical Business Briefs 


HE National Hardware Association met at Atlantic 

City the week of Oct. 19 and for the first time elec- 

trical appliances and radio were subjects of dis- 
cussion and display. Three speakers represented these 
newcomer subjects on the program. 

George Hughes, president of the Edison Electrical 
Appliance Co., spoke on “Electrical Appliances as Profit 
Makers,” and a summary of his figures on the extent of 
the industry he represented was carried by the Asso- 
ciated Press as a news story. 

Douglas Rigney, general manager and treasurer of 
A. H. Grebe & Co. of Richmond Hill, N. Y., spoke on 
“The Profits and Pitfalls in Radio,” giving jobbers 
present some excellent advice upon looking into the mer- 
chandising reputation of the manufacturer’s product 
before they undertake to sell it. 

Frank E. Watts, manager of ELECTRICAL GooDs, 
spoke on “Keeping Up the Net.” Mr. Watts presented 
the idea that as commodities and living habits of people 
change, the dealer must change his stock so that he 
will still maintain his ratio of sales to the buying power 
of the population he serves. Also, just as he presents a 
more complete line of related merchandise, so he lowers 
the overhead cost of doing business by greater sales to 
each customer. 





Ending litigation begun in 1912, the General Electric 
Co. has been granted a basic patent by the U. S. Patent 
Office on the vacuum tube invented by Dr. Langmuir. 
This is the tube characterized by its hard, constant 
vacuum, by its freedom from visible discharge and 
other gaseous effects, and its steadiness in operation. 
It differs chiefly from previously used tubes in its ca- 
pacity for voltage. This is the tube used in radio, X-ray 
work and in repeaters in long distance telephony. 





The Chicago Radio Show will be held in the Coliseum 
in that city Nov. 17 to 22. Herbert H. Frost, president 
of the Radio Manufacturers’ Association, says: “In 
the previous shows the manufacturers’ exhibits were no 
more attractive than those that could be seen in a radio 
store. The manufacturers have learned that this is not 
good business, and we predict some real exhibits for 
this show.” 





Thomas A. Edison was honored by an extensive broad- 
casting program on the nights of Oct. 20 and 21. The 
occasion was the forty-sixth anniversary of the inven- 
tion of the incandescent lamp, the beginning of the 
household use period of electricity. Secretaries Hoover 
and Jardine of the Cabinet, and several leaders in the 
electrical industry paid honor to the founder of the elec- 
trical industry, as we know it today, in talks broadcast 
through many stations. 





Society of Electrical Development again calls atten- 
tion to the community Christmas tree plan, which has 
had such an amazing development during the last three 
years. It is the hope to make the plan more nearly 
national this year. 

It will be remembered that last year the tree set up in 
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Washington, for which President Coolidge turned on 
the lights as symbolical of the movement, was a per- 
manent tree with lighting equipment underground. This 
tree will be used again this year. 

It is urged that the electrical interests in each city 
and town undertake to see that the community has a 
Christmas tree, prepared at the expense of the local in- 
dustry. It is expected that all State Governors will 
officiate in lighting “state” trees in the capitol yards 
this year. 





A model American Electrical Home is being prepared 
for shipment to France, where it will be installed in 
the Grand Palais, in the American Section of the Inter- 
national Exhibition of Household Appliances and Labor 
Saving Devices. It is predicted that the equipment of 
washing machines, cleaners, cookers, ironing machines, 
refrigerators and other electrical appliances will be 
amazing to the French women who attend the exhibi- 
tion, for in France all classes do by hand much work 
that is done electrically in this country. Thirty manu- 
facturers and trade associations cooperated in the prep- 
aration of this exhibit. 





Edward D. Kilburn and Walter S. Rugg have been 
elected vice-presidents of the Westinghous Electric & 
Manufacturing Co. Mr. Rugg has been general sales- 
manager of the company and will continue to direct 
these activities. Mr. Kilburn was general manager of 
the Westinghouse International, and was succeeded in 
that position by Dean K. Chadbourne, recently manager 
of the Far Eastern Department. 





Maxwell W. Day, for thirty-six years an electrical 
engineer for the General Electric Co., has retired be- 
cause of ill health. His chief work was for the marine 
application of electricity, and much of it was done for 
the Federal Government. 





The Philadelphia Storage Battery Co. has moved into 
a specially constructed five-story building at Ontario 
and C Streets, Philadelphia. The 45,000 sq. ft. in this 
building will be devoted to the manufacture of new 
products, the Philco Radio “A” and “B” socket powers, 
except the fourth floor, which is devoted to general 
offices. 





R. J. Kelleher has been elected vice-president and gen- 
eral manager of North-East Service, Inc., of Rochester, 
N. Y. He has been in charge of branches of the com- 
pany at Kansas City, Detroit, Windsor and in Paris. 
He presided at the recent gathering of branch man- 
agers, including three from foreign countries, at the 
home office. 

Electrical Women’s Round Table has been formed in 
New York. This is a group of women whose business 
interest lies in promotion of electrical subjects and mer- 
chandise. The group had been meeting for a long time 
informally, and it was decided that the meetings were 

(Continued on page 74) 
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This is the 
th 

Jobbers, distributors and dealers, looking 
for a successful and dependable line of Radio 
Receiving Sets to represent, are invited to 
correspond with us. You will, after exam- 
ination and tests of our sets and a perusal of 
our policies, choose us as one radio manu- 
facturer you will be proud to represent dur- 
ing the years to come. 


The Irving is a most strikingly beautiful 
and efficient radio receiving set. Tested un- 
der most severe conditions, it demonstrates, 
time after time, its superiority as to tone qual- 
Cabinets 
are genuine mahogany or walnut with a 
famous permanent satin finish. 


IRVING RADIO 


147 East Broad Street 


ity, volume, selectivity and range. 















































Line for You to Handle 


The price range is from $55.00 for the 
straight front type; $65.00 for the sloping 
panel type, illustrated; $95.00 for the self- 
contained speaker type, and $125.00 for the 
console type; the most amazing and wonder- 
ful radio offering this year. 


Our jobber and dealer protection policies 
are based on the fundamentals of good busi- 
ness, the same principles which have governed 
successful American business throughout the 
years. They mean sales and profits for you. 

We are building a splendid nation-wide or- 
ganization of distributors, jobbers and dealers 
and invite you to join with us. Write for de- 
tails regarding a real sales franchise for you. 


CORPORATION 


COLUMBUS, OHIO 
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New Goods to Sell 


Electric Toaster 


_—_ 





The Security Electric Mfg. Co., 2635 
Canton Street, Chicago, announces their 
new No. 220 Security Duplex Turn 
Toaster. They state that this toaster 
combines all the features of both the 
ordinary straight toaster and the auto- 
matic reversible toaster. The user may 
inspect the bread while toasting by 
simply pulling the gate back, then when 
the bread has_ become = sufficiently 
toasted, it may be reversed without 
touching the bread. It has heavy 
nickel plated finish, ebonized wood 
handles and table switch. 





Loud Speaker 





The Invisible Loud Speaker is being 
manufactured by the Curtis-Leger Fix- 
ture Co., 235 W. Jackson Boulevard, 
Chicago, Ill. This speaker is less than 
three and one-half inches high and is 
so made that it may be placed on top 
of or used as a base for any set. The 
manufacturers claim that the all-wood 
tone chamber produces a_ mellow, 
rounded, bell-like tone and gives un- 
usual volume. Made in different sizes 
adaptable to all standard sets. 





Electric Refrigerator 


An electric refrigerator, practically 
silent in operation and requiring no at- 
tention for lubrication has been an- 
nounced by the General Electric Co., 
Schenectady, N. Y. All the refriger- 
ating mechanism is contained in one 
unit, set into the brine tank through 
the top of the cabinet. The motor and 
compressor are mounted vertically on 
the same shaft, and cylinder pressures 
are equalized by a valve device, allow- 
ing the motor to start under no load. 
A minimum cost for installation and 





servicing is one of the features claimed. 
Installation includes setting the cabinet 
in place, placing the brine tank in the 
box and filling with brine, setting the 
unit on the cabinet and plugging in the 
motor lead. The unit is designed for 
use with any of several size boxes, of 
one of two finishes, lined with white 
vitreous porcelain fused on steel. Cork- 
board insulation is used. Ice trays for 
freezing cubes are included. The only 
maintenance required is the shutting 
down of the machine once or twice a 
month to allow accumulated frost on 
the brine tank to melt. The principle 
of operation is the evaporation of the 
liquid refrigerant (sulphur dioxide) in 
the evaporator coils submerged in 
brine. Complete thermostatic and elec- 
trical controls are provided. 





“B” Battery 





The National Carbon Company an- 
nounces a new Eveready “B” battery 
to be known as No. 779, designed par- 
ticularly to fit the battery compart- 
ments of certain types of Operadio and 
DeForest receivers. The voltage is 
22% and dimensions 44% x 3% x 7%. 
This battery, added to the Eveready 
line in accordance with its policy of 
meeting every existing radio battery 
need, permits the use of the largest- 
size cells possible in the battery com- 
partments of the sets referred to, re- 
sulting in the greatest economy per- 
mitted by the space available for power 


supply. 





Ve 

The Edwin F. Guth Co., St. Louis, 
Mo., has brought out a reflector flange 
of permanent porcelain enamel on rust- 
resisting iron. The phantom view of 
the flange, which we show, gives a 
good idea of its construction. Two lips 
for holding the glass are punched at 
45-deg. angle, and on these projections 
the globe is securely held by the eccen- 
tric spring holding device. When in- 
stalling the threaded stirrup is at- 
tached to fixture stud or screwed to 
ceiling. House wires are attached direct 
to the Guth patented porcelain recep- 
tacle without splicing, taping or solder- 
ing. Tightening or loosening of the 
concealed screws in keyhole slots per- 
mits quick application or removal. The 
white porcelain enamel reflector sur- 
face inside the flange reflects the light 
rays downward. Made in seven sizes 
from 4in. to 10 in. The standard colors 
are white, old ivory and gray. It may 
also be used with chain hanger. 
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Electric Percolators 


Five new Hotpoint percolators have 
been announced by the Edison Electric 
Appliance Co., Inc., 5699 West Taylor 





Street, Chicago, Ill. Percolators Nos. 
114P34, 115P34 and 116P34 are fitted 
with the new sheath wire heating ele- 
ment and automatic thermal protector, 
which prevents any damage to the per- 
colator should it be allowed to boil dry. 

The protector is sealed in the bottom 
of the percolator and is completely 
automatic. On these models, the Dolly 
Madison, finished in Butler silver or 
nickel and the Revere, finished in mir- 
ror nickel lined with silver, the plug 
receptacle is located on the side. Model 
No. 114P35 is made of copper, finished 
with heavy polished nickel, has hinged 
cover and ebony finished wood handle. 
Equipped with new sheath wire heat- 
ing unit and valveless percolating ap- 
paratus. No. 114P22 is equipped with 
the standard Hotpoint heating element, 
safety switch and valveless percolating 
apparatus. All models are furnished in 
100, 110, 120, 220 and 249 volts. 





Electric Room Heater 


The Westinghouse Electric and Man- 
ufacturing Co., East Pittsburgh, Pa., 
has brought out a new floor type Solar 
Glow room heater, made with a cast 
iron frame finished in statuary bronze, 
sides and back being similarly finished. 
A buffed copper reflector aids in dis- 
tributing the heat. The heating ele- 
ment consists of wire coils, staggered 
in a strong one-piece porcelain unit, 
protected by a removable guard. A 
three heat indicating control switch 
permits the heat control to any degree 
desired. The heater is designed to con- 
nect to a standard conduit wiring sys- 
tem and is provided with a 6-ft. cord. 
The wall or bathroom type heater fol- 
lows the same general construction so 
far as the radiant and convection prin- 
ciple of heating is concerned. A curved 
metal reflector forces the heated air 
outward as it rises from the heating 
elements. Finished in white enamel. 



























Continual improvements have marked Conlon’s 
progress during the past 12 years. The three styles 
which now constitute the CONLON line are un- 
questioned leaders. Beauty marks their appearance, 














100% sales as could possibly be made, and finally 
there is the NEW PLAN, which is successfully 
selling more washers for many progressive Hardware 


and Department Store merchants. 


An old timer » 
with a NEW selling plan 
or WOU! 


The “Just-Right”’ Plan for You Merchants 


ONG in public favor (there are more than 200,000 Conlon-built washers in every- 

day use), the CONLON line of clothes washers is now backed by a proven 

selling plan which is giving merchants all over the country a different conception 
of the terms “Quick Turnover,” “Volume Sales” and “Big Profit.” 
























quality their construction—and their popularity 


proves they are RIGHT. 


CONLON Models are priced from $125.00 to 
$175.00 and offer you unusual profit. We furnish 
sales helps that make the prospects come arunning. 
You have a washer for every purse insuring as near 


The plan has had a great reception by old CONLON 
dealers as well as the new. Individual dealers tell of 
sales increases ranging from 92% to 400%. You'll 
do well to investigate the possibilities it holds for you. 








Let’s tell you the whole story. 


HE Coupon below, addressed for personal at- 

tention of Mr. H. D. Broughton, Sales Manager, 
will bring you promptly full details of the plan and 
what it will do for you. 


This is the CONLON Model 23, 
justly named “The Incomparable 


Washer.” 
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COUPON 


Mr. H. D. BROUGHTON, Sales Manager 

Conlon Corporation 

19th St. and 52nd Ave., Chicago, Ill. 

Send us facts concerning CONLON selling plan 
with detailed information on your three washers. 
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Fixture Outlet 


A new outlet, especially designed for 
easy installation in wall brackets, has 
been brought out by the Beaver Ma- 
chine & Tool Co., Newark, N. J. As the 
illustration shows, the receptacle con- 





sists of a face member which the fitter 
removes. It then becomes necessary to 
cut the right size hole in the wall plate 
of the canopy and screw the two halves 
of this fixture together—the face mem- 
ber on the outside and the rest of the 
device on the back side of the wall plate. 
Tightening up the screw, the metal of 
the wall plate is gripped between the 
two halves of the fixture outlet and is 
rigidly installed. Face members are 
offered of black composition, porcelain 
in various colors or unglazed porce- 
lains to be colored as desired. 





Electric Iron 





The Eagle Manufacturing Co., 40 
South Eighth Street, Brooklyn, N. Y., 
has recently placed on the market the 
Eagle Hiheet electric iron. The iron is 
plated with a heavy copper shell and 
mirror-like nickel finish. One of the 
features is a back rest, which elimi- 
nates the iron stand. It is supplied 
with a six-foot cord and Eagle plugs. 
The company has manufactured iron 
replacement elements for several years. 





Outdoor Radio Antenna 





A complete aerial set is being manu- 
factured by the Ajax Electric Specialty 
Co., 1926 Chestnut Street, St. Louis, Mo. 
The set is packed in individual cartons 
and consists of 1 No. 100 Ajax ground 
shunt lightning arrester; 100 feet of 
No. 14, 7-strand 22-gage copper aerial 
wire; 25 feet No. 14 gage insulated 
lead-in wire; 2 No. 32 Ajax brown 
glaze porcelain radio insulators; a No. 
750 Ajax insulated window lead-in; 
No. 1700 Ajax adjustable copper 


ground clamp and 3 porcelain split 
knobs with nails. They claim that the 
materials assembled in this set con- 
form with the requirements of the Na- 
tional Board of Fire Underwriters. 


Electric Waffle Iron 


A restaurant type electric waffle iron 
featuring automatic control of the 
heating elements is being manufactured 








by the Westinghouse Electric and 
| semen Breese Ste 





Manufacturing Co., East Pittsburg, Pa. 
A disk type thermostat in the upper 
and lower plates automatically shuts 
off the current when the iron becomes 
too hot and turns it on when the iron 
cools below a certain temperature. The 
iron is made in one, two and three unit 
sizes all having automatic temperature 
control. The heating plates are of 
heavy cast aluminum requiring little 
or no grease. The exterior is of highly 
polished aluminum and nickel, having 
no crevices in which batter or dirt may 
collect. 





Lampette 


A little decorative lamp called the 
Lampette has been brought out by the 
Monowatt Electric Import Co., 546 
Broadway, New York City, to be used 
for table decoration, boudoir lamp, 
doll’s house, etc. The lamp is finished 
in two-tone colored stands with a va- 
riety of shades and is_ illuminated 
through the use of a Standard flash- 
light battery or the house current if 
wired in a series of eight. The battery 
is inserted by throwing the switch back 
all the way and inserting battery in 
stand. By pulling the switch back half 
way the battery is held in place, the 
contact is made by pulling the lever all 
the way over. Packed one to a litho- 
graphed carton, 36 cartons to a box. 
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Tube Rejuvenator 


The Hemco Radio Tube Vitalizer, 
placed on the market by George Rich- 
ards & Co.. 557 West Monroe Street, 





Chicago, IIll., is claimed by the manu- 
facturer to bring any tube, new or old, 
to maximum operating efficiency by ap- 
plication of the rethoriating principle. 
The Vitalizer is built to operate on 
either A. C. or D. C., 110 volt circuit, 
so that it can be attached directly to the 
electric light circuit. 


Radio Tube 


The Curtis-Leger Fixture Co., 235 W. 
Jackson Boulevard, Chicago, IIl., is 
manufacturing a radio tube under the 
name of “Blue Streak.” The tube is 
made in four types, consisting of Type 
201-A; Type 99, small base; Type 99, 
large base, and Type 12, tipless with 
the exception of Type 12, and are of 
blue glass and bakelite base. 








Electric Ranges 

The Simplex Electric Heating Co., 
85 Sidney Street, Cambridge, Mass., 
has announced a new line of electric 
ranges, among them special apartment 
or bungalow models, No. 88 and No. 89, 
to be used on 104-120 voltages. On the 
No. 88 there are three hot plates while 
the No. 89 has only two. The oven is 
gray enamel lined and is sufficiently 
large to accommodate a 12-pound tur- 
key, it is fitted with adjustable racks, 
shelf and enamel broiler pan. Has 
standard Simplex type dual-size radi- 





ant broiler in smaller size. Mineral 
wood insulation. By removing an in- 
sulated baffle plate the bottom oven is 
converted into a radiant broiler. The 
switch panel is polished non-rusting 
aluminum with embossed lettering on 
black backgrounds; switches are of the 
reciprocating type with pointer, and 
porcelain knobs. The range is finished 
in gray and white enamel, has a cook- 
ing surface of 19 x 22 in., cooking 
height 34 in. and overall height 47 in. 
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ATTACHMENTS 





EUREKA 





‘Last November and December, Eureka 
dealers set up the most amazing sales record 
in electric cleaner merchandising. 

And now a new and still more startling 
record is about to be hung up. Free attach- 
ments will help authorized Eureka dealers to 
sell more than one-third of all the electric 
vacuum cleaners bought during November 
and December. 


Another Smashing Christmas 
Sales Drive is Starting 


Sales of the Grand Prize Eureka during the 
next two months will easily exceed 100,000 
cleaners. And with every one of these cleaners 
we will give an $8.50 set of famous Eureka 
Attachments FREE to our dealers, who give 
them FREE to their customers! 





SAS - 
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Free Attachments 


produced 92,000 Eureka sales last 
November and December. This great 
offer will roll in 100,000 sales for 
authorized Eureka dealers this 
Christmas. Get your share of this 
$5,000,000 business! 











The Sensational Free Attachment Offer is Still in Effect ! 


More Than $100,000 in Dynamic 
Advertising 


Eureka’s greatest Christmas offer will be 
advertised with effective literature the coun- 
try over. Past experience proves that this 
offer, thus advertised, will bring in count- 
less ‘‘over the counter’’ sales and result in 
tremendously increased effectiveness in 
direct selling. 


Get These Greater Christmas 
, Profits 

Dealers in any of the major home appli- 
ances who want to share in the tremendous 
harvest of electric cleaner profits Eureka is 
making so easily obtainable, should write 
or wire the factory immediately for an inter- 
view with our nearest. sales manager. Act 
now—delay was never more costly. 


Eureka VacuuM CLEANER Company, Detroit, U. S. A. 
Makers of Electric Vacuum Cleaners Since 1909 
Canadian Factory, Kitchener, Ont. 


Foreign Branches: 8 Fisher St., Holborn, London, W. C.1, Eng.; 58-60 Margaret St., Sydney, Australia (243) 


URE 


VACUUM CLEANER 


“Ut Gets the Dirt” 











Speaker Unit 





American Electric Company, 
Chicago, now has ready for the trade 
a new speaker unit, the No. 120 con- 
cert model, which has the tone quali- 
ties of the No. 100 Burns unit and in 
addition has a much greater range, be- 
ing particularly adapted to reach the 
extremes of the musical scale. 

Best results with this unit are said 
to be obtained when used with Burns 
speaker horn, on which it is now stand- 
ard equipment. 


The 


Radio Headsets 





Two radio headsets are included in 
the 1925-26 line of Electrical Products 
Manufacturing Company, 69 Sprague 
St., Providence, R. I. Type G is illus- 
trated above. Type E is put out at a 
lower price to meet popular demand. 
The company also manufactures a 
popular-price loudspeaker and a loud- 
speaker unit. 


Radio Receivers 

















The new cabinet five-tube radio sets, 
giving two stages tuned radio fre- 
quency, detector, and two stages of 
audio amplification, have been an- 
nounced by the Splitdorf Electrical 
Company, Newark, N.J. The Polonaise, 
illustrated above, has a front panel of 
metal with crackle finish. Speaker 


connection is permanently made from 
rear to two binding posts located on 
deck panel inside the cabinet. The 
speaker illustrated above is the Grande 
manufactured by the company. 

Another set is the Geisha, a cabinet 
job finished in Duco black lacquer 
enamel and decorated individually by 
hand in gold, silver and various colors. 
Two doors, when closed, conceal the 
radio panel. 


—_——____ 


Electric Safety Razor 





Shaving by electricity is possible with 
the electric safety razor manufactured 
by Vibro-Shave Corporation, 225 West 
Thirty-fourth Street, New York City. 
It is made in silver-plated, gold-plated 
and combination gold-plated set with 
ivory handle. It comes complete with 
6 ft. of cord, socket plug, blades and 
facial and scalp massage attachments. 


—_____ ————_ 


Electric Hair Waver 





An electric hair waver which is said 
to be easier to operate than an ordi- 
nary curling iron and to do the work 
in one-tenth of the time in a manner 
that makes the curl more lasting and 
more beautiful has been introduced by 
the Permway Electric Manufacturing 
Company, 2129 Pine St., St. Louis, Mo. 
There are seven wavers to a set, each 
differing from a regular curling iron 
rod only in that it is equipped with 
two hair retaining springs instead of 
the one clip found on the regular curl- 
ers. One of these retainers is used 
to hold the hair at the hair end, so 
that it can be rolled in either direction 
and to the point desired by the oper- 
ator. The second retainer then holds 
the curler at the point desired. 
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Table Model Receiver 

















A table model receiver, allowing in- 
closure of “B” batteries, operating with 
external loud-speaker, has been an- 
nounced by the Magnavox Company, 
2725 E. Fourteenth St., Oakland, Cal. 
It has a mahogany cabinet with a dull 
piano finish, a single dial control and 
operates on five tubes. 





Radio Loud Speaker Unit 





The Henry Special Unit  semi- 
adjustable is being manufactured by 
the Curtis-Leger Co., 235 W. Jackson 
Boulevard, Chicago, Ill., who claim for 
this unit perfect volume control with 
no sacrifice of tone for volume. The 
unit is impervious to climatic condi- 
tions. Its small size allows it to be 
concealed in the base of a loud speaker 
and it is also adaptable for consoles, 
phonographs, cabinets, etc. 





Electric Range 
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With a rigid riveted angle iron frame 
measuring 43 x 24 in., a new electric 
range has been placed on the market by 
The Standard Electric Stove Com- 
pany, Toledo, Ohio. The finish is egg- 
shell black high baking japan, double 
coated; white porcelain door panel; 
nickel-plated door handles and rail 
trims; nickel silver switch caps. The 
switches are of the three-heat recipro- 


cating type. There are four 8-in. open 
type hotplates, and two burners in the 
oven. 























I'l! TURNS DOWN 


The most useful type 


of lamp, made doubly 
WG 






useful. That’s why 
it doubles sales. 
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clamp lamp with the 
Dim-A-Lite feature. 
A gentle pull on the 
chain and its bril- 
liance fades to soft 


twilight. It saves current—it rests tired eyes—it’s 


the perfect night-lamp for sick-room or 
nursery. It’s unique. That’s why there 
are big profits in it. 





Backed by a campaign of national advertis- 
ing in leading magazines. Now offered in 
two styles and three finishes—the clamp 
lamp and the stand lamp in brush brass, 
bronze, or ivory. Beautiful, sturdy, simply 
constructed. 

A standard fixture, given new sales-impetus 
by greater advertising and closer dealer co- 
operation. 

A price advantage, too! Instead of the 
$4.50 retail price, it now sells for only $3.75! 
Write to us or to your jobber today for 
prices. 


Dim-A-Lamp No. 45. The 
Clamp-Lamp Lever action 
of the stem makes it easy 
to open—and clamps any- 
where — Brush _ brass, 
bronze, ivory finishes. 
Furnished with separable 
plug, Dim-A-Lite socket 
and 8 foot cord. 
Dim-A-Lamp No. 46. 
Same as above except that 
it has a pedestal instead 
of clamp. 


Gives 5 changes light y WIRT COMPANY 
REE ERS SAN CWE 5221 Greene St., 


This attractive display free to all Mer- ‘ : A beautiful bedside Lamp with the well 
chandisers of DIM-A-LAMPS. Philadelphia, Pa. liked DIM-A-LITE features. 

















Cigar and Pipe Lighter 


A new cigar and pipe lighter which 
operates on a regular light circuit has 
been placed on the market by The 
Remo Corporation, Meriden, Conn. Its 
finish is oxidized silver and the height 
4% in. It has an 8-ft. silk cord with 
attachment plug. This lighter will serve 
as an attractive ornament or paper 
weight for any desk. 


—_— 


Plugs and Connectors 








Two new radio plugs and connectors 
have been introduced by the Ajax Elec- 
tric Specialty Company, 1926 Chestnut 
St., St. Louis, Mo. The multi-plug 
and connector illustrated at left fits 
the standard jack, and it connects one 
to five receivers or loud speakers in 
series. The plug illustrated at right 
is for use with binding posts. 





“Therm-Air” 


Dryer 


—— 





An improved model of the Royal 


dryer plays upon this pad and va- 
porizes the liquid, causing it to per- 
meate any desired object. 


Brass Shell Socket 





A line of brass shell sockets has been 
its line of popular priced 
wiring devices by the Trenton Elec- 
tric & Conduit Company, Inc., Trenton, 
The new line includes both key 
The pull-chain 


added to 


N. J. 
and keyless sockets. 
type will be added soon. 





Neutrodyne Receiver 





Paddlewheel Coil 








Three types of “paddlewheel coil” 
wound with silk-covered wire and pro- 
vided with mounting bracket have been 
placed on the market by Radio Units, 
Inc., Maywood, Ill. Type C-1l is a 
single circuit coil provided with three 
taps, four, eight and sixteen turns 
from one end. Type C-21 is a R. F. 
transformer with separate primary and 





The new neutrodyne receiver man- 
ufactured by the Eagle Radio Com- 
pany, Newark, N. J., 13 22 in. long and 
8% in. high and has black bakelite 
panel finished with gold trimmings and 
lettering. The battery switch and 
phone jack also are of gold. The set is 
designed to operate with five 201 A or 
301 tubes, or with four 201 A or 301 A 
tubes and one power tu'e. The dials 
are of the concealed type and geared 
down to a 5 to 1 ratio. 





Ornamental Desk Lamp 


“Therm-Air” dryer is announced by 
The P. A. Geier Company, Cleveland, 
Ohio. In this new design, the switch 
has been removed from its previous lo- 
cation at the end of the handle and 
is now placed directly under and in 
line with the blower nozzle. Another 
improvement is the addition of a por- 
ous pad which is saturated with per- 
fume, deodorizer, preventive or cura- 
tive liquid. The strong current of 
either warm or cold air blown by the 








An ornamental desk lamp for high 
class executive or for home use has 
been introduced by H. G. McFaddin & 
Company, 38 Warren St., New York 
City. It is made in antique gold, 
silver and Italian polychrome. It is 
also made with Bellova decorated 
shades in assorted patterns. 
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secondary windings. Type C-31 is the 
same as C-21 except it is provided 
with a neutralizing tap. 


Clamp Relief Cap 


The clamp strain relief cap recently 
brought out by Harvey Hubbell, Inc., 
Bridgeport, Conn., is made in both 
two- and three-wire types. This cap 
is exceptionally strong in construction 
and is completely steel-armored. An 
important advantage is the adjustable 
clamp feature which provides a greater 
range for different sizes of cord, sav- 
ing time in wiring. 


Radio Receivers 





In accordance with its nolicy of con- 
centrating upon few models rather than 
many, the Stromberg-Carlson Tele- 
phone Manufacturing Company, Roch- 
ester, N. Y., announces orly four mod- 
els for the coming season. They are 
two five-tube receivers, table and con- 
sole types, and two six-tube receivers, 
table and floor types. The five-tube 
receivers consist of two stages of neu- 
tralized radio frequency amplification, 
detector and two stages of perfected 
audio frequency amplification. The six- 
tube receivers consist of three straight 
stages of neutralized radio frequency 
amplification. 








A Display of Lighted Greist Lamps Gets 
the Buyers’ Attention 


HIS New Super Adjustable Lamp has so 
much beauty, quality and real utility that 
it deserves to be shown lighted in your 
window display. It will attract the passerby, 
and its compelling low price will readily make 
sales. 
Show it with the Juniorlite and other popular 
Greist Lamps. Make them a price leader. Let 
your customers see their many possible uses by 
having them standing, hanging or clamped about 
the store. 
A window full of lighted Greist Lamps will be 
happy Christmas gift suggestions and make money 
for you. 
Dealers in Electrical specialties may be assured 
of the same close cooperation we have given since, 
with the Wallace, 15 years ago, we established 
the market for adjustable clamping lamps. 
We are prepared to ship immediately rush orders 
for any Greist Lamps which may be needed to 
replenish stocks depleted by the brisk demand. 


$9.50 


In plain Brass, 
Bronze and Ivory 


Other beautiful _fin- 
ishes—one of which is 
here shown—to retail 
Swivel\ Action 


1 Full es" 
TISAn 


profitably at 


$3.00 


Prices higher la 
in the West / 


and Canada. 


FoREIGN REPRESENTATIVES: 


H. W. Beers Electric Co., S. A., la. San 
Juan De Letran, 5, Mexico, D. F. ‘ » 
L. G. Hawkins & Co., Ltd., 30-35 Drury . \ \ } \ 
Lane, Kingsway, London, W. C. 2. oct 
Menzies & Company, Ltd., 439 King 
Street, West, Toronto, Canada. 
Slade, Allan & Co., 181 Clarence Street, 
ydney, Australia. 
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Please mention this magazine when writing. 
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Clamp-Type Lamps as Part 
of the Traveler’s Kit 


N experienced traveler said the 
A other day: 


“A clamp-type lamp is one 
of the articles that stays in my 
traveling bag. I would no more 
think of starting on a trip without 
it than without my toilet case. . 
To me, the lamp is absolutely in- 
dispensable.” 

This traveler continued in a strain 
that must be more or less familiar 
to all travelers. Rather strange, it 
may seem, but the first experience 
related was of a hotel that is ac- 
counted one of the best in the coun- 
try and modernly furnished. After 
two nights in sleeping cars, the trav- 
eler reached this hotel and wanted 
a good long rest. 

Ready for bed, he took his news- 
paper and tomorrow’s work pro- 
gram and prepared to catch up with 
the day’s events and tomorrow’s 
business while waiting for tiredness 
to turn into sleepiness. There was 
a lamp on the table at the side of 
the bed, but twist as he did into 
many strange positions, the tired 
traveler could not get the light from 
this lamp onto his paper. Finally 
he gave up, got out of bed and con- 
nected what he had always consid- 
ered his “country hotel lamp,” 
clamped it on the bedstead, read 
while easing out the muscle strains 
of trying to adjust himself to the 
ornamental lamp and then went 


peacefully to sleep. 
There are scores of times and 


places when this lamp, with a bit of 
extra cord, comes into play. 
less 


In the 


hotels luxuriously furnished 





than the one 
mentioned, there 
is no attempt at 
individuality of 
lamps. There is 
the light cluster 
in the center of 
the ceiling of the 
room and per- 
haps a single 


light in the 
bathroom. 
This is the 


only effort at lamp service and, in 
what seems to be a majority of 
instances, the desk is so placed that 
the shadows are entirely wrong for 
comfortable writing and the light 
is too far away or too weak for com- 
fortable reading. 

This comfort loving traveler re- 
marked that he had never noted any 
effort on the part of any merchant 
to capitalize on this use of the lamps. 
This traveler made the discovery of 
the convenience and comfort of the 
lamp on the road because his wife 
frequently travels with him. 

She had often commented on the 
lack of proper light for dressing and 
then, in their own home, he noted 
that she had supplemented the fixed 
lighting facilities with some clamp- 
type lamps on the dressing table and 
on the desk. 

The next time of starting on a 
joint trip, he suggested that ‘one of 
the lamps in use at home be taken 
along. The success of the experi- 
ment on that trip was so pronounced, 
that since then he has carried a lamp 
even when traveling alone. 

The idea appears to be one that 
would primarily appeal for the sale 
of gift merchandise. The display of 
the lamp with a traveling bag, an- 
other merchandise item that is pop- 
ular for gifts, might be the first step 
toward the introduction of the 
clamp-type lamp as a traveling com- 
fort. 

It is rather strange, but those who 
sell most of this type of lamps say 
the person who lives at home is the 
best customer. It would appear that 
the person who lives in the fur- 
nished room or apartment, or in a 
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hotel should be the natural and the 
most frequent customer. 

Such persons must accept living 
quarters as they find them and lack 


much in little comforts. These com- 
forts, in the past, have been to a 
considerable extent unobtainable, be- 
cause the means for them did not 
exist. But with the development 
of the small, adjustable lamp at a 
price within the reach of practically 
all who can afford to rent a room, 
there has come a time when these 
people can have light comfort. 

The sales message for this use of 
the lamps must be carried on show 
window cards as well as in the dis- 
play, for there is an educational work 
to be done before the public will 
fully grasp the somewhat new idea. 
Statement of weight and size of the 
lamp when dismantled is one point. 
The ease of removal] from one ar- 
ticle of furniture is another. 

“Light comfort and convenience in 
your rented room,” is a card that 
would attract many persons. 

Perhaps a display of the usual 
drop cord of the rented bedroom, 
with the clamp-type lamp running 
from this to the head of the bed 
by means of a double socket and a 
placard reading: “Easy to make this 
single lamp into complete illumina- 
tion,” would be effective. 

“You know,” said the traveler re- 
ferred to, “I had used the ordinary 
clamp-type lamp for a long time be- 
fore I discovered that there was a 
specially made _ travelers’ lamp, 
easily closed into a compact and safe 
package, on the market. Some way, 
it seems to me, merchants have not 
realized their opportunities.” 


























Put your trust in A-C DAY- 
TON, and you can count on 
bigger profits, growing good 
will and a soundly established 
business. The A-C DAYTON 
speaks for itself—not only to 
the public but to the dealers 
as well! 


Consider the Console, for ex- 
ample. <A full range instru- 
ment capable of equalling or 
bettering the reception of any 
other receiver regardless of 
price, it offers in addition, 
compactness, beauty and ex- 
tremely popular price. It 
stands but thirty-eight inches 
high—an ideal furniture 
model for any home, large or 
small. It is completely con- 
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tained, including _ loud- 
speaker, with “A” Battery 
cabinet lined with asphaltum. 
And it retails at $185 ($190 
west of Denver) as compared 
with prices ranging from 
$250 upward for similar 
models of other makes. 


In terms of “dealer perform- 
ance,’ these things mean 
easier sales, quicker profits 

















The A-C DAYTON Standard Cabinet, Type 
XL-10. List price, $115; west of Denver, 
$120. 


Let 
This Receiver 
Talk for You 


and more ready turnover. 
They stand for increased good 
will and multiplied satisfac- 
tion for your trade. With 
those things goes our guaran- 
tee of constantly maintained 
prices. 

Wild and unsupported 
claims, whether made by 
manufacturer, jobber or 
dealer, will take radio no- 
where. Performance is all 
that counts with your trade; 
it should be all that counts 
with you. Seek the line that 
speaks for itself—as the A-C 
DAYTON does! Send the 
coupon today for full descrip- 
tion of the line -with prices 
and discounts. 





THE A-C ELECTRICAL MANUFACTURING CO. 


DAYTON, OHIO 


Mat!-ers of Electrical Devices for More Than Twenty Years 
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A:C DAYTON 
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A-C ELECTRICAL MFG. CO., 
Dayton, Ohio 


Gentlemen: Please send me full information 
concerning the A-C DAYTON line with de- 
tails of your Selling Service for 1925-26. 
Signed 


Street 
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Questioner Game 

















An electric questioner game which is 
described as “more than a mere toy” 


has been introduced by The Knapp 
Electric Corporation, Port Chester, 
New York. The cards, twelve of which 


are furnished free, are divided through 
the middle, left for the questions, right 
for the answers. A terminal is placed 
on any contact point representing a 
question. The other terminal is moved 
up and down through the answers. 
When the operator strikes the proper 
contact, there is a loud buzz, indicating 
the answer. In addition to educational 
cards there are conundrums, jokes, 
quotations, wise sayings, geographical 
and historical information, and blank 
cards on which one can prepare special 
answers for any occasion. 


Radio Receivers 

















A new line of radio receivers made 
with the view of simplicity of control 
has been announced by the Pfanstiehl 
Radio Company, 11 So. LaSalle Street, 
Chicago, Ill. Model 10, known as the 
Single-Dial-Six illustrated above is a 
single dial receiver, requiring no sup- 
plementary adjusters. By means of 
automatic fixed rheostats, all rheostats 
except one have been eliminated. This 
set takes six UV-201-A tubes, two 
radio frequency, detector, one stage of 
transformer and two stages of special 
resistance coupled audio frequency. 
The company also has three new five- 
tube sets and two other models of the 
Single-Dial-Six, one equipped with an 
American black walnut cabinet, self- 
enclosed loudspeaker. 





Coils and Condensers 

















New radio frequency coils and vari- 
able condensers have been announced 
by the All-American Radio Corporation, 


Chicago, Ill. The inductance units are 
of the toroid or endless-field form. The 
coils are made in two types, an antenna 
coupler and a radio frequency trans- 
former. The frame of the coils is fin- 
ished in glossy black. The condensers 
are of the straight line frequency type, 
furnished in two capacities—350 and 
500 microfarads. 


Cigar Lighter 




















The Electric Novelty Co., 108 De 
Kalb Ave., Jersey City, N. J., is manu- 
facturing a cigar lighter intended for 
domestic use. It is designed for opera- 
tion on 110-volt circuits and can be 
attached to any outlet. By replacing 
the heating element, it can be made to 
operate on a 6-volt automobile or radio 
battery circuit. A push switch in the 
handle is conveniently reached by the 
thumb. 


Gyrator Type Washer 








With an entirely self-oiling mecha- 
nism, a new gyrator type washer, 
known as the ABC Double A, has been 
announced by Altorfer Bros. Company, 
Peoria, Ill. It has a nickel-plated cop- 
per tub and a 16-position automatic 
locking wringer. It can be loaded or 
unloaded when in operation or when 


idle. 
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—_—" saainator 











A “B” battery eliminator which 
transforms 100-volt a. c. into d. ec. 
with a voltage variable on the amplifier 
from 90 to 150 volts, has been intro- 
duced by The Glenn L. Martin Com- 
pany, Cleveland, Ohio. The detector 
voltage is variable from 0 to 75 volts. 
With the “Aero B,” it is merely neces- 
sary to plug into any light socket to 
secure a source of never-varying “B”’ 
battery current. 
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Radio Receivers 

















Three 1925-26 models of XL-10, A. C. 
Dayton receivers have just been an- 
nounced by the A-C Electrical Manu- 
facturing Co., Dayton, Ohio. The XL- 
10 may be had in a mahogany or a 
plate glass cabinet (the latter illus- 
trated in the above), or in a knock- 
down form, known as the model XL-5. 
The sets may be used on dry-cell or 
storage batteries. Each has three 
tuning dials and two stages of radio 
amplification and two stages of audio 
amplification. 


Phonograph Attachment 





A new phonograph attachment which 
has the same unit as the new large 
loudspeaker has been announced by C. 
Brandes, Inc., 233 Broadway, New 
York City. It is adjustable and is 
sa'd to be easy to attach. 
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ELECTRIC 
LAWN MOWER_ 


PROFITABLE item to add to your 
line for next season. 








Thoroughly practical—by the makers of 
Coldwell Dependable Lawn Mowers—man- 
ufacturers of Dependable Lawn Mowing 
Equipment since 1867. 

Plugs in on any garage or house light 
socket—either direct or alternating cur- 
rent. All the operator has to do is steer it. 
Send at once for detailed literature. Orders 
taken now for spring delivery. 


Coldwell Dependable 
Lawn Mower. 
Twenty-one inch cut. 
% acre an hour. 

Cut steel gears run in oil. 
Timken Tapered Roller 
Bearings. 

General Electric Specially 
Designed Universal Motor. 


Automatic reel takes up and 
pays out the supply cable. 





DEPENDABLE LAWN MOWERS 


HAND, HORSE AND MOTOR 


3 /N 
J Mss 















“As easy to operate as a Vacuum Cleaner’ 
COLDWELL LAWN MOWER COMPANY, NEWBURGH, N.Y, U.S. A. 
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Stewart-Warner 
100% a tion 


The important factors governing 


YOUT SUCCeSS AaTe: 









Model 400 


Reproducer 


A complete line of highest grade radios fulfill- 
ing every demand. 





Built and guaranteed by one of the largest 
and most progressive manufacturers of today. 


Absolute protection guaranteed by a “Dealer- 
made” plan. 





Only one dealer in each locality. 


No jobbers. 


A large advertising program that will create 
an unusual demand. 





$80.00 


A price and style to suit every radio 
buyer. 


A personal service that guarantees 
complete radio satisfaction. . 


Model 305 
«¥o.LU 






Model 510 


Antenna Kit 


$4.50 








Model 410 
Radio Table 












$65.00 
Model 320 Model 315 Consale Tabte includ. 
- | $285.00 -in_Speaker 
$450.00 —_ 310 ee Bary Compa 





Prices slightly higher West of the Rockies 
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Matched-Unit Radio 
For The Radio Dealer ’v 


ADIO SUCCESS hinges on many things, but the great- 
R est of ail is worth while profit. 


You, as a Radio dealer in your locality, in°order to attain 
success must sell a radio set that will satisfy your custom- 
ers, and at the same time prove a profitable transaction to 
you. Stewart-Warner has invested thousands of dollars in 
developing and perfecting a high-class set which you, as a 
dealer, will be proud to sell. 


Stewart-Warner engineers have gone one step farther. They 
have matched each unit, the Instrument, the Tube, the Re- 
producer, the Accessories for perfect functioning with each 
other, enabling you to offer to the buying public a radio set 
that is unsurpassed. 


You, as a dealer, are entitled to a fair profit and absolute 
protection. We guarantee both. Our “Dealer-Made” plan 
assures you every avenue to success. 


There will be no bargains in Stewart-Warner Radios. They 
will be sold by authorized dealers only. 


No individual can buy Stewart-Warner Radios at dealer's 
prices. He must buy from an authorized Stewart-Warner Dealer. 


Stewart-Warner Matched-Unit Radios are distributed direct 
from our own central distribution stations. Ninety-six all over 
the world—sixty-two in the United States and in Canada. 


Stewart-Warner Dealer Policy guarantees every dealer abso- 


lute protection. You get all the profit, because there are no 
other dealers handling Stewart-Warner Radios in your im- 
mediate locality. No possibility of the Drug Store down the 
street selling the same line or some other store around the 
corner stepping in on a share of your profits. 


In the same way you receive full benefit from the extensive ad- 
vertising campaign now appearing in the National publications. 


Stewart-Warner has gone into radio in a “sure-footed™ 
way, and their success is already evident. Their name is 
already known from coast to coast through the high quality 
products now used by over ten million people, and when 
tied up with radio, instantly carries home the thought of 
another quality product. 


Radio sets are today bought in much the same manner as 
motor cars—that is, the buyer wants to know who is back 
of the article he is purchasing and whether they will be in 
business next year or the year after. 


For this reason it will be well worth your while to con- 
sider a Stewart-Warner Dealership now because next year 
one may not be available in your locality. 


If you are a live-wire dealer, you can build up a radio busi- 
ness that will give you prestige, profit, protection and per- 
manence, through our “Dealer-made” plan of radio merchan- 
dising. Send in the coupon below and we will have our 
representative call and explain its many advantages to you. 


STEWART-WARNER SPEEDOMETER CORPORATION 
CHICAGO - U.S.A. 
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aichned—Umit Radio 


INSTRUMENTS TUBES REPRODUCERS ACCESSORIES 
a 3 COPYRIGHT 1925 BY S.W.S.COR'N. 
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> Radio Division 

: Stewart-Warner Speedometer Corporation 

> 1826 Diversey Pkwy., Chicago, U.S.A. 

> Gentlemen:—I want to be considered in connection with a Stewart-Warner Radio 
: Dealership and to discuss the details with your representative. 


Date 


Radio Tube 











yee 
Model 505 Model S.W. : 
$22.50 - 501-A : Address__ 
Radio Table with stor- $2.50 : City County State . 


age space for batteries 
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Provides 3 electric outlets from 1 











Profitable Xmas Business 
Sell Hubbell Table-Taps along with 





tree lights and electric appliances 





= 


a —— 
-_ 


We help you sell them. 
Hubbell Table-Taps 
are regularly shipped 
im this attractive dis- 
play container — five 
Table-Taps to a con- 
tainer. Fine for 
counter and window 
display. 
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HUBBEL! 
; 


Table far a 
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This hanger card : 
a qood salesman, to 
Attractive. Printed in 
two colors. Supplied 


without charge. 


HUBBELL 


In most homes electric out- 
lets are scarce. Extra outlets 
for tree lights and new appli- 
ances seldom are available. 
When you sell tree lights and 
electric appliances, why not 
sell a convenient means of 
connecting them up—the 
Hubbell Table-Tap—and en- 
joy the extra profit? 

With the Hubbell Table-Tap, 
only one cord is plugged into 
the convenience outlet on 
floor or wall, yet three con- 
venient connections for elec- 
tric appliances are instantly 
provided. 

A Hubbell Table-Tap will 
accommodate the tree lights 
and son’s electric train. Used 
on the table, it provides con- 
nections for toaster, perco- 
lator and grill. Can be used 
on the tea wagon, too; and 
in the laundry, for iron, wash- 
ing machine and fan. 

A Christmas gift of utility— 
packed in an attractive car- 
ton. 

Ask your electrical jobber 
for complete information and 
prices. 


HARVEY HUBBELL 


iwc 
ELECTRICAL WIRING DEVICES 
Sm0OGctPorT CONN. UV. SA. 


iW YORK. NY CrHiIcaco. tA. 


Tabletzap 
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Timely Comment on 


Sales Methods 


(Continued from page 19) 


“We used to find that boys were a nuisance fuss- 
ing around our store. Then somebody decided to 
make them an asset instead of a nuisance. They 
have a very complete manual training class and 
make many things with their hands. We began to 
hunt for tools that would be useful to them. After 
we found the tools, we began to advertise them. 
Soon we had the boys with us, and they brought in 
their folks who spent money. 

“Then we found that in the sewing schools they 
were showing girls how to make lamp shades and no- 
body in town was furnishing the right kind of frames. 

“We got our wives to go to town, find out what was 
being done there, bring back samples, and we arranged 
for a local wire man to furnish us with wire frames 
on 24 hours’ notice. 

“That was the beginning of our getting into the 
gift and lamp business. These girls had to have lamps 
on which to use the shades they learned how to make— 
so gradually we have acquired the business of the 
girls and boys of this town. 

“No, our regular hardware business has not been 
hurt at all, the children bring their folks to us, and 
their parents get into the habit of buying here.” 


“Certainly I’ll tell you why my clerks can talk in- 
telligently on lamps. After five years of talking to 
my superior officers, I finally sold them the idea a year 
ago of having a regular magazine fund. 

“We subscribe not only to all the trade papers, which 
in any way deal with our merchandise, but to House 
and Garden, Town and Country, House Beautiful, 
Vogue, Good Furniture, Furniture Age, The Uphol- 
sterer; all the magazines which discuss the things 
beautiful which are considered good taste in home fur- 
nishing today. 

“We have a hundred dollars a year set aside for 
this and I suppose that it is worth many thousands to 
us. Many of our men are interested in architecture 
and they borrow these magazines to read what they 
are really interested in and they go right through 
from cover to cover. Some of the women are curious 
about society and some take the magazines home to 
read the fiction. 

“Any magazine may be borrowed at night, but must 
be returned the next morning. They may take it home 
as many times as they wish, as long as they return it 
the next day. Few of our people can afford these 50- 
cent magazines, and some of them suffer from an in- 
feriority complex which this high class reading helps 
to eliminate. 

“Personally, I feel that this magazine reading has 
done more to really interest my people in the merchan- 
dise they are selling than any other one thing. If 
your clerks approve of your lamps, and they know why 
they consider them good, they will sell them and your 
slow moving numbers cease to exist.” 














Merchandise Lesson From 
Christmas Lights 


(Continued from page 21) 

“IT wonder if it is because I am a bit sore on Tomp- 
kins of the Electric Light Co. If so, I had better 
forget him and his ‘cost price’ and ‘Nothing down 
and a dollar a year’ stuff. 

“Bah, after all, I guess it was the worst sort of 
sentiment that kept me cold on this stuff. Old fash- 


this new 
ioned sentiment and personal dislike. 


, - Speaker 
“Not only have I failed to see the vision on these 


lamps, but on the whole electric line. First thing 91% in. 





- that's 
what Sells 


high on 6% 











, . . _ in. 8 » base. Built 

tomorrow morning I am going to give that electrical pe hence page 
i i tering material that 

goods department an overhauling and put it on the SS i 
vibrations. Finished in 


map. 

“Electricity is the thing and I have let a bit of 
dislike of methods and a man keep me out. Begin- 
ning tonight, I am going to be a real service to the 
women of this community and show them what elec- 
tricity can do for them and that they can buy elec- 
trical goods by right methods. 

“As long as I am right, the profits will take care 
of themselves. Tompkins will have to get right, if 
I set the pace. After I get my plans laid I will go 
over and talk to him. He may be a pretty decent 
fellow after all, and I can tell him a lot about mer- 
chandising.” 

And it came about that the first Christmas window 
for the Horton store contained no lights except 
Christmas tree lamps and nothing that was not a 
labor saving electrical device. Above the display 
was a message in James Horton’s handwriting, 
enlarged so that all who passed could read: 

“I wish you all a safe and merry Christmas. 
James Horton.” 





First Floor Tie-Up with a Sixth Floor Display 
(Continued from page 43) 


ment plan, which “is the easy way to ownership,” with 
an initial payment and the balance in monthly instal- 
ments, as well as conferring the idea of making house- 
work easy. The two ideas, combined, work well to- 
gether, and sales are the testimonial. 

Incidentally, there is mentioned in the upper left 
hand corner of the advertisement, accompanying this 
article, that the Gilchrist advisory kitchen expert is at 
the shopper’s service on any kitchen problems. A 
shopper cannot enter the sixth floor without being 
attracted to the kitchen where the smaller electrical 
appliances are shown. 

The kitchen is constructed as if sliced from a model 
bungalow. It has awninged windows and the shopper 
enters through an extra large door. The kitchen is 
entirely in white, and the expert is always ready to 
show the latest in electrical cooking appliances, as well 
as answer any question. 

In speaking of the advertisement reproduced as a 
part of this article, the Gilchrist buyer said that it pro- 
duced definite results and was an excellent investment. 
His experience is that electrical appliance advertising 
has an accumulative effect and the results of the next 
few days are only indicative. 
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black, 
lea ther. 


eartons of six. 


suggesting 

Diaphragm 
unit adjustable to vari- 
ations in local broad- 
casting conditions and 
set construction. Re- 
tail list $12.50. In 











This N & K Imported The 
Loudspeaker, 

is unusual in 
and in 
Its handsome, 


Radiates 
area. 
Packed in threes, each 
speaker in 
carton. 
$22.50 









The‘NewS=-=-[mported 


UDSPEAKE 











MODEL §S 
Only gs] 250 
RIGINAL in principle—“all-directional”; sending 


the sound out with equal volume in every direction. 

Original in shape; getting away altogether from the 
old-fashioned horn idea that never seemed to fit in with 
home surroundings. 

Original in tone; clear, rich, full and natural: no 
false sounds to mar the broadcasting. 

Original in price; the first speaker of such remarkable 
tone quality to be sold for only $12.50. 

Dealers who handle the new N & K Imported Model 
S Loudspeaker report that it suits more customers in 
every way than any one speaker has ever done before. 
If your jobber is not yet stocked, order a sample direct 
from us and test it out on your trade. 

NEUFELDT & KUHNKE 

Th. Goldschmidt Corp. 

E 11, 15 William St., New York City 


DIV. 


Dept. 





N & K_ Imported The 
Phonograph Unit trans- 
forms any Victrola or any 
tone quality. other standard phonograph 
artistic into a loudspeaker of 
highest quality. No screws 


phones 
professional operators long 
before radio became the 


. favorite 
type W., 
volume 


universal pastime, 


wins it a 


appearance or attachment devices of tone that characterize 
welcome by ong — necessary. Adjustable to these N & K_ Imported 
home. f ; b me _ broadcasting conditions Model D_ Phones 

Made o urtex, id. and set construction. A proverbial. 4000 ohms, 
black mottled in gold. big seller. In cartons of Unusually comfortable to 


over wide 


twelve, each unit in gold wear 
Unit adjustable. . 


embossed leatherette box. ed 
Retail list $7.50. 


Handsome 


individual covered head bands. 


Retail list 
play matter. 


$8.50 





clearness and naturalness 


Strongly construct- 
leather 


cartons of ten with dis- 
Retail list 




















Equip your set 
with 


FAN STEEL 


Balkite 


Radio PowerUnits 


the ideal radio 


power supply 


The Balkite Battery Charger 
and Balkite Trickle Charger 
for charging “A” batteries— 
entirely noiseless. Balkite“B” 
replaces “B” batteries — for 
sets of 6 tubes or less. Balkite 
“B” II—for sets of 6 tubes 
or more. 


FANSTEEL PRODUCTS COQO.,, Inc. 
North Chicago, IIl. 


Balkite 


Radio Power Units 


BALKITE “B” 
BALKITE “B” II 


BALKITE BATTERY CHARGER 
BALKITE TRICKLE CHARGER 


Yes, It Reproduces 





“TNHIr radio receiving set photographed on the dial of 
{ a watch was made by John C. Weir, superintendent of 

the Eeg’e Radio Co., Newark, N. J. It is a cube, 
1/32 of an inch on a side. It consists of four binding posts, 
. erystal detector, tuning coil and an inductance switch 
with five taps. The binding posts, detector and switch are 
nounted on a bake!ite panel 9/32 of an inch on a side and 
1/16 of an inch thick and the coil is sealed to the back with 
| wax. 

The depth of the set is 5/32 of an inch and the switch 
knob binding posts project % inch, making the overall 
height 9/32 inch. All metal parts are finished in nickel. 

The coil was wound in a lathe on a piece of 1/8-inch rod, 

250 turns of No. 40 enameled wire were wound taped at 
'each 50 turns. When wound the coil was slipped from the 
rod and tied together in the form of a flattened ring. No 
_attempt was made to place the runs evenly side by side. 
_They were merely bunched together. 

The switch knob was turned from a section of bakelite 
/panel and is 1/8 inch long and of phosphor bronze. Switch 
|points were made from pinheads turned down to less than 
‘half their original diameter. These were placed through 
'holes in the panel and riveted down on the back. The wires 
| from the coil were soldered to them. Connection was made 
| to the switch arm through a pigtail of No. 40 wire at the 
| back. 

No switch stops were provided. 


In making the crystal detector a cup of 1/16 of an inch 
each way was made in the same way as the binding posts 
and held from beneath with a small screw. 

A number of people, including a minister, assert that re- 
production by this set can be heard distinctly. 





It Worked Both Ways 


An electrical dealer was showing an electric iron to a 
fastidious old lady. 

“How much?” she asked. 

“$6.00, complete,” replied the dealer, handling the 
ron as a polite salesman does. 

“What would it be without the cord?” 

“Well—I, the cord is supposed to go with the iron, 
o I’d have to ask you $5.95 anyway.” 

“What? Only a nckel for the cord?” 


“Yes! Just a nickel.” 

“Good, it was only the cord I wanted!” she said as 
she deposited a five-cent piece on the counter, and 
ripped timidly out of the store with the much-coveted 





cord. 





———— 
I — 
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Heres a Radio Message to 
Retailers That Manufac- 
turers Ought to Read 


(Continued from page 34) 


a lot of things about “‘who”’ makes the merchandise he 
is asked to sell at prices that have been placed on them. 
A closer cooperation all around would work wonders to- 
ward a healthier condition in the entire industry. 

Toward the end of last season, we had a lot of excite- 
ment and indignation over huge “dumping” sales that 
took place in February—watch out for a repetition of 
these “price-cutters” about a month earlier and on a 
greater scale this season. 

By “watching out” we mean that you should absolute- 
ly know something about the production and selling 
policies of every manufacturer whose product you 
handle. There shouldn’t be any great secret about 
this matter because you are part of his selling policy— 
the retail outlet—and you deserve to know that his 
plans for the season have your selling protection writ- 
ten right in them. 

Of course, there is always a chance for a slip-up in 
even well laid plans, but outside of the unforeseen mis- 
haps, make sure of the stability—financial and other- 
wise—of the firms you deal with or you’ll find yourself 
with a stock of radio merchandise that, along about 
January, will be advertised by some other dealer at 
half and less than what you paid wholesale. This is 
not intended as a scare message in any sense, but it 
is an important point for good merchandisers to think 
over. 








Some Radio Notables 


At the annual radio manufacturers’ dinner in New York 
at show time, the artist of the Evening World caricatured 
fourteen notables out of the 1400 in the gathering. Nat- 








ART. Sinsweimen 
RADIO EDITOR 

oF ORY Gooos ECONOMIST 
ANDO ELECTRI“AL Gio 







DAVID 
SARNOFF 
CHR. 
SEATING 
COmmiITTEE 





4 ee MiRSCN 
ae (AF) PRES. 

OSLEY, Ja. 

SHR. | HARKNESS Gen, yal 


FINA 
COMM, or An. Te alee. 







urally he turned his pen on the speakers, as guests of the 
evening, and then he picked seven from those who belonged 
to the industry. We reproduce these drawings and among 
them you will note appears Arthur Sinsheimer, radio editor 
of Electrical Goods. He was the only member of the busi- 
ness press selected for a place among the notables. 
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Singer Dealers 


Will Be Successful 


M1E improved SINGER RECEIVER 
has many advanced features that 
will attract the Radio Fans. Its 
simplicity of operation, clarity of tone and 
mechanical and electrical perfection, ap- 
peal to those who have not heretofore been 


interested. 


A plan which includes individual co-operation 
with each distributor is a guarantee of big busi- 
ness. Advertising to the consumer in Radio 
Magazines, national publications, newspapers and 
by direct mail. The list price of $87.50 gives 
you a high class instrument at a modest price. 
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Read These Specifications: 


Beautiful two-tonéd walnut cabinet, de- 


signed by an artist. Walnut panel and 
dials of Bakelite, gold engraved. Three 
dials—five tubes. Stations can be sepa- 
rated. Volume control to meet every re- 
quirement. The wave lengths range 160 
to 550 Meters. Process wiring. Short 
leads. Bakelite sockets permitting the 
use of old or new type tubes. Each part 
individually selected and specially de- 
signed for best results. 


Jobbers—Dealers 
Send for Dealer Plan today. It is the 
most complete outline of co-operation be- 
tween manufacturer and all branches of 
distribution It will point out the kind of 
service you have been waiting for. 


0 Hudson Street 


NEW YORK CITY 


Dept. EG 








From W/ood Stoves to Electric Ranges, 
Tinware to Electric Appliances 


If we did not, some outside firm 
would come into the community and 
put on an intensive campaign for 
a few weeks and load them up with 
articles that we were neglecting to 


present to them. 
“The chances are that the articles 


sold by these outsiders, would be 
here today and in the next country 
tomorrow, would not be as good as 
the articles that we would select to 
sell them. 

“We know by experience that 
these passing salesmen would not 
remain here to service what they 
sold and with mechanical articles, 
service is necessary if the articles 
or appliances are to give the con- 
sumer satisfactory use. 

“We carry the sales of electric 
washers to the homes of the people. 
Our salesman does not ask the peo- 
ple to buy the washer. He merely 
asks them to permit him to come 
to their house and do a washing for 
them. He gets a good many of these 
opportunities and we then sell more 
than three out of five of the women 
for whom we do washing. ‘The fact 
that they do not buy at once does 








— 


(Continued from page 17) 


not mean that the demonstration is 
wasted.” 

The electric service company that 
serves this community has run many 
rural lines. Practically all of the 
farmers on the main roads have 
electricity in their homes. Perhaps 
this has been promoted because 
True & Blanchard have kept before 
these farmers the advantages and 
comforts of the electrical home 
equipment. 

Be that as it may, Mr. True says 
some interesting things about these 
farmers. He tells of almost incred- 
ible percentages of the farmers of 
that community who have toasters, 
percolators, grills, heating pads, 
washing machines, electric cleaners 
and floor lamps in their homes. 

At the time the visit was made 
to the True & Blanchard store, one 
of the two main display windows 
contained electrical appliances and 
lamps. As an indication as to the 
completeness of the appliance stock, 
it might be mentioned that prom- 
inent in this window was an electric 
pancake griddle—an article of mer- 
chandise that is somewhat unusual 
in much larger stocks of appliances. 


Bn RO 0 





'Electric ice cream cabinet manufactured by the Kelvinator Corporation, 
manufacturers of electric refrigerators 


‘ 
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“The pancake has been a consider- 
able article of diet with our people,” 
says Mr. True, “but the electric waf- 
fle iron is changing the habit some- 
what.” 

In many other particulars Mr. 
True is stamping his influence upon 
this more or less isolated commun- 
ity. As one observes the commun- 
ity and hears the people talk, he 
understands that there has_ been 
real leadership. And who can 
establish a more definite leadership 
than a merchant who supplies the 
people with the means of living and 
playing? Many of these people are 
not much in touch with the great 
centers of population. Large cities 
are not easily accessible, yet these 
people have the comforts of such 
centers before them because True 
& Blanchard believe in keeping up 
with the times. 

Who could be a better guide for 
such a community than a busy mer- 
chant who, after 42 years at retail- 
ing, finds time to stop his work and 
listen to a radio in mid-afternoon 
and comes smilingly from the re- 
ceiver with a pleasant comment 
about the world’s series baseball 
game that was being broadcast and 
a serious comment upon the quality 
of the reception of the news? 





Courtesy to “Youngster,” 


Pays Real Profits 

Sometimes some salespeople make 
it “hot” for boy radio fans who run 
in for a binding post or other inci- 
dental item of radio equipment. 
Again, some salespeople who have 
seen the light give children as much 
attention as they do grown-ups. 

A Danbury, Conn., merchant has 
built up a large trade among boy 
radio fans, and likewise among their 
parents, by catering to the youngs- 
ters’ most incidental needs, be the 
sales as low as five cents. Children 
are great tale-bearers. They are 
either the merchant’s best or worst 
advertisments, depending on whether 
the salespeople of the store in ques- 
tion make them “feel at ease,” or 
feel uncomfortable. 














Beat Competition by Offering This Bigger 
Better Cleaner at a Lower Price 


JEWEL], 


ELECTRIC VACUUM CLEANER 
Was $55.00—Retails Now for $39.75 




































There are many fine cleaners on the market, but most of them 
are over-priced, and the average person cannot afford to buy them. 
On the other hand, people won’t buy the ordinary cheaply con- 
structed, private trade-marked brand machine because it has not 
got the quality features which they have been 
educated to look for. But inthe JEWEL you 
have a real quality cleaner which you can sell 
so low that every home with electricity can 
afford to buy it! A real $55.00 cleaner with 
$55.00 features, backed by 15 years’ manufac- 
turing experience and an iron clad two-year 
guarantee, it sells today for only 


FEATURES 


of this omg 
Bigger Better $39.75. 
Cleaner You do not have to use house-to- 


house salesmen to sell the JEWEL. 
Your patrons know vacuum cleaner 
value, want vacuum cleaners, and are 
willing to buy such an obvious bar- 
gain right from your floor. Why not 
vet this business. 


Prepare for the 
Christmas Trade NOW! 


Write your jobber or us 
for details of a proposition 
whereby you can take ad- 
vantage of the approaching 
Christmas buying season 
without investment until 
your profits are in. Ordera 
sample today. If it is not 
entirely satisfactory, return 
for full credit. 


CLEMENTS MFG. CO. 
608 Fulton St. 
Chicago 


Oversize 1/5 H.P. 
motor with plenty of 
reserve power for the 
hardest work. 


Non-cramping Pistol 
Grip handle with convenient 
push button switch. 


Full 14-inch Streamlined 
Aluminum nozzle. 


Long nozzle points get into 
corners and out-of-the-way 
places. 


Special rear roller adjust- 
ment to raise or lower noz- 
zle for different rug nap 
thicknesses. 


Finest aluminum castings. 


Double _ detachable, self- 
cleaning brush. 


Tested and approved by 
famous Institutes. 


Guaranteed for 2 Years 


Long Distance 
Telephone 
Monroe 6606 


71 








mystery, for mystery it was to him. 

A few hours devoted to drilling 
new salesmen of the electric sew- 
ing machine, familiarizing them 
with the general terms and prac- 
tices in sewing, particularly with 
reference to use of the attachments, 
would be to save money and sales in 
the long run. 

Quite naturally, your practical 
housewife who has treadled her way 
through many a season of sewing 
is frankly skeptical of claims made 
for the “electric” by one patently 
unfamiliar with the technicalities 
of sewing. In fact, many prospects 
are dissuaded in just this way from 
purchasing then and there. 


Merchandising Hints 


This time of the year the average 
housewife is interested in making 
draperies, curtains and other such 
for the house and also increasing 
the children’s school wardrobe. 
Realizing this, a certain store near 
New York established the sewing 
machine department on the same 
floor with yard goods and curtain 
and drapery material. 

Two demonstrators, one on each 
side were busy sewing. The one 
near the drapery department alter- 
nated making chintz, velour and 
silk draperies and various types of 


When Milady Sews 


(Continued from page 29) 


curtains, while the other was busy 
alternating between making silken 
dresses and under-pretties, chii- 
dren’s school costumes, aprons and 
even men’s shirts. Both of these 
demonstrators told me that ther 
preference for working with the at- 
tachments either ruffling, tucking, 
hemming, quilting or embroidering 
was because it always drew a big- 
ger and more interested crowd 
around them. 

Near the sewing machine depirt- 
ment was the pattern counter, 
flanked by a sign inviting any who 
were in doubt as to the way to 
make any of the garments for which 
patterns were sold to seek advice in 
the sewing machine department 
from one of the demonstrators. 
This proved an excellent scheme 
for selling the machines. 

Another store runs a daily sewing 
school lasting about one hour in 
the morning and about two hours 
in the afternoon, somewhat after 
the manner of the art department. 
The demonstrators conducting these 
classes not only teach the proper 
use of attachments and sewing, but 
also how to keep the machine in 
condition. 

Also anticipating the troubles 
women most usually experience 
with a new machine, they have the 


mishaps take place right there and 
show how easily they can be reme- 
died. It is estimated that this cuts 
service calls in less than half. 

A local electrics] store runs a 
demonstration in the window about 
once every week or two, and always 
the display includes an electric 
iron, a lamp and a small ironing 
board. The idea being that half 
of the success of sewing is in press- 
ing seams and hems as one goes 
along, which to a large extent is 
true, and the lamp is there to fur- 
nish light for sewing in the eve- 
ning or on dark days. In many in- 
stances the whole group is sold. 

Another bit of sales psychology 
that always proves worth while is 
to induce the woman to try running 
the machine herself. 

While it is not possible to point 
to any great weekly or monthly 
saving because the machine is sel- 
dom used as regularly as this, it is 
nevertheless an appliance that 
when needed is needed very badly. 

Therefore, when the electric 
sewing machine is presented to us 
by one who knows his or her busi- 
ness we usually end by buying. 
Personally I cannot conceive keep- 
ing house without this great time 
and labor-saver. 





factory. 


ing machine. 





HE treadle type sewing machine has one advantage over most of the household 
equipment that is being displaced by the electrical appliances, in that it can be elec- 
trified at a comparatively small cost. | 
For some rather strange reason it appears that the marketing of the motors for treadle 
sewing machines has been left chiefly to those familiar with electricity, instead of taking 
its more natural channel with those merchants who hare in the past supplied household 
equipment and who understand the attitude of the housewife toward innovations. 

The cost of the motor for operation of a treadle sewing machine is in some instances 
less than $20, and a large number of women are ready to testify that the change is satis- 
The electrified treadle machine has one disadvantage in comparison with the 
electric machine, in that it is still a stand machine and not so available for any part of 
the house where the mistress may like to work as the compact and portable electric sew- 


There is a considerable merchandising field here for those who do not care to sell the 
electric sewing machine and it greatly lessens the selling problem, in that the salesman 
has only to sell the idea of speed of work and less physical effort, while the sale of an 
entirely new machine involves the comparison cf the new machine with the old, and 
practically every woman has become accustomed to the idiosyncrasies of her machine 
and believes, despite its failings, that it is about the best machine in existence. 
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Ti 


Agitated wash- 
ing action plus 
flowing water. 
No extra tubs 
for rinsing and 
bluing. 





Why it’s easier to sell 
the Dunham Whirldry Washer 


than to outsell it— 














Fast 
raising, 


tilting of 
ket. 
soak 
basket. 


drying—no 
lower- 
shifting or 
bas- 
Possible to 
clothes’ in 


ng. 

















No water- 
level to 
watch. 
Overflow 
tells when 
properly 
filled. 





Discharges at tub 
height in about 
one minute. Can 
be refilled while 
emptying. 





Somebody in your territory is sell- 
ing or can sell the electric washer 
that sells easiest and delivers the 
utmost in satisfaction to the buyer. 
The strongest demonstration gets 
the sale. Sell the Whirldry washer 
which out-demonstrates all com- 
petition through ‘these exclusive 
features : 


The Whirldry is the only washer 
that does all the work from start 
to finish and then empties itself. 
No bending, no draining, no rais- 
ing, lowering or shifting of the 
basket during washing, rinsing, 
bluing or drying. That means 
easier washing—easily demon- 
strated. 


The Whirldry is the only washer 


with a double washing action— 
flowing water plus agitation. That 
means cleaner washing—easily 
demonstrated. 


The Whirldry is the only washer that 
will empty itself directly into tub or 
sink without pails, siphons or ejectors. 
It is self-emptying in about a minute. 
That means faster washing—easily 
demonstrated. 


Of course the Whirldry is wringer- 
less, and it is the only wringerless 
washer without perforations in the basket 
to come in contact with the wash. That 
means less wear and no tear—easily 
demonstrated. 

In the Whirldry all parts that touch 
the wash are nickel-plated. It has a 
straight vertical drive and is low enough 
to reduce vibration to: the minimum. 
These features mean less depreciation 
and longer satisfaction—easiiy dem- 
onstrated. 


The Whirldry has no gears, gear-box or other mechanism inside 
the tub. The basket lifts out for cleaning, goes back on without ad- 


justment. 


These features facilitate thorough cleaning and sani- 


tation—easily demonstrated. 
The Whirldry is backed by the Dunham sales plan and franchise. 
The full importance of that fact will be made clear if you will 


write for the details. 











* 


of the day. 












water 
circulates through 
clothes. Dirt 
flushed out to tub 
below, and screen- 
ed from returning 
water. 


Cleanest 


table-top at 


enameled 


Flat, 


exactly table-height. Handy 
to use and easy fo move 
about. 














It’s easier to sell the Whirldry than to outsell it 


Which would you rather do? [1 
have an opportunity to link up with the greatest washer proposition 


If your territory is still open, you 


Will you pass it up or take it up? 


GEO. W. DUNHAM CORP. 


Genesee Street and Whitesboro Road, Utica, N. Y. 
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Sell after dark 


MODERN lighting makes windows sell. 
Signs too. No attendance needed. No waste. 
I am a TORK CLOCK. I turn electric lights 
on & off every night regularly. $20 all over 
U.S. Ask any electrician. Tork Manual tells 


how to capitalize windows. Free. Write for it. 








TORK COMPANY, 8 W. 40, New York 








AJAX 
St. Louis 
Distinctive 
Approved 
Parts and 
Accessories 


Greatest Values 
On Antenna Sets 
Porcelain Insula- 
tors 
Binding Posts 
Rheostats 
Crystal Sets 
Detectors-Crystals 
Straight Line 
Frequency Con- 
densers 


VUanufacturers and 
tions on Request. 


Si. 


Ajax Electric Specialty Company 


Radio Bidg., 1926 Chestnut St. 


AJAX | 


ST. Louis | 


Multi Radio Plugs 
\ No. 18—For Jacks 
mee No. 18SA—For Binding Posts 
im Connect One, Two, Three or Four 
Receivers or Loud Speaker— Always 
in Series. Giving equal amount 
“A current to all, Multiple connec- 
tions will give good 
AA results only toone of 
least resistance. 
AJAX ALWAYS IN SERIES 
WITH POSITIVE CONTACTS 


Price $1.00 Each 


Jobbers—Samples and Quota- 
Electros for Your Catalogue. 











Louis, Mo. 





















Shoppers Made 










Buyers | 
+4 TELEVOCAL TUBES #- || 
are sure sellers. Every radio set a | 


market! Why let business walk out of 
your store? Put in our elabvrate disjias 
to get the profit. Write for prices. Gunr- 
anteed tubes, cooperation in sale and cunu- 
manding prices are policies with ts. 


Televocal Corporation 


67-A Fifth Ave., New York, N. Y. 























¥ : ~\ 2 ei he af 
I TRATES : $.50 pe , all hea 
-$6.00 per inch in box , displayed 











Sales Representatives Wanted 





WANTED: Aggressive salesmen _ to 
handle leading line of decorated table 
lamps. State territory you cover and 
lines handled. Address Lamps, c/o 





ELECTRICAL GOODS, 239 W. 39th | 
St., N. Y. C. 


Electrical Business Briefs 
(Continued from page 50) 

of such interest that an organization was best. The 
Round Table meets the second Monday of each month 
for dinner at the Town Hall. Ada Bessie Swan is chair- 
man of the executive committee, Lillian Cassels is sec- 
retary and these two, with Clara Woolworth, constitute 
the committee. Members act as hostess of monthly meet- 
ings in turn. Out-of-town women interested in elec- 
trical subjects are welcome at these dinners. 





The entire nineteenth floor of 51 East Forty-second 
Street, New York City, has been taken as headquarters 
for the reorganized Servel Corporation, manufacturers 
of electrical refrigerators. 





J. E. Kewley has been made general manager of 
sales for the National Lamp Works of the General 
Electric Co. T. K. Quinn is assistant. With the pro- 


gram of establishing new sales divisions and the consoli- 


dation of others, the company now has 18 sales divisions 
serving 40,000 dealers. 





Orders received by the General Electric Co. for the 
quarter ending Sept. 30 amounted to $73,561,483, as 
compared with $58,389,832, an increase of 26 per cent. 
For nine months of the present year orders total $223,- 
876,711, compared with $203,097,719 for the same period 
last year, an increase of 10 per cent. 





The Radio Corporation of America has established 
an advertising aid department for dealers. J. R. Lun- 
stead is manager. The object is to help dealers fit their 
advertising programs into those of the company. 





The State of Iowa has abandoned the public owner- 


| ship of the electric light plant, maintained for twenty 


years to supply the capitol and public grounds with light 
current. It was found that it would be economy to give 
a light contract to the Des Moines Electric Light Co. 
Twenty-three Iowa communities have abandoned munic- 


_ipal plants, making a total of 87 in that State. 





The National Electric Light Convention will be held 
at Young’s Pier, Atlantic City, May 17 to 21, 1926. A 
manufacturers’ exhibition will be held. 





The Irving Radio Corporation, Columbus, Ohio, has 
taken possession of the new factory building at Skid- 
more and Culbertson Streets. 


Seventeen leaders in the electric light industry in 
France have recently completed a tour of a consider- 
able part of this country studying public utility opera- 
tions and the various factories of electrical equipment. 
They were especially interested in the sales plans of the 
larger companies and gave close study to demonstration 
facilities. The party included State officials and the 
heads of large plants. 





Westinghouse has placed on the market a spotlight 


especially designed to illuminate traffic officers on duty 


at street intersections. A practice often followed by 
municipalities with the makeshift equipment available. 
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NEW 


STAR - Rite 
Electric Grill 


oH 95 





COMPLETE 





N. 


~ 
ee 


N EW STAR-Rite Electric 

Grill—beyond competi- 
tion—selling on sight because 
built for service and priced 
to open a vast new field— 
complete at $5.95. 


Nine parts made of finest 
steel, copper-plated to prevent 
rust, then heavily nickeled— 
every variety of utensil needed 
for table cooking. 

Big illustrated advertisements 
are telling the STAR-Rite 
story in millions of homes 
reached by the Saturday 
Evening Post, Good House- 


FITZGERALD 


Be Sweeping 
the market! 


keeping, Woman’s Home 


Companion, Red Book. 


Millions who spend millions 
now know of this new STAR- 
Rite Grill. And they want 
it! And they’re buying it! 
Live advertising has awaken- 
ed a national demand for the 
new STAR-Rite Grill—high- 
grade, low-priced, it is sweep- 
ing the country—the biggest 
opportunity for quick sales 
now offered in the electrical 
industry—write for full in- 
formation and terms to dealers 
today. 


MANUFACTURING 


COMPANY 
TORRINGTON, CONN. 








Rite 





Electrical Necessities 
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The Four Aces of Radio 


A Good Hand A 


UT , 
. Sup AH 








$25 


for 












Any 





$14 


Dealer 











GUARANTEE 


Buy a Utah and use 
f iO wee r 





n 

hers are able to roduce. 
is the Utah does not 
give better recep: 
tion return it to your 
dealer and he will re- 
fund your money. 


‘MS 


































We Are Manufacturers—Not Assemblers 


















BLA) 


UTAH RADIO PRODUCTS CO., -:- CHICAGO 


1427 South Michigan Avenue 
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Prove 


The Popularity of the New Gainaday 


434 New Dealers 
In Two Months ! 


O better index to the New Gainaday’s 

popularity can be found than thenum- 
ber of dealer converts it has made. Each 
month, since its introduction, has seen 
more and more new dealers enthusiastic 
about its simplicity, its saleability and its 
profit possibilities. 





These Fig 


1925 


































You, too, will join the fast growing ranks 
of New Gainaday Dealers if you will allow 
us to demonstrate the machine and ex- 
plain our sales proposition. Fill in and 
mail the blank below and our represent- 
ative will let you sell yourself on the 
merits of the New Gainaday and what it 
can mean to your future business growth. 


GAINADAY ELECTRIC CO. 


3016 LIBERTY AVENUE - PITTSBURGH, PA. 





GAINADAY ELECTRIC Co. 
3016 Liberty Ave., Pittsburgh, Pa. 


Furnish us with details of your New Gainaday 
proposition. 


Company ik 
Individual eiimeidians 








Street Address 





City ~ 

















Ae 


Sail 





a 











SAFERTIS 


ERE’S a straight-from-the- 

shoulder proposition. Youwant 
to stock the fast-selling speakers— 
you want to sell the best. You can’t 
knowthe remarkable tone—the range 
and volume of the new Brandes 
Speakers unless you hear ’em. 


So order just one—any one—cone, 


te CO spe een . ‘ : 
ane ee 


cabinet, or horn. Test it thoroughly. 
Try it on any good set. Compare it 
with other speakers. 


Each is a beauty of its type —but the 
tone is of Brandes quality. Hear one 
Brandes speaker—and let your cus- 
tomers hear it. That’s all we ask! 


Select a speaker and ask your Brandes jobber to send it to you for 
test. Or send your request to us and we will forward it to the jobber. 


Brandes Products Corporation 


200 Mt. Pleasant Avenue 


Newark, N. J. 


Brandes 


IN RADIO ACOUSTICS 


rN CE 
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